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The pattern makes the sale... 


[AS DANISH 
Me PRINCESS 


Holmes & Edwards has the aagge 2 


show the Holmes & Edwards 


ROMANCE | 


Collection always... 


for more sales. 


LOVELY “Eh. *& 
LADY 


SPRING 
GARDEN 


more easily, more profitably ... 


ALL PATTERNS MADE IN U.S.A. 














NEW KIND OF WATCH STRAP DISPLAY BOOK MAKES 
WATCH STRAPS EASY-TO-HANDLE, EASY-TO-SELL! 


Now ...every dozen Kon-ite Straps comes to you in its own 
individual book-style folder, so you can immediately place 
before a customer an assortment in the price and quality he 
wants, for quick selection. 

Prices and styles are identified by attractwe panels on the 
covers. Every strap is set in its own recessed frame for richer 
vote) ol-telgelala-MRolale MM ol-il-lam oleelicvailelan 

Get these new Kon-ite books on your counter now — get 
them selling for you! 
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Juest Leste 
WATCH STRAPS 


SADDLE LEATHER 
4.50 
1.00 


Quality as calle 


A. SAUER & CO 
America’s First — 

and Largest 

» Manufacturer of 


QUALITY 
WA TCH STRi 


KON-ITE 106. . ie 4 
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Aptly illustrating the growing market 
for fine tableware was this young 
soon-to-be-married couple _ photo. 
graphed at the month-long "I Do" 
promotion at Arthur A. Everts Co, 
Dallas, Texas, reported in the April 
issue of Jewelers’ Circular-Keystone, 
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Another evidence of the dramatic results 


achieved by combining extraordinary 


talents—the rare design—originality 


of Marce, the consummate skill 


of WBO craftsmen...One of a new series 


of jewel-studded watch cases — 


produced by this supreme collaboration. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET 
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MULTI-STRETCH EXPANSION FOR WRIST COMFORT 
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simmons 


a ee i This beautiful gold filled necklace and earring set by 











Simmons, makers of Simmons quality gold filled jewelry, 


has been fashioned by our master craftsmen to appeal to the most discriminating. 


Baguettes in earrings and necklace are available in simulated crystal, as shown, 
or in amethyst, ruby, sapphire, rose, emerald, topaz or aqua color. The round stone at 


center of necklace is available in simulated crysta! only. 


Here’s a set styled to sell on sight . . . order today. 


| v 
R. F. —Sunumons— COMPANY 


ATTLEBORO, MASS. 
Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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NOTHING io. in the 





gold-filled jewelry field | 
has the SELLING POWER 







eet No: 6352-5032, Set No. 6369-5037 





Van G 
YW Dell : . 
THRU WHOLESALERS VAN DELL CORPORATION © PROVIDENCE 3 °* 


AMERICA'S FINEST GOLD FILLED JEWELRY 





BEN TROUP GEORGE STERNECKER AL WALKER WILLIAM H. PEACH 
Rm. 1615 Heyworth Bldg. 9 Maiden Lane 657 Mission St. : dd 


TYLING vISHES \S 
ALL BRISTOL DIAMOND RINGS , 


The old adage “Variety is the Spice of Life” aptly 
describes the extensive Bristol Line of quality Dia- 
mond Wedding and Engagement Rings and 14K 
Seamless Gold Wedding Rings. Our assortments 

, assure you the proper ring to fill any 
requirement ... and of course, 


RINGS ENLARGED e Mecaee a” if : . ’ 
TO SHOW DETAIL [ate ge A new selection of Extra Wide Diamond 


Wedding Rings, featuring dainty floral de- 
signs and modern motifs, set with 6 to 42 
diamonds all around. Supplied in Gold 
and Platinum. With diamonds all around 
Retail Priced from $60.00 up. 


DIAMOND RINGS 


BRISTOL SEAMLESS RING COMPANY + 71 NASSAU STREET, NEW YORK 7, N. Y. 
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PAUL @ 
Fluted 
All Sterling 





R500/C RGOO0/C 
Round Fluted Round Fluted 
All Sterling All Sterling 








Barrel Fluted 
All Sterling 
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Order from Your Catamore Wholesaler | 2a PINE STREET « P PROVIDENCE a Rede 
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Has this happened in your store lately? 








THIS IS A PICTURE of a customer trading the heart that never breaks . . . the guar- : 
herself up. If it hasn’t happened in your anteed DuraPower Mainspring. Plus the 
store lately, it’s probably because you're distinctive name—Lorp or Lapy ELGin— 
not featuring Lord and Lady Elgins. If on the dial. 
you're not, you're missing some profit- That’s why Lord and Lady Elgins, the 
able business. beautiful way to tell time, are also the 

Lord and Lady Elgins have everything: profitable way to sell time... the easy 
consumer acceptance... high turnover way to trade-up sales. Why don’t you do , 
... high styling . . . exclusive features like something about getting this business? 





For what’s new in the watch business, watch - | ( | N 
Elgin National Watch Company ° Elgin, Illinois 
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HIGHLIGHTS FROM OUR RECORD IN 


@First and foremost in standardizing silver 
solders. 


@Created new silver brazing alloys to meet 
mew industrial requirements. 


@ Originated EASY-FLO and SIL-FOS low- 
temperature silver brazing alloys that’ set new 
standards of strength, speed and economy in 
metal joining. 

@ Won 6 Army-Navy “E”’ awards for produc- 
tion of EASY-FLO and SIL-FOS and for giving 
assistance to users during World War Il. 


INDUSTRY 


@Helped thousands of manufacturers apply 
these alloys to an amazing range of metal join- 
ing in both domestic and defense production. 


® Advanced silver alloy brazing uses and 
benefits through unceasing research, engineer- 
ing aid and training programs. 


®@ Developed new uses of silver and its alloys 
for Industry . . . silver-clad metals, powdered 
metals, solder flushed metals, silver paint, efc. 
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our Customers 


who made it possible 








As we start on our 86th year of continuous operation, we want to express 
our appreciation to our thousands of customers in the Arts and Industry 


who have made possible our progress from a small beginning to an 


important unit in American business. 


You'll bear with us for being a bit proud of our record—the highlights 


of which are mentioned below. 


At the same time, we pledge to all customers, old and new, a continu- 


ance of the high quality of product and service, and the constant 


seeking for improvement that have become traditional with us. 


Handy & Harman 


General Offices: 82 Fulton St., New York 38, N. Y. 


BRIDGEPORT, CONN. * CHICAGO, ILL. « LOS ANGELES, CAL. * PROVIDENCE, R. I. © TORONTO, CANADA 


~~ 





HIGHLIGHTS FROM OUR RECORD IN THE ARTS 


@ led the way in putting karat gold and ster- @ Originated new and better gold solders, 
ling silver alloying and rolling on a scientific silver solders and fluxes. 
basis. ® Developed methods and equipment for re- 
fining precious metal scrap and waste which 
assure accurate recovery. 


@ Produced silver anodes of exceptional fine- 











© Created compositions to meet advancing 
jewelry and silverware production requirements. 


© Developed methods and equipment for pro- ness, purity and uniformity for trouble-free pro- 
: ducing gold and silver alloys which assure uni- duction plating. 
formity in quality, working properties, gauge ® Aided a great many jewelry and silverware 
and finish. manufacturers in solving specific precious metal 
problems. 
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Aw 7 Jel i _———— VS BB” AS boxed and guaranteed 

for quality and work- 
manship. 1/20°12-Kt. 
_G.F. and Sterling Silver. 





sete 


“av Pg 






E1581 E1406 E1597 


CULT. PEARL 
5.95 65 
$7.65 _§ - $6.10 $5.00 $5.50 
1/20 12-Kt. G.F. 1/20 12-Kt. G.F. 
1/20 12-Kt. G.F. | 1/20 12-Kt. G.F. 1/20 12-Kt. G.F. 1/20 12-Kt. G.F. 





E1750 


$5.40 $6.65 
1/20 12-Kt. G.F. 1/20 12-Kt. G.F. 





GEN. ONYX GEN. ONYX 
1/20 12-Kt. G.F. 1/20 12-Kt. G.F. 


CARL-ART, inc. 


ISLAND 


eet 


(20 12-Kt. GF. 1/20 12-Kt. G.F. 






E939 


E1716 E4022 E771 E6016 E979 
$7.25 $5.95 


$5.00 $4.90 $8.95 $8.95 
1/20 12-Kt. G.F. 1/20 12-Kt. G.F. STERLING STERLING STERLING STERLING 


ORDER TODAY THRU YOUR WHOLESALER 
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Deal With Us | 


and 


Be Secure 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SGRAP 


CONTAINING 





SETTINGS and. SHANKS 
in PALLADIUM and GOLD 





KARAT REFINERS & SMELTERS _ _JFWELERS 
us FOR HALF A CENTURY PALLADIUM 


JOSEPH B. COOPER & SON inc. 


25 West 47th St. © Phone JUDSON 2-3095 e New York 19, N. Y. 
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In that way, we have served the wh 
and jobbing trades exclus 


R 
Manufacturers of Gold and @Llatinum Watch Cases 


‘ce ee ae $ T RB Bor N E W vo. & 
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complete 


TOnen(: 


now more than ever, it will pay you to Gancentrale on 
one line BRETTON! With these new, handsome ohare 
plush-lined plastic display trays, BRETTON ¢ car ‘be - 
_ 15 haa ancansemmamnncatatemetinnn re f your entire watch band department! Made to fit 
easily in your display counter shelves, their easel backs 
also make them ‘wonderfully effective as display b, 
BRETTON) trays are FREE with ouery ten bande. is ee 3 _ 


>. a oct . 


(ass 


Or didbte any one of these other ways 10 
_ feature BRETTON: ‘ Zeiss 


~ 


we “ae 


A. Designed for your count or window, this attractive selling 
display is given to you FREE with negeeeerron men’s 


or ladies’ bands. 
B. This related display is FREE with six BRETTON ladies’ bands. 


C. This ingenious presentation gift box opens into a self-contained 
display. This is still another way you can choose to sell BRETTON! 


Bretton Bands are sold through leading wholesalers only 


BRUNER-RITTER, INC., 630 FIFTH AVENUE, NEW YORK 











1251M* to retail 
at $9.95 F.T.1. 







go! * to retail 
Pat $9.95 F.T.!. 


mew 


styles 


originate 


*1/20-12K Gold Filled top and 
non-corrosive stainless steel backs 
*1/20-12K Gold Filled 

All bands available in yellow, 

white, or pink 








; b24+ to retail 
© oat $9.50 F.T.1. 









a6 Pio retail 
Pot $9.50 F.T. I. 





@ Here are six excellent reasons 
why BRETTON is the most copied 
line in America. Any other bands in 
BRETTON’S extensive line would 


be equally convincing! 


Again—we are serving the Armed Forces by devoting our specialized 
skill and part of our production facilities to the making of precision de- 
fense materiel...items that meet the highest quality standards in the world. 

































Everywhere you look, there are watches, watches, watches. 
Partly because anticipated shortages failed to materialize and partly 


because people are getting more particular in these uncertain times. 


That is why Hamiltons sell while stocks of less wanted brands 


vo 


linger on the shelves. Don’t penalize yourself with low inventories of the 


watch America wants, in a costly effort to push watches America doesn’t want. 










FREDA—17 jewels. 
Natural gold-filled case. 
18K gold numerals, markers 
and dots on silver dial. 
With bracelet. . $64.00 


two new SELLABLE ere: 
HAMILTONS 








M. SICKLES & SONS, Ine. 


906 CHESTNUT STREET, PHILA. 7, PA. 


Wholesale Jewelers 
For Nearly 100 Years 


EMERY—17 jewels. Natural 
gold-filled case. 18K gold 
numerals and markers on 
silver dial. With bracelet 
$71.50 
With leather strap. . . $64.00 
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In all the world... 


APART FROM the mechanics of watchmaking, there is one thing 
about an Omega which lifts it above all other watches. 


That is its worldwide reputation...acceptance...and, 


most important, service. 


For Omega is truly the world’s most wanted watch. In a 
survey recently conducted in Latin America, Reader’s Digest 
discovered that almost twice as many readers owned an Omega as 


any other watch. 


In many other parts of the world, this ratio is even 
greater. From Oslo to Capetown...from Rio to Calcutta...the 


watchword is Omega. 
Why? 


There are many fine brands sold in many lands. But there 
is none finer than Omega anywhere—as attested by Omega’s 
record-breaking awards for accuracy from the world’s leading 
Observatories...and again by its choice for the fourth consecutive 


time as Official timer of the Olympic Games, in Helsinki in 1952. 


And Omega service is everywhere —and everywhere of the 
same high standards. This means that the Omega you sell can be 
serviced by accredited Omega jewelers the world over — using 
genuine Omega parts—and assuring only the most correct and 


precise adjustments. 


Today, with Americans circling the globe as never before, 
this aspect of Omega service is becoming more significant than 
ever. It increases the value of Omega’s worldwide guarantee. And 


it creates, among thousands of satisfied Omega owners, the sort of 
WORLD RENOWNED SYMBOL 


OF ACCURACY lasting good will and affection that helps your business to grow. 


OMEGA 











NORMAN M. MORRIS CORPORATION, 655 MADISON AVENUE, NEW YORK 21 : 
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STERLING SILVER IDENTIFICATION BRACELETS 
WITH E-X-P-A-N-D-I-N-G LINKS 
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JEWELRY’S NAME FOR QUALITY 


Available Through Authorized Forstner Distributors 





rORSINER CHAIN COMPORATION, VFRVINGTEON. -33, BEW JERSEY 











‘Olstane) aston. aelaren: largest collections of 













rebeeteelesele exquisitely assembled into an 


exciting array of diamond jewelry. 


|e aeseete a Orta lancet m Greate aelem call mitele mae) le) a 





clarity rele me tlancemenaat your most easter 


requirements — yet ataae tO defy competition. 


Now as never before, you can enjoy our complete diamond 


facilities as a valuable adjunct to your business. 


Complete selection shipped on memorandum 


IMPORTERS * CUTTERS * ALL WORK DONE ON PREMISES 


mI Bree, uc. 
fie H UE (Sf, Lemond 
Ob Bowery it Canal - 199 Coal 
Hw Uok 3M. I 





DIAMONDS AND DIAMOND JEWELRY 
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*Federal Tax Included 
































The NEW AUTOMATIC 


UNIVERSAL MONODATE 


The World’s Most Modern Watch 


An Automatic TIME-DATE TELLER 


that responds to the slightest motion. 


Superbly dependable 17-jewel movement 





in a very compact . . . incredibly fine 
American gold-filled case. Thin. . . strikingly beautiful... 
comfortable to wear . . . easy to read... 
shock ... water . . . dust-resistant. 


$95* could not possibly buy a better watch! 





Also available in 14 Kt gold 


A sound watch investment. . . easy to sell . . . sure to please. 


Write for Agent details. 


THE HENRI STERN WATCH AGENCY, INC. 


587 Fifth Avenue, New York 17, N. Y. 


© 1952 H.S.W. A. 
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NEW, DIFFERENT 
... DEFINITELY IN DEMAND 


K and P mountings are 
nationally-known as 
brilliant performers. 
They have always played 
leading roles in 
Summer engagements... 
and weddings! 


Our modern settings 
have been especially 
created to dramatize 
each diamond... 
exaggerating its size 
and enhancing its beauty. 


Nustiner & Pines. Inc. 


MAKERS OF DISTINCTIVE MOUNTINGS 


15 WEST 47th STREET* NEW YORK 19 


KH KNOWN FOR <8 Se mp ae 
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ARE ALL THESE FREE SALES 


We, The Watchmakers of Switzerland, have two basic objectives: 


FIRST—to provide you with fine quality jeweled-lever watches of every 
variety—watches for sports, professional, dress and everyday wear. And, 


SECOND —to provide you with the highest-quality advertising, sales aids, 
and services to stimulate your sales of those quality watches and to promote 
your other quality products and services. 
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Like millions of your customers, you've long been familiar with our full- 
page, four-color advertisements. ‘They tell your story to your customers in 
the country’s leading magazines. They’re designed to send more customers 


to your store—to build more prestige and profits for you, the Quality Jeweler, 
in your local community. 


And to make sure you get your full share, as well, of the extra selling 
impact provided by our many FREE selling aids and services, we’ve listed 
the current ones on the facing page. 


Look them over carefully. Choose the ones that will help most to increase 


your business. ‘hen simply check them off on the coupon and drop it in the 
mail. Do it soon! 
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AIDS WORKING FOR YOU? 


Check this list of selling helps and services supplied without 
cost to Quality Jewelers by The Watchmakers of Switzerland 




























CHRONOGRAPH FACT BOOK 


Thirty pages of answers to your 
questions about chronograph 
dials. Full-color illustrations ex- 
plain the many dial variations of 
the main types of these special- 
purpose watches. A valuable sell- 
ing help to show your customers 
—and to train your sales personnel. 


TWO SOUND MOTION PICTURES 


A “natural” for meetings of horo- 
logical groups! One of these 16 
mm. films, called “SELLING UP,’ 
concentrates on sales training. 
The other, “REPAIR FOR PROFIT,” 
presents stimulating ideas on mak- 


, 


ing your Service Department pay 
off—both in prestige and profits. 


FOUR NEW SPEAKER’S KI*- 


The new Chronograph Series of 
speaker’s kits includes forceful, 
informative speeches and colorful 
slides for use at your Horological 
Guild meetings. They cover The 
Dial, Split-Second, Pillar-Wheel 
and Non-Pillar-Wheel movements 
in complete detail. 


EXPLODED WATCH CHART 


Colorful, plastic-cased demonstration chart that 
shows in great detail just what makes a fine Swiss 
jeweled-lever watch tick. Perfect, too, for explain- 
ing to customers what a skilled job your Service 


Department performs. 


PASTE THIS COUPON ON A POSTCARD— 
MAIL TODAY! 


FOR JUNE, 1952 

















|G.’ THE INSIDE STORY OF THE FINE SWISS WATCH” 











“KNOW YOUR JEWELER” KIT 


Now Quality Jewelers can stage a 
brand new kind of promotion— 
by getting together to promote 
their services to the community. 
This new kit tells, step by step, 
how others have profited—and 
how you can, too. (Offered only to 
Guild or Association officers.) 





4, OFFICIAL SWISS WATCH REPAIR PARTS EMBLEM 


This colorful, 4” x4” decal for 
your door or window assures Cus- 
tomers that your store is head- 
quarters for the finest sales and 
repair facilities for Swiss jeweled- 
lever watches. Assures them, too, 
that you use genuine packaged 
Swiss replacement parts. 


A classic watch-selling tool that 
explains the important features 
of a fine Swiss watch to your cus- 
tomers—and trains your sales 
people at the same time! Only a 
few of these brochures are left, so 
please don’t check this item tf 
your store already has one. 


TO: THE WATCHMAKERS OF SWITZERLAND 
c/o Suite 1105, 730 Fifth Ave., New York, N. Y. 


Gentlemen: Please send our store the material corresponding 


1 


NAME. 


STORE 


STORE 


CITY 


to the boxes I’ve checked on this coupon. 


2L) 30) 40) 50) 601 7U) 


a “ ee —_ 





NAME ——— 





ADDRESS____ 


_7ONE____STATI 





NOTE: /f you check either No. 3 or No. 5, please indicate the 
name of the group showing the films or using the Speaker's Kits: 
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‘ GIVE YOUR CUSTOMERS THE STYLES THEY WANT, 





FEATURE AMERICA’S GREATEST ASSORTMENT 0} 
PROMOTION SPECIALS BY 


LAAN 


AMERICA’S GREATEST DIAMOND RING VALUE : 
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You can't build top volume with two or three 
promotion specials . . . you need the complete as- 
 sortment of ring styles that only BERLAND offers at 
such pin-money prices! BERLAND promotion specials 
‘clude engagement rings and bridal sets, total 
weight sets 3 to 1 ct., friendship and cocktail rings, 
all in 14 Kt. yellow or white gold with full cut center 
stones and carefully selected side diamonds. Feature 


a full assortment of these TOP VALUE promotion spe- TO BRING IN CUSTOMERS FOR 
cials by BERLAND.. -and watch your SALES go to town! BERLAND PROMOTION SPECIALS 


write for your set today 


VAY 








i i kl 


BERLAND 


Yiamond Importers for Half a Century 
NEW YORK 19. N.Y. 








Another wedding | 
...another sale! : 





Wedding bells mean gift giving and that means the ‘“Toast- 
master’ Toaster. There’s no more traditional bridal gift. 
None tops it in turnover, profit, or freedom from service 
complaints. 

Everyone hopes the gift he gives will be appreciated. And 
the ‘“Toastmaster’’ Toaster always is. For America’s most- 

~, wanted toaster is recognized everywhere as the finest of its 

kind. The gift buyer doesn’t question its quality. No one 

doubts its ability to give lasting service. No one wonders 
what sort of welcome will await it. 

That’s why people buy with such confidence. They’re 
sure money can’t buy a finer toaster. And they know the 
one to whom they give the ‘“Toastmaster’”’ Toaster is also 
aware of that fact. 

All of which adds up to easier selling for you. The 
‘“Toastmaster’’* Toaster has been the favorite of brides for 
a quarter-century. These days, this practical, long-lasting 
gift is more popular than ever! 


TOASTMASTER 
Crthdonatie Tepe Up Seater 


- TOASTMASTER PRODUCTS DIVISION, McGRAW ELECTRIC COMPANY, ELGIN, ILL. © 1952 









































” ** TOASTMASTER” is a registered trademark of McGraw Electric Company, 
makers of “Toastmaster” ‘l oasters, ‘‘Toastmaster’’ Water Heaters, and other ‘““Toastmaster”’ Products. 
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Go Ahead, Lady- 


resist the EXTRA advantages 
if FEATURE-LOCK RINGS. 





a“ —geS 
&. 
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"TEATURE LOCK RINGS Are Nationally Advertised — 
Nationally Known—Nationally Accepted . . . And 
Sold Through Authorized Distributors Only. 

















.. if You Can! 


Sound boastful ? 


If you've ever shown FEATURE 
LOCK sets and noticed the |way 
women react to them, youd call 
this illustration the understate- 
ment of the year! 


But don't take our word for it! 


Ask any progressive retailer 
who sells them... he'll tell) you 
how the extra advantages of FEA- 
TURE LOCK INTERLOCKING 
rings clinch every sale—yes, the 
tiny secret lock that you cant see 
or feel —the interlocking feature 
that eliminates outdated twisting 
and shifting of either ring — the 
fashion-wise magnificence — the 
superb finish. 


Yet FEATURE LOCK Diamona 
Bridal Sets cost no more than ordi- 
nary rings. 


TEST CONSUMER REACTION JIN 
GO) 0) 5 @)','4\ Rasy UO) st Sey AO) Dy. dS 





a 
r 





}—Lock swings out 2—Interlocks . * 3—Keeps rings to- 
from secret hiding gether in perfect po- 
place . . sition! 


Feature Ring Company, Inc. 
126 West 46th Street New York 19, N. ¥. 










































Ni She hoose | 


If she’s one of the great majority, 





she’ll buy the piece whose charm is 
enhanced by chain! Almost everyone 
who comes into your store is already 
wearing chain jewelry. And yet, 
almost everyone is a customer for 
more . . . because chain jewelry is so 
easy to sell. One of the most useful 
ail and versatile elements in jewelry 
design, chain’s “customer-appeal” 


is universal! 


Ingenious machines produce millions of feet 
ees | of jewelry chain each year, in literally 
thousands of different appealing designs... 
at prices anyone can afford. The objective of 
the membership of the Machine Chain 
Manufacturers Association is to maintain 

the highest standards in chain-making... 
and to ensure continuing progress in both 
manufacture and design. 





pas 





LERS ASSOCIATION 


Please address inquiries or requests 
for free reprints of this advertisement 
to Machine Chain Manufacturers 
Assoc., Providence 5, R. I. 
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The Right Ticket for 
GREATER PROFITS _. 
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TRADE SHOW, BECAUSE... 









The newest, exciting creations for Fall and Christmas 
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1952 will be seen first at the Fair. Over 200 leading 
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firms to serve you with their latest. 


CR rng” Bose = Four jam-packed floors of exhibits await your inspec- 
tion. You'll like the convenience of buying and select- 


& ing your Fall and Christmas needs—Under One Roof 
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oe The great names in the watch, silver and jewelry lines 

a will be at the Fair. Top-notch display and promotion 

firms will be on hand with new plans and ideas for 

your store. You'll be amazed at the wonderful appli- 

ance lines, the giftwares, Glass, China, Leathergoods 


4 and allied lines on display. 
THE FAIR’S NOT FAR 


EXHIBIT S 
partir re FROM WHERE YOU ARE! 


For latest booth & room information 

write CHICAGO GIFT SHOW o 
NATIONAL JEWELRY FAIR and closes August 8th. ~ tem ay ~— 28th, 
812 Olive Street at either show. Here's pane bi pang 
St. Louis 1, Mo. coming to Chicago next July. viiaeceammatiies 
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Styles! a 
@ 
| 
‘ 
The Hercules, No. 2534 
Bold, masculine band for large watches. | 
Stainless Steel. Retails for $5.95 
The Governor, No. 2532 i 


Striking, crisp modern lines in Stainless 
Steel. Retails for $5.95 





Geneon Wholeoaler Now! 















earned vacation. 
well as top cash 
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—the oldest and largest firm 
of its kind in the United States 


FOR JUNE, 1952 
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9 LEADERS 


featured in the 
NEW ECONOMY 
LINE 


GOODMAN 


DIAMOND SCOTTISH RITE RING 


No. 52250 $5 6° 
KEYSTONE 


Yellow and white gold mounting 
featuring generous diamond... die 
struck, enameled shank. A ring that 
affords the jeweler a good profit. 


BLUE LODGE DIAMOND Ne A +5 
“tee va > A bys & it : Yh. 
Sag =, rae 


$ 5 3 30 op if 5 La a: Z 
K E Y S if 0 N E | ii pas . ae eS ae . 
, | Features a genuine cut cen- 


Large diamond set in \ a ter diamond complimented 
10k yellow and white Qi < by surrounding hand enam- 
gold mounting. Die Y . eled pointsin authentic colors. 
struck, finely enameled 


shank. 


—— ly Since 1904 


ahers of Fine | 


W. satin i ST., 


4 IN D. MEMBER 


: eee a, 


INDIANAPOLIS, 
42 
ARETE Is 


Diamonds illustrated enlarged to show detail. 
THE JEWELERS’ CIRCULAR-KEYSTONE 









GET IN ON THIS NEW TREND 
AND MAKE SOME MONEY 


With These NEW Exciting 
Ladies’ Watch-Band Beauties 


ES TENMAD 

















er7- 75 FTE 
fety Clasp $12.95 an = 






No. 3F8 wie . 
No. (4497 With 
















) oe | u 


Styled after the popular “Woodland” for 
men — exotic tropical hardwoods in a variety of 
charming colors — Tulipiwood (tan), Angola- 
wood (light brown), Africowood (dark brown) 
olate Ml i ololab am (ol (ole. OP 


Mermaid 


An exquisite NEW creation with links of 
genuine mother-of-pearl, “the jewel of the sea” No. (4498 With Double Safety Clasp $12.95 FTI 
: porting iridescent white or grey. No. 3F6 With Expansion $12.75 FTI 





Genuine Mother-of-Pearl 










d This Handsome, Sturdy “WOODLAND” ~ 
Model for Men — Proven Best-Seller! 
Fil 
vent pe 


Don’t Wait! Order Now 
From Your Wholesaler — Or 
from Us giving Whole- 
saler’s Name. 


The Finest Watch Bands Are 
2 KE ES FENMAD ATE _ KESTENMAN BROS. MFG. CO. 


Providence 3, R. I. 








U. S. DESIGN PATS. Nos. 163,981 — 163,982 
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1417," high, 21” long, 
7," deep, 6"x9” mirror 


Vanity Display 
































THE EARRING 


IS BREAKING 
ALL RECORDS 
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JMS JEWELRY MANUFACTURING CO., 








Bowl 5” diameter—Tray 6'2" diameter— 
Ladie 5” long 


Get on the ‘“‘Gravy-Train’’ with this Set 
6-398——-MAYONNAISE or GRAVY SET—A pre-tested | 
item and a proven traffic builder. Set consists of 
American cut glass mayonnaise dish, tray and silver 
plated serving ladle, made by the leading silver- 
smiths in the world. | | : 
Glassware packed 6 dozen glass sets to a master 


_ carton. Weight 58 ibs. Shipped from F.O.B. Ohio | 
‘ factory. Ladies shipped from our New York Stock. 


This is a special close-out! It is our desire to 
serve as many of our dealers as possible. 


3 i Approved orders will be shipped in rotation 
Yo Ur $ VAN, . sss weeeeived, subject to prior sale. 


A. COHEN & SONS CORPORATION 
27 West 23rd Street, New York 10, N. Y. 


Cost Dozen Sets ? Po ee ee ee 


Minimum Shipment 
Please enter our order for ....doz. Mayonnaise Sets 
6 Dozen Sets quantity 


No. 6-398 @ $4.20 per dozen. 


‘A. COHEN & SONS CORP. 


27 WEST 23rd ST., NEW YORK 10, N. Y. 


ATLANTA OFFICE FANCY GOODS DIVISION 





Roepmntene’ 6: OGG. oo... ccs cninecc vices canccecs casdsessqcnentuanaienens eeee 





23 BROAD ST., $.W., ATLANTA, GA. ° 47 W. 23rd ST., N. Y. C. _ Terms Net 30 Days—F.0.B. New York 
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ONE PRICE, 
ONE POLICY 
with a FULL and 
FAIR PROFIT 
FOR ALL! 
































An Orange Blossom franchise 
gives you these advantages 





Cail 8 . w 

agp A universal recognition and acceptance—the 
result of years of consistent, confidence. 
building, nation-wide advertising. 


aay A product, competitively priced in its qual. 
ity field. 


=) 


Smartly styled to capture the broadest pos. 
sible market. 


(gp Substantially made and beautifully finished 
by top craftsmen. 


TL Held to a consistent high standard of quality, 
iD Sold only through ethical dealers of highest 
integrity. 


(ap A complete and effective program of dealer 
merchandising helps. 


These advantages make Orange Blossom a hard- 


hitting, sales-stimulating force. 


There are some desirable franchises available to alert, 
ethical dealers. Please direct your inquiry, ‘‘attention 


of sales manager.”’ 


The Mark of Superior Quality. 








TRAUB MANUFACTURING COMPANY 


1934 McGraw Ave., Detroit 8, Mich. 
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AVORITE OF THE 








BRIDAL BELLS 


Mother-of-Pearl Bridal Set 
















BRIDAL BELLS | : | a 
RE --S | Marriage Sacrament prayer book is mother- 
3 | | _of-pearl bound and gold leaf embossed. The 














"with Bridal Bell decades. As always you can- 
| finer rosary than Fidelis. — 


BLACK OVAL 


ate ee | he 
Seno 





F. WHITAKER 


50 ALEPPO ST., PROVIDENCE 5, R. 1. 






ARDAGH 





MONTSERRAT 
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NEWEST ASSORTMENT Of Su, 
XPANSION wy 


Top Quality 
Fast Moving 
Favorites In 


STERLING SILVER 
and GOLD FILLED 


Sxqutettely Styled / 
Fully Guaranteed / 
Popularly Priced : 


GRACEFULLY Shaped To Fit 
The Curve of ANY Wrist 
& 

* HAND TOOLED 


* HIGHLY POLISHED 
%& Made To Give Years Of Satisfactory Service 


% 
Luxuriously Packaged In Beautiful Gift Box 


GP FELL MF AVIA pe 
i a 


Assortment No. 200K6600 
(iNustrated) 


8 popular “Idents”’ that build profitable 


YOUR COST sales . . . satisfied customers day-in .. . 


day-out. Available For Immediate Delivery. 
EACH ASSORTMENT CONTAINS: 


@ 2 Men’s Gold Filled “idents” 
@ 2 Men’s Sterling Silver “Idents” 
@ 2 Ladies’ Gold Filled “idents’’ 
@ 2 Ladies’ Sterling Silver “Idents”’ 


Total Retail Value @ 1 FREE Display Tray 


$8970 OTHER ASSORTMENTS AVAILABLE 


Ask Your Wholesaler 


MILGLO JEWELRY MFG. COMPANY 


wen FIFTH AVENUE ©€ NEW YORK +t, M.  Y. 
CHICAGO: H. Charmack, 36 South State St., Chicago, Ill. 
PACIFIC COAST: M. J. Newman, 57 Post St., San Francisco, Calif. 
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introductory 
combination 
offer! 


Stitt, 


Pt4ty45 


Arvin Vacationer is 
being extensively ad- 
yertised in May and 
June issues of nation- 
al magazines, offering 
this smart plastic 
shoulder picnic OF 
beach bag at no extra 
cost. Regular $8.95 
retail value! Keeps 
foods or beverages 
hot or cold for hours. 
Fiberglas-insulated, . 
waterproof, washable, = 
odorless, scuffless. * 
Ideal for picnics, 
school lunches, nurs- 
ing bottles, frozen food 
shopping. 


Te > 
AAA LLL EEE 4 


Radio & Television Division 


Arvin industries, Inc. 


Columbus, Indiana 
Distributors and dealers are invited to yisit Arvin 
showrooms at- 





150 N. Wacker Drive 8-14 W. 30th Street 
Chicago New York 


1952 












































for an old established house 


For many years, and after spending over a million 


dollars in extensive national advertising and dealer 


promotions, A. Edward Fisher & Co., Inc. have 
decided to adopt the famous name of its product... 
LOVEBRIGHT ... as their name. 


Henceforth, this company will be known as 


LOVEBRIGHT DIAMOND CO., 


Creators of | Diamond Rings of 


Nationally Famous Masterpiece Quality 


HENRY ISRAELS, President 


* 


Regional Representatives 


CHARLES MEDNIKOW JAMES J. SHARKEY JOSEPH FEINSTEIN 
CHARLES W. WEBB GEORGE DAVIS HAROLD GLASER 
* 


LOVEBRIGHT DIAMOND CO., INC. 
Importers of Diamonds... Over 40 Years of Service to the Trade 


580 Fifth Ave. New York 36, N. Y. 





sere seceentegegeieneeeenenneeeeneesaniiemieeemee anaes =i 





yy) ey } PUT NX in ((\b 


/. ; s WSS eae 

















THE JEWELERS’ CIRCULAR-KEYSTONE 











| 
| 
| 
| 
| 
lie 
A 


/ 


eC | 





a 


4 


weer 














AMERICAN SCIENCE 
RIUMPHS AGAIN! 


at last, you can sell 
a fine quality watch 
at a low price! 











fS 
BALANCE SCREW STUD ——— 


IMPULSE PIN~_ 


BALANCE STAFF 


| By BALANCE WHEEL 
ts | 2 32 ee 


WYNT-1) 1-11 (cae 


BALANCE STUD 
& 
ARMALLOY BEARINGS most enduring of all V-CONIC ESCAPEMENT can’t be broken 
Timex bearings are made of Armalloy, a remarkably strong alloy de- American precision work and electronic controls created the V-Conic 


veloped by the U. S. Time Corp. Armalloy bearings are harder, more escapement around a cone-shaped pin lever that rests on Armalloy bearings 
enduring, more precise, more accurate! turned to 5/10,000 (.002) of an inch. It takes abuse and ticks on. 


FEWER PARTS mean higher precision SHOCK-RESIST by maximum standards TIMED to .00O1 of a second 
Timex has only 98 parts. The traditional watch fj Cone-shaped pin lever movement and Armalloy @ Calibrated by the Electronic Timograph to the 
has 120 parts. Obviously, the more compact ff bearings make Timex many times more shock-resistant | .001 of a second. The only low-priced watch you 
Timex assures much greater accuracy. than conventional movements. can time on your Watchmaster. 


TIMEX is today’s high-quality watch that sells at a low price, 
not a cut price—that gives you a full mark-up—not a mark-down! 
It’s All-American — American-made and American-sold! 
in time with tomorrow —to sell today 


THE UNITED STATES TIME CORPORATION US 


World’s Largest Manufacturer of Wrist Watches || TIME 
500 Fifth Avenue, New York 36, N. Y. [C&S 
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UNDER GLASS 


Put on your loupe when you look for findings 
quality. Test the action under magnification. Does the 


safety catch work smoothly? Is the spring tension 


of an ear clip right; not too tight, not too loose? 
Following the lessons learned in the hard school 


of experience, Ballou designers and engineers know x 
what jewelry findings have to withstand in a jeweler’s 
factory. All of the operations from soldering to cleaning : 
with chemicals and plating and polishing must be considered. ~._ 7 
The extra quality that leading jewelers expect to get in a | . 
Ballou made item is not there by accident. It is put there for 
the protection of everyone in the jewelry industry whose 
reputation is tied into the working quality of findings. It will 
pay you to make sure that Ballou findings are used on the 


merchandise you handle. B. A. Ballou & Co., Inc., Providence, R. I. 


CY Fi hg Di Re 6s—_ Sold to the manufacturing trade 
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Why the ‘yellow 
your sales results in 1952 


AMERICA’S 
BUYING 
GUIDE 

FOR OVER 
60 YEARS 





Snag 


This year thirteen leading con- 
sumer magazines will be used to 
promote the ‘yellow pages’ of the 
telephone directory. They will carry 
373,802,585 of these eye-catching 
‘yellow pages’ cartoon messages. 


This national advertising cam- 
paign will remind more house- 
wives, home owners and business 


{ assimed 


le fep hone 


YELLOW PAGES’ 


"Our TELEPHONE O'RECTOR 
fe i 
Bus, Bs 





pages’ will help 


men in your community to use the 
‘yellow pages.’ That is why the ‘yel- 
low pages’ will be more important 
than ever to you in 1952. 


Be sure you are represented at 
every appropriate classified head- 
ing. Call your telephone business 
office today .. . your directory repre- 
sentative is ready to help you. 








_ FOR JUNRE, 1952 




























offers a complete line of newly styled 


CHAIN JEWELRY 
and NECK CHAIN 


« a Ne littte., 








for every occasion 
and in all qualities 
- 10K — 14K — 18K 
G.F. and sterling. 


et >" 
TSAR AAAS 
S.A EB 
TAN : 


SFiS 


AUTOMATIC CHAIN COMPANY 


PROVIDENCE *« RHODE ISLAND 


, 


mew. YORK, N.Y. 


CHICAGO, ILL. 
93 NASSAU ST. 


LOS ANGELES, CAL. 
29 EAST MADISON ST. 


448 SOUTH HILL ST. 
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Genuine Ha 


TAX 


ud Carved Mother 


THE SENSATIONAL NEW LINE 
OF MENS JEWELRY 


WITH 
‘HAND-CARVED” GENUINE MOTHER-OF-PEARL 


TAKES AMERICA BY STORM! 


JEWELERS COAST-TO-COAST ARE SENDING -FOR 
30-DAY TRIAL OFFER... FEATURING 
DISPLAY CABINET ($10 value) with 


initial order for 12 Cuff Link and 
Tie Slide Sets 


AKO). x) 





x 
yncruoine Th 
















_of-Peart! 


__ make it the 
For the graduare © couire Set 


ive him ¢t 
on os young pet look. ) 
wi 


LUCKY CLOVER LINK AND SLIDE 
SET (retail value $4) . . . AS OUR 
GOOD LUCK GIFT TO YOU 


ond gol yee’ 


. Jewelry im sterling ® verywhere! 
Other ¢ Squire sold at better ¢ jewelers 
o-— 


to 3! 

















The Squire line . . . America’s most distinctive men’s jewelry 
’ . presents the finest creations in the 50-year history of 
4 Taunton Pearl Works, always a leader in jewelry manu- 
» facture. It's a fast-selling line, designed by the country's 
foremost stylists, and offering values that will amaze you. 


Don't miss this limited introductory offer that brings you 
the handsome glass-top display cabinet and the Lucky 
Clover gift set . . . at no risk to you! 


EACH SET IS IN DISTINCTIVE NEW 3-WAY DIS- 
PLAY PACKAGE TO SHOW THE OUTSTANDING 
BEAUTY AND QUALITY OF SQUIRE DESIGNS. ASK 
YOUR WHOLESALER TO SHOW YOU THE COM- 
PLETE LINE 





PROVE TO YOURSELF THAT SQUIRE IS SUPERIOR! 


SEND "NO-RISK" COUPON NOW GIFT SET OFFER 


EXPIRES JUNE 30 
A 
Taunton Pearl Works, 


Taunton, Mass. FREE TRIAL OFFER 


Send the unit as illustrated. | understand that I can keep it for 30 days 
without any obligation — and that the lucky clover set is a free gift to me. 
Within 30 days | will either return the unit or unsold portion, or if fully satisfied 
will send $27 in full payment. (Terms 2% 10 days.) Shipped F.O.B. Taunton, Mass. 








Credit my Wholesaler IN. sncnndnnsnsasnenieiiiedia 

I ichandunssindtalinniensinbantveiannniandieniies i iicnniiesnananinananmcntonniiines 
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THIS RISING STAR 


PROMOTES YOUR INTERESTS 


THE WATCH MATERIAL DISTRIBUTORS 
ASSOCIATION OF AMERICA 


DEVOTED TO THE PROGRESSIVE AND ETHICAL 
DEVELOPMENT OF THE INDUSTRY 


Jucludes; 


RESEARCH eecsececcsese LO Increase Your Sales and Profits 
SERVICE oveeseseceseess LO Help You Serve Your Customer 
SARETY esseseese- To Prevent Losses And Waste 
ECONOMY 
s eeecesee cee es « 10 Save You Money And Time 
IVFORM ATION e+s+--+--lLo Reduce Inventory including 
. interchanging of watch parts 
COOP ERATION --.lo Benefit All By Interchange Of Ideas 
BUSTA ESS BUILDING .-«For All Watchmakers And 
Jewelers 
CTANDARDIZING - « « Stack-Up Material Cabinets with interlock- 
ing posts, skyscraper safety constrution 


to match those of watch factories, because 


Rs ¥ s - * . 3 : x : > i 
PG AE Oe ee me 
. m i Pd < “a Ys 


* 
* 
x 
* 
* 
. 
* 
. 


of their universal use give you freedom 
of choice from your favorite jobber. 


BUY FROM MATERIAL DISTRIBUTORS 225 SS 
DISPLAYING THIS EMBLEM . . . = QQ) ae 


BOTTLES 


* 
THIS ADVERTISEMENT PAID BY WATCH MATERIAL DISTRIBUTORS ASSOCIATION OF AMERICA 
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—PRETTY-As_a_picTURE opie 


the DAINTY MAID Line 


(1/20— 12 Kt. Gold filled) 


in the SENSATIONAL 


reli mraatzsiel 













just TAKE OUT THE JEWELRY 
AND YOU HAVE A LOVELY 
BOSSED METAL PICTURE FRAME f ‘Yum 

(Shown actual size) yf . 7 : Pr 


You just can’t miss, with this new Dainty Maid pack- 
nge. It has double sales appeal. It makes the jewelry 
pasier to sell and after the jewelry is removed, it becomes 
) striking picture frame. 

It's going to be a profit maker for you, because right 
ow with 11,776,000* girls in the U. S. between the ages 
of 1 and 6, you have the greatest potential children’s jew- 
lry market you ever had. This is truly the “Children’s 
Decade” i ee Pa . Bie 

And Louis Stern Co. makes it easy for you to sell this fo JF “SH 7--™ 
ewelry. The assortment shown comes in a metal framed VS Hh ge NE oom 
saseled display tray — designed for your show case. ef, || 8 fg 
‘ Here’s what you get—each piece in the new || [Pama einatill Hiv fi] a. ae hii §=©6 YOUR COST 
icture Frame, each frame individually boxed, all 12 LO} FEELS @ if} 
~ - a ry . ramed and easeled tray. f 2S | Nee I Nie A $14.25 
)—Lockets and chains, assorted engraved, 1 tone lH J we Sse Nd EI 

and 2 “ patterns and Mother of Pearl. Each 7/7 OSS Hi YOUR PROFIT 

opens to hold 2 photos. Ff [bf eee 1 2) 

—Crosses with fo a ri | Fe en a la i $18.00 
)—Tubular Bracelets na a 2 >| Dee eA Ff | 
(all jewelry 1/20 12 kt. gold-filled) 7\\ ee 3 tie Vi This assortment will 
}—Metal display tray. I\\e_AN\ 2 UI 6 = Sacuan 
Your Cost Retail eo ~ —— f f } Be ee : . 4 j —give you a bet- 
$14.25 $38.75 Inc. Tax i : i 3 \ SJ | pills a ae 
Order today — there’s no profit in delay! ae ft . / a diay watch it 
U. S. Gov't. Figure THRU WHOLESALERS =—S coancaaae eels 


ORY 3 THIS COUPON aes LOUIS STERN CO. cae 


ne 70 Elm St., Providence 2, R. I. 
ail it TODAY and start getting the profits from this We want assortments of the new Dainty 
new DAINTY MAID LINE in the Sensational Picture Frame Maid Line in the new Picture Frame Package. 


Sere. 






Package. STORE NAME Jigt oat setainsatestesditbititadtece cians 


LOUIS STERN COMPANY 


PROVIDENCE «- R * I 
NEW YORK © PHILADELPHIA *© CHICAGO 


ADDRESS snhunanippiapiinsiniieainpiinasiamaliaiesintelisaipitiaas . 
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RU t N acts to protect 


from unfair tactics 


On behalf of America’s retail jewelers and their millions of customers, 
The Gruen Watch Company publicly reaffirms a long standing policy of 
supporting the jeweler, by announcing a new program fo help jewelers 


combat unfair competition of unqualified outlets. 


VER since the May 21, 1951 ruling in the Schwegman case — practically killing the 
Fair Trade price law, which was the best protection the legitimate retail jewelry dealer 
had against unfair trade practices — irresponsible outlets have been attracted to watch 


sales. 


These abuses have become so widespread that there is need for immediate action until 
such time as new legislation is enacted. 


The Gruen Watch Company has developed such a program, because for generations 
this company has operated under the belief that the consuming public is best served when 
its watches are purchased through Authorized Gruen Jewelers. 


A fine watch is a precision instrument. Every purchaser knows when he buys from an 
Authorized Gruen Jeweler... 


That he will receive expert counsel and information...that he will find a representative 
selection of styles and range of prices from which to purchase. 


That the store from which he purchased his watch received it direct from the factory 
where it had recently been timed and tested . . . that the watch is brand new. 


That the purchaser is entitled to the full benefits of the Gruen factory guarantee... 
that his jeweler will fairly represent The Gruen Watch Company locally in carrying out 
its obligation to the consumer. 


At this time, certain decisive steps are necessary to assure the continued success of the 
authorized retail jeweler. I want to personally guarantee to you that Gruen will throw all 
of its resources and all of its strength in its support of its legitimate retail jewelers with 
the following program... | 
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consumers and legitimate jewelers 
of unauthorized outlets 


T Gruen pledges that it will supervise, even more carefully, the distribution of Gruen 
* watches... to make them available only through bona fide jewelry retailers who have 
the professional skill to sell and service fine watches. 


y a Toward this end, the valuable Gruen Factory Guarantee will no longer be packaged 
with each Gruen Watch. In its place will be a new “Factory Guarantee Application” 
... with space for jeweler to fill in case number and place of purchase. If this infor- 
mation checks with original factory shipment records at Time Hill, the Gruen 
Factory Guarantee will be issued direct to the consumer. If it does not, the pur- 
chaser will be informed that the Company cannot guarantee his watch...since 
there is no way of knowing what has happened to it since leaving the factory. 


3 Every Authorized Gruen Jeweler will be supplied with a distinctive, personalized 
* Sales-Service Franchise Certificate to identify his store. (This certificate is the 
property of the Gruen Watch Company, and will be withdrawn on evidence of 
deviation from good business practices.) And we will remove from our list of author- 

ized retailers, any dealer selling Gruen watches to anyone but consumers. 


4 The great power of Gruen national magazine and television advertising will be 
* utilized to feature this important Sales-Service Franchise, and to impress upon 
millions of consumers the vital importance of doing business with a reliable, author- 


ized jeweler. 


I understand and deeply appreciate that whatever success Gruen has achieved has only 
been possible because of the fine cooperation that we have received from you, the 
American jeweler. In appreciation of that cooperation I want you to know that we here 
at Gruen will continue to make every effort humanly possible to protect your business 


against any unfair tactics, by any source whatsoever. 






THE GRUEN WATCH COMPANY 


TIME HILL, CINCINNATI 


BENJAMIN S. KATZ 


PRESIDENT 


Reprints of this statement are available on request to The Gruen Watch Co., Time Hill, Cincinnati, O. 
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"No. C/748 
Cee-Tee Loop Earring Set — Evening Bag Combination 


T-V ADVERTISED — This sparkling, new gold- TELEVISION 


; : St. Paul, Minn. Philadelphia Cleveland Indianapolis 
filled, loop earring set by Cee-Tee, hand set with San Francisco _—Pittsburgh Salt Lake City Jacksonville, Flo. 
. . . a. . Detroit Washington, D. C. Dallas, Texas Atlanta 
white stones and in combination with a gorgeous New York ni rama Tulsa, Okla. Utica, N. Y. 
brooch, is furnished in a beautiful black faille eve- a =— recumaaatie 
ning bag without extra charge. Ask your wholesaler RADIO 
. ’ . Evansville Pittsburgh Houston Portland, Oregon 
to show you this fabulous value. Cee-Tee’s optical Duluth meee tins Lawrence, Mass 
wire loop earrings in gold-filled quality are moving. : en ees. = SS 
Get yours now as these marvelously comfortable and 
secure earrings are rocketing into top style position. 
Cee-Tee ladies jewelry is advertised on T-V and 
Radio. Telecasts and broadcasts from the cities listed 
here are sending customers into jewelry stores to ask 


for Cee-Tee numbers. Can you tie in? Cheever, Tweedy & Co., Inc. FSTA8L'SHED North Attleboro, Mass. 
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NOT merely water-tight... NOT merely water-resistant ...BUT... 


WATERPROOF 


AMERICAN-MADE WATCH CASES 
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(Remain WATERPROOF as long as crystal is intact, 
back is properly put on and gasket is unimpaired) 


[.D. again makes watch case history with a new im- 
proved waterproof watch case. Enthusiastically 
approved by largest American movement manu- 
facturers and importers. Easy to assemble. Can be 
made to take all types of movements, including 
automatic. 


Hydraulic Compression 
Makes the Difference! 





HYDRAULIC COMPRESSION is exclusive in 
America with I.D. Here’s how it works: While 
back remains stationary, slotted retaining ring 
rotates on flange, compressing the flange 
against neoprene gasket in channel of bezel. 
This eliminates the bunching up and flaking 
of gasket which commonly causes loss of 
waterproof qualities in the old-style screw- 
back type of case. No need to use a wrench or 
vise to tighten the new I.D. case. Hand-tight- 
ening is sufficient to keep it waterproof. 


1. BEZEL: highly styled, precision-made. 
2. MOVEMENT HOLDER: Prongs hold 
movement tight against reflector, acting 
as shock absorber, and eliminating jar- 
ring. 3. GASKET of Neoprene; impervi- 
ous to acids, water, oil, grease, etc. 
4. FLANGE BACK stamped from stain- 
less steel, with precision-machined finish. 
5. RETAINING RING (stainless steel). 
Slotted for key. Precision-machined 
threads. 6. KEY of hardened steel, fine 


finish. With fibre pad that keeps key 


from slipping and scratching back. 


ID. WATCH CASE CO., wc. 


. Serving Watch Manufacturers and Importers Exclusively Since 1910 


General Offices and Factory: 137-11 90th Avenue, Jamaica, L.1. - JAmaica 3-8700 
NEW YORK OFFICE: Joseph Dinstman, Paul Korman 
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Tested and Proved 


WATERPROOF 


by leading independent laboratory 


EASTERN 


Scientists in a famous independent test- 
ing laboratory (name on request) sub- 
jected the new improved Series “C” 
1.D. Waterproof Watch Cases (as they 
leave the factory) to the most exact- 
€ ingand critical tests and certified these 


ca 
5 ne ses to be water proof. 
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Dave Kay, 93 Nassau Street, 
SOUTHERN REPRESENTATIVE: Jack Kay, 93 Nassau 


0 Fifth Avenue 
Telephone PL 7-6373 


CHICAGO OFFICE: William Bart, 29 E. Madison Street 
LOS ANGELES OFFICE: Leonard J. Ravven, 


215 West 5th Street 


AND CANADIAN REPRESENTATIVE: 


New York, N. Y. . 
Street, New York, _N. Y. iz 
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_— the gift that takes only seconds 
to work miracles with food and drink, And 
check this — only the Osterizer has the ex- 
clusive removable container bottom. No won- 
der it’s the most wanted — easiest to sell 
liquefier-blender on the market today. 


Backs You Up With Powerful 
National Advertising 
Action-packed ads in The Saturday Evening 
Post, Good Housekeeping, Woman’s Home 
Companion, Better Homes and Gardens, 
Esquire and Brides Magazine. 


Stock up now and cash in on the big ad- 
vertising barrage hitting virtually every pros- 
pect in your neighborhood. 


JOHN OSTER MANUFACTURING COMPANY 
Racine, Wisconsin 


Also makers of Osterett Portable Mixer, Hair Dryers, Electric 
Knive Sharpeners, Massage Instruments, Electric Hair Clippers. 
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Here it is—a completely new line of 50 wedding and 
engagement rings designed in beautiful palladium 
—plus 250 other designs! 


Bristol Seamless Ring Company has created these 
exciting new designs as a sure stop—look—and pur- 
chase line. And they have produced them with an 
eye on cost so that precious and durable palladium 


jewelry can become a prized possession of every 
bride. 


Your customers will love the brilliant whiteness 
of the palladium. And they will admire the delicate 
piercing and carving which reflect and enhance 
the beauty of the gems. 


With the initial order of twelve or six wedding 
and engagement rings, Bristol supplies beautifully 
designed display cases free of charge. 


Take the first step towards increased ring profits 
now. Write Bristol Seamless Ring Company, 71 
Nassau Street, New York 7, N. Y.—ask them to send 
you their catalog illustrating the new palladium 
line, or use the handy coupon. 


Bristol Seamless Ring Company 
71 Nassau Street 
New York 7, N. Y. 


Please send me your catalog illustrating your new 
palladium line. 


Name 





Address 











Platinum Metals Division « THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N.Y. 
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SE iH CREE 2 
For You /: 
Recognize this glamorous opportunity; Aeos' 


Be prepared to meet thedemand you will receive 
for these popular and fast selling Gold Emblems (skit 


Oneot the worlds most exciting Presidential elec- 
tions isinthe making-Lvery man and women wants 
fo be identitied showing reece WEAN THE 





chosen tmblem (ReoublicanorVemocratproving the: 
right fo champion their conviction — 


puis Elephant and Donkey Heads (isn sal Sink) 





rte al , fF [22 
clasp pins or lapel buttons {OK 1 Pr Ker chai] / 4 G0 


All prices, Keystone 


elliny/ studios ma ATTRACTIVE WINDOW CARD WITH EACH ORDER ~ 





GOLD SMITHS 


Suite 125 ElPaseo SantaBarbara California P.O0.Box1026 
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Always Sales During Vacation Season 
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PERFECT -in-1 GIFT 4 


ADIO @ atarm © crock @ timer 


ALL-IN-ONE! 


MODEL 52¢. F inest 
radio, Precision 
with plastic COve 
dicators. Timer ¢ , 
radio and appliances, appliance 
outlet, “lullabye” turn-off Ivory, 

reen or Walnut Plastic. AC only, 


NATIONALLY 
ADVER TISED 


PEER Es Ops eer renee 





“Golden Voice” 
electric Clock — 
red luminous in- 
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Specifications Subject to Change 


Without Notice 
| 4545 Augusta Blvd., Chicago 5], Ill. 
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You don’t have to be a mathematical wizard to know why 
a direct line gives you the fullest profit. It has the longest 
mark-up, that’s why! 

And that’s why it always adds up to better profit for you 





: on brands that you buy directly from the manufacturer. 
| These are usually volume items. Watchbands, for example. 
So Kreisler asks, why divide your profit with anyone? 


| Kreisler believes in giving you full national advertising 





and full mark-up! Your full profit pays no penalty for the 


FR: = 


privilege of this national advertising—there’s no one in 
the middle to meddle with your profit. 
You have a profit problem. Everyone has today. But 


you can solve yours, when you—concentrate on Kreisler. 





Kreisler is on TELEVISION year-round with “TALES OF TOMORROW” 
the thrilling adult science-fiction show. 


Kreisteor 


9015 Bergenline Ave., North Bergen, N.J.* Sales Office : 630 Fifth Ave., N.Y. 
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DIAMOND DIGEST 


PROMOTIONS AHEAD 


We have long been one of the na- 
tion's leading diamond cutters and 
importers, with progress as the prin-—- 
Ciple which has kept us at the top of 
our industry. We could not maintain 
our position, however, if we failed to 
note the rapidly changing times and 
the constant need for new ideas and 
new methods of selling diamonds. 

Every effort is made to help our 
customers increase their diamond busi- 
ness —— to bring the consumer to the 
diamond counter again and again. For, 
as someone humorously pointed out, 
many a retail diamond salesman is 
still very much like an undertaker —- 
he sees his customer only once a life- 
time. 

To increase diamond volume today re- 
quires not only a progressive merchan— 
dising program, but an aggressive one. 
In line with this, Arnstein Bros. & 
Co. have conceived a large-scale dia- 
mond promotion plan, developing it 
through a firm recognized as the na- 
tion's top direct mail specialists. 
They will soon offer for sale a direct 
mail campaign featuring diamond rings 
especially designed for Arnstein Bros. 
& Co. 

Now —— the news: THE APPEAL OF THESE 
RINGS HAS ALREADY BEEN PROVEN! They 
were pre-tested by one of the coun- 
try's leading jewelry chains, and the 
entire collection was found to be re—- 
markably successful sellers. 

Word of this promotion has already 
seeped out and we have had numerous 
inquiries from jewelers, for every 
good merchant wants a profitable dia- 
mond promotion which, when completed, 
does not burden him with additional 
inventory. The plan will be available 
shortly, and this is only the begin-— 
ning —— the first of a new series of 
promotions initiated by Arnstein Bros. 
& Co. Soon still another diamond pro- 
motion, with unprecedented possibili- 
ties, will be offered by us to jewel- 
ers. 

Today we feeltthat time is twice as 
precious as it ever was. Time no 
longer flies. It is jet-—propelled, 
and diamond business must keep pace 
with it. Arnstein Bros. & Co. will 
always be in the vanguard! 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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THE JEWELERS' 


RANCIS M. SHARPE, Norwich, 

Conn., jeweler, is a man endowed 
with a sense of thrift, a sense of 
humor and an appreciation of cents. 

Sharpe, you see, is presently in the 
market for an Easter card with a 20- 
year guarantee. He already has 1 
Christmas card which has weathered 
15 years of use. 

Back in 1936 he approached a 
local stationery merchant and said, 
“I want to buy a Christmas card but 
it has to last me 20 years. If it 
doesn’t, | want my five cents back.” 
The stationery dealer agreed to the 
guarantee. 

Sharpe then mailed the card to a 
friend who, possessing a sense of 
humor, returned the card the follow- 
ing Christmas. And this has been 
going on now for the past 16 years. 

Having success with his Christmas 
card, Sharpe is now determined to 
find an Easter card which will with- 
stand 20 years’ use. 

It all makes “cents” to Sharpe! 


> © 


At about noon Wednesday, March 
12, an Army Air Force officer 
entered the jewelry store of Dormey 
& Co. in Dayton, Ohio. The officer 
placed a special order, an order with 
one stipulation: it must be filled 
within 48 hours. He went on to say 
that a flight to Washington was 
scheduled for the morning of 
March 14 and the order had to be 
on that plane. 
| Asking no questions, but speculat- 
ing to himself, jeweler Pierre Dormey 


FOR JUNE, 1952 





CIRCULAR-KEYSTONE 


set out to fill the order—an order for 
six shoulder insigne bearing the seal 
of the President of the United States. 
Given a photostat of the seal, Dormey 
turned out a hand-made die in 25 
hours. The next step was to make a 
reverse die from his original, from 
which the insigne were ultimately 
made. Each insignia was gold-plated 
and measured 114 in. in diameter. 
During this period of continuous 
labor, Dormey “didn’t get much 
sleep.” 

Two days after he delivered the 
order to the Army Air Force officer, 
Dormey read in the newspapers that 
the Air Force “is presenting two fly- 
ing jackets to Mr. Truman to wear 
while on plane trips.” 

An Air Force spokesman stated, 





Are You Capitalizing on Your 
Rings and Colored Stones? 


We'd like to know how jewelers are capi- 
talizing upon the nationwide ring and colored 
stone promotion which the Jewelry Industry 
Council is sponsoring and on which the 
JEWELERS' CIRCULAR - KEYSTONE pre- 
sented its complete merchandising program 
in the March issue. 

If you have had or are planning special 
displays or promotional material such as 
newspaper ads, direct mail, etc., how about 
sending us a photograph of that display 
and samples of your advertising? 

JEWELERS' CIRCULAR-KEYSTONE wants 
to keep the ball rolling on this great pro- 
motional opportunity for rings and colored 
stones and we'd like to show how jewelers 
are capitalizing upon it by publishing what 
they have done. How about it? Send along 
a photograph of your display and copies 
of your advertising which you have used in 
this promotion—or will use—to: JEWELERS’ 
CIRCULAR-KEYSTONE, 100 East 42nd St., 
New York 17, N. Y. 
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“Insignia, consisting of the presi- 
dential seal, are being presented with 
the jacket.” Proof, as we see it, that 
the man behind the well-dressed man 
is the jeweler as well as the tailor. 


o 


T’S about time, if you ask us, that 
some government body is taking 
cognizance of dear old Grandmother. 
If the City Council of New York 
has its way, a new “day” will be 
added to the city’s calendar on the 
second Sunday of each October. This 
day will be designated as “Grand- 
mother’s Day.” 

The Council is urging Mayor Im- 
pellitteri to issue a special proclama- 
tion setting aside the occasion and to 
suggest that people observe the day. 


© © 


| Be E is just one long grind for Joe 
Simpson. But, strangely enough, 
Joe is in no rut because he loves it. 
You see, Joe has just achieved a 
record of grinding a_ half-million 
fountain pen nibs. To his mind, the 
first million nibs are the hardest. 
Ace pen nib grinder at the Sheaffer 
Pen Co. plant in Fort Madison, lowa, 
Simpson has been grinding away for 
27 years, averaging 18,000 nibs a 
year. He’s so skilled at the job he can 
turn out a nib to suit any individual's 
writing style merely by looking at a 
specimen of the person’s handwriting. 
More than $2,500,000 in gold has 
passed through Joe’s hands since he 
began his record grind in 1925. He 
works on nibs of 14K gold tipped 
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Discriminating men and women everywhere look 
for this shield as the sign of the quality jeweler. 
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Longines-Wittnauer serves the best interests 
of leading jewelry establishments with quality 
watches in the largest variety of style, type 
and price of any watch manufacturer in the 
world. Longines-Wittnauer watches are more 
than ever “‘the jeweler’s line’. 


ince 1866, maker of watches of the highest character 
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with an alloy of osmium and iridium. 
They range from fine accountant’s 
points to broad stubs 3/l6ths of an 
inch in width. 

Pen nib grinding requires a sensi- 
tive touch, good eyesight and an 
understanding of different handwrit- 
ing styles, Simpson says. But also of 
importance is a level temperament. 
Getting excited or upset on the job 
means ruining a nib and spoiling $5 
worth of gold. 

Despite this long grind for his nibs, 
Joe doesn’t intend to quit until he 
hits the million nibs mark. | 


© © 
| Yenerpea jeweled watch is 


destined to be worn by manv 
highly distinguished figures in Amer- 
ican business and industry. Each 
year this unique timepiece is surren- 
dered by the retiring national presi- 
dent of the Community Chests and 
Councils of America, Inc., to be worn 
during the following year by his suc- 
cessor. 

Recently this accoutrement of the 
ofice of the national president of 
“The Red Feather” was presented to 
H. J. Heinz II, president of H. J. 
Heinz Co. of Pittsburgh. It was re- 
linquished by Stanley C. Allyn, pres- 
ident of National Cash Register Co., 
who served as the 1951 Community 
Chest president. 

Completed last September, the 
watch was the 50 millionth one man- 
ufactured by the watchmaking in- 





























dustry at Elgin, Illinois. But before 
this watch changes owners it makes 
an annual pilgrimage back to EI- 
gin. There, considerate watchmakers 
clean, lubricate and adjust the watch 
for its new owner. 

As a badge of office it leads what 
watchmakers have termed a “life of 
abuse.” Alas, we fear for this little 
timepiece; each year it must not only 
readjust itself to the activities but 
also the personality of a new owner. 
Who knows, but perhaps it may de- 
velop a “split personality” ? 


© © 
T HE average American male re- 


members his wife with a present 
at Christmas and on her birthday. 
But the model husband is the one 
who surprises his wife when she 
doesn’t expect it! 

This would be a good point, we 
believe, to emphasize in a window 
display of gift items. Try it some 
time, using the above wording, and 
see it if stimulates any laggard males. 


© © 
OETRY is the music of lovers. 


For centuries man has_ been 
moved to pen or recite poetry to ex- 
press the fine emotions inspired by 
his fair damsel. 

Strangely enough, poets have relied 
somewhat upon jewelry for descrip- 
tions of their lady loves or as sym- 
bols of one sort or another. For in- 
stance, Romeo, fully entranced by 
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“Won't it cut off your circulation?" 
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the beauty of Juliet, is moved to say, 


It seems she hangs upon the cheek 
of night 
Like a rich jewel in an Ethiop’s 
ear. 
Poet Thomas Nash, a 16th century 
Englishman, described his lady’s 
most outstanding feature as, 


Two pearled rows that nature’s 
pride encloses. 

Then, precious stones, to many 
poets, symbolize eternity. Witness 
the sparkling words of Tennyson, 

Jewels five-words-long 

That on the stretched forefinger 
of all Time 

Sparkle forever. 

Perhaps it’s Spring that arouses 
our poetic inclinations. Still, poetry 
is the language of love and jewelry 
is a means of expressing this emotion. 


© © 
oe hi O a clock repair man,” says 


Alex J. Mar, watch repair man, 
“time means nothing.” And the fol- 
lowing incident which took place in 
his clock repair shop in Miami, 
Florida, substantiates this statement. 

Recently a customer walked into 
Mar’s shop and asked for a library 
clock he had left there ten years ago. 
He explained that he had moved to 
California shortly after he had left 
the clock and had returned a few days 
previously. 

Mar, as unconcerned as though the 
clock had been brought in just a few 
days ago, took the clock off a back 
shelf, dusted it off, wound it up, and 
said, “It works like new.” 

For the 10-years business deal, 


Mar charged $5. 
© © 
Your Letter May Win $5 


Drama, comedy, farce, melodrama 
—all are met in a jeweler’s daily 
routine of meeting the public. We 
related last month several unusual 
business situations as told us by 
jewelers. Drop us a letter (literary 
style is unimportant) telling us about 
your most unusual business experi- 
ence. JEWELERS CIRCULAR - KEy- 
STONE, 100 E. 42nd St., New York, 
will pay $5.00 for each story pub- 
lished. All contributions become the 
property of JC-K and will not be 
returned unless requested. Jewelers’ 
names and towns will be used in con- 
nection with the stories unless re- 
quest is made to omit them. 
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1247 ROGERS B 
ROS. 
ales Hanning Calendar 





Want to maintain the traffic-and-sales 
momentum of your silver Parade right 
through June? Then remember: 


June Means Brides 
and Brides Mean 


"1847" GIFT-SET SALES! 


HOW TO GET ‘EM? 


spoTLIGHT the new 1847 Rogers Bros. 
3-set display rack at a good traffic loca- 
tion! It holds 3 complete chests, opened 
for customer inspection. 





There’s a place at top for 4 clip-on 
rd. Rack, com lete with 


one 66-piece 
service 


$179.39. OF, rack alone, 
$9.00. Order now for prompt delivery! 


p.s. For more “1347” sales from other 
prospects during June, feature a CHOICE 
of sets to fit every customer S need and 
purse. It’s an angle that’s proving very 
successful for many 1847 Rogers Bros. 
retailers. 
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hat merchant today wouldn’t welcome additional income 
—particularly if it is to be gained with a minimum of 
effort or change and if such profits result from activities 
in a line of merchandise that is a natural for every jewelry 
store ? 

China and glassware present just such an opportunity today for those jewelers 
who are not at present carrying these lines, as well as for those who have a china 
and glass department but have failed to promote it to its full potential as a money- 
maker. It’s an opportunity that literally is offered the jeweler on a “silver platter.” 
During the years the jeweler has established his store as the silverware headquarters 
of his community. What is more natural than that he should carry his silverware busi- 
ness to its logical conclusion by the addition of the other components which grace 
every table along with silverware—china and glassware? 

Many jewelers are already coordinating their “Table-Top Fashion” promotion in 
silverware, dinnerware and stemware, a fact that is born out by jewelry store sales 
of china and glassware currently running over $100 million a year. That’s important 





business, proof that a profitable market exists, but its potential is much greater. 

Mrs.—and Miss—America, from the teen-ager to the housewife, are constantly being 
educated on the importance of fashion correctness in the home by national home maga- 
zines. All of these magazines—and their circulation is in the millions—are well aware 
of the importance of the actual and potential market represented by their readers. All 
of them are devoting specific emphasis to “Table-Top Fashions.” 

This emphasis on home fashions has developed a growing market for quality mer- 
chandise in homeware lines. This market has been and is continually being educated 
on quality. The customers comprising this market have a pretty good idea of what 
they want. And, most important to you, they’re going to go to those stores which carry 
high grade lines of such merchandise, merchants in whom they can place their con- 
fidence as authorities on “Table-Top Fashions.” It is because of these facts that the 
coordinated merchandising of china, glass and silverware should be an every-day effort 












of the retail jeweler. 

To help the retail jeweler in what can be an important part of his business. JEWEL- 
ER’S CIRCULAR KEYSTONE offers on the following pages recommended procedure for 
developing these lines in his store. Here are explained what his markets are; what he 
can do about attracting this business; how to display china and glassware to best 
advantage. In addition to suggestions for in-store and window displays, there is an arti- 
cle on the history of table-top fashions, furnishing him with background selling mate- 









(Please turn to page 128) 
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ERE is your prime market for dinnerware and glassware sales. 
A wedding is more than a joyful occasion identified with satin, 


rice and shakey-kneed bridegrooms. It represents the establishment of a brand-new 
household which needs everything. 


You have certainly been spending much money and effort to interest the young 
couple in coming to your store for their engagement ring, wedding ring, and silver- 
ware. Maybe you have been highly successful and have developed this business to 
important proportions. But you have made only a partial sale when you have made 
these three sales. A complete selling transaction of logical jewelry-store items to any 
young couple includes the engagement ring, wedding ring, silverware, dinnerware and 
glassware—plus decorative accessories. 


YOUR 


MARKET 


And just as the coordinated selling of both engagement and wedding rings has 
proved so profitable that it is now a widespread, natural procedure for jewelers, so 
the coordinated merchandising of silverware, dinnerware and glassware is—or should 
be—a regular aim of the store. In fact, you are better equipped than almost any other 
merchant to do the job as it should be done. Your chief competitor, the department 
store, is—with a few outstanding exceptions—failing to make the most of opportunity 
to coordinate these types of merchandise. But you, with your high prestige as a jeweler 
and your more flexible operation, can really reap a big sales harvest in this market. 


Just remember ‘that the first step has been taken in the sale of the engagement and 
wedding rings. The young people have showed their faith in you by making their 
investment in your store. It is up to you to follow through, to utilize this confidence 
to the utmost by directing their attention, gently but firmly, toward your coordinated 
china, glass and silver displays. Never will you have a better chance to get the two in 
your store together for a survey of the merchandise appropriate for their new home. 


The size of the Bridal Market varies with the community, naturally, but its dis- 
tribution through the year is much more even than we may have realized. Not too 
many years ago, almost all merchandising and promotional efforts in this lush field 
were directed at one figure—the June Bride. 


June still tops the list—but following close on its heels is August. Actually, 
10.9% of the year’s marriage licenses are issued in June, 10.7% in August—so save 
some of your high-power merchandising for that month and, in fact, for every month 
in the year. August is not the best month for store-wide sales, so concentrated pressure 
on bridal merchandise should be a welcome profit-builder. 


Differences between monthly percentages throughout the year, should encourage 
the jeweler to look on the Bridal Market as a steady, regular source of good sales, 
dependent only on the quality and extent of his own efforts. 


TWO OTHER IMPORTANT MARKETS 
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VERY jeweler knows this market, |} 
is made up of women whose homes are well established, whose 
husbands have improved their financial position, whose social 
life has settled into a pattern, and who want to have things 
“right” for their growing children. 

Women in these circumstances are comfortable in a jewelry 
store. They may not be immediate prospects for diamond pins 
or bracelets (their husbands are more likely candidates for that 
role) but they are vitally interested in making their homes 
more beautiful and they will not hesitate, as a younger and 
less affluent woman might, to shop around in the china and 
glass department. And if they have to pass the diamond section 
en route, who knows how many sales may be initiated there 
and then? 

Here is the class of customers who make up the town’s 
influential women’s organizations—the clubs, the auxiliaries, 
the guilds. They visit, and inspect, each other’s home and they 
vie with each other in knowing what is good and smart in home: 
furnishings. They are the most promising group (but not the 
only one) from which to draw entrants for table setting con- 
tests, and their contacts, made then, with the various lines of 
tableware carried by the jeweler can readily result in sales. 

In brief, they have the money to Buy For Themselves most 
of the things they want at the time they want it. 

Beyond that, these women are by far the dominant class of 
customers for gifts of china, glass and silver, particularly, of 
course, bridal gifts. They are the ones who have a direct financial 
concern with the bride’s registered choices of brands and pat- 
terns, whether they are helping a daughter start a new home or 
selecting a wedding present for a friend. 

But in thinking of yesterday’s bride as a mature woman 
with a bit of money to spend on herself and others, we must 
not forget that she may also be the bride of only last year or 
the year before—or five years ago. She wants nice things but 
for one reason or another she may not have received high- 
quality tableware when she was married. 

Both this bride of yesterday and the store, itself, will benefit 
if the jeweler gives the widest publicity to the revised wedding 
anniversary list issued three years ago by the Jewelry Industry 
Council. Keep your customers aware always that the Second 
Anniversary is now devoted to china tableware and artware; 
the Third Anniversary, to glassware; the Fifth Anniversary, to 
silverware; the Sixteenth Anniversary, to silver holloware; the 
Eighteenth Anniversary, to china service plates and short lines: 
the Twenty-fifth Anniversary, to a sterling silver jubilee. 

Overriding all special merchandising events, though, is the 
fact that the brides of yesterday are shoppers, lookers-around, 
browsers. Make them welcome to do their “looking” in your 


store. 
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S the twig is bent...” said Alexander 
Pope, who was writing poetry back in the 1700’s and had no 
thought about jewelry store sales in 1952. But the line fits 
perfectly into today’s merchandising picture, where the teen- 


age girl now has a more prominent place than ever before. She 
is the bride of tomorrow, but as she approaches her twenties 


she is increasingly the bride of today. And all through those 
“teen” years, her tastes in household furnishings are being 
molded, partly by home influences, partly by the advertising 
and editorial material in her magazines, partly by the styles, 
designs and brand names which she meets with outside the home. 

You could be—should be—one of the most powerful of 
these influences, so far as dinnerware, glassware and silverware 
are concerned. The sales possibilities are unlimited, once you 
are established in the teen-ager’s mind as her community’s voice 
of authority in these matters. She already looks to you for 
class rings, ‘trophies, graduation gifts, birthday gifts, watch 
repairs. Through these contacts, you can teach her to associate 
you and your lines of tableware with her thoughts of a future 
home. 

Just to show you how immediately vital this teen-age market 
is, how quickly today’s girl exchanges her sweater and skirt for 
white satin and tulle, we want to cite some figures from a survey 
made by the magazine Seventeen. Backed up by Government 
figures, Seventeen says that every third bride is a teen-ager: 
that half a million teen-ager girls marry each year; that 32% 
of all 18-19 year-old girls are already married; that 50% of 
all first brides are younger than 2014; and that more girls marry 
at the ages of 17-18-19 than at 20-21-22. 

This is startling, even though you have probably noticed, 
yourself, that the brides who enter their names in your Bridal 
Registry are usually a lot younger than the girls who were 
receiving wedding presents a few vears ago. But if you haven't 
been giving it serious consideration, look at Seventeen’s figures 
and realize that in dealing with teen-agers “it is later than you 
think.” Examine your promotional and merchandising pro- 
grams and see if you have been forgetting that the almost-20 
girl has had to grow up fast in these troubled times, and the 
trend of her tastes is formed early. 

The influence of her home environment is strong with the 
vrowing girl, of course, but “ask the man who owns one” if this 
influence is conclusive! Few girls want exactly the same silver. 
china, and glass which appears on their home table. The sound- 
ness of her taste is usually established there, however, and the 
virl who is accustomed to fine ware will certainly want the same 
quality on her own table. 

Your store, above all, is the one to give her that quality. 


YOUR 


MARKET 
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There’s China and Glass business in your community—the market is the 


same as that which you are already cultivating in selling silver. Here 


are some suggestions to help you in getting a bigger share of this business. 


el and glassware merchan- 


dising should not be considered as “something new and 
different” for the jeweler. Actually the silverware mer- 
chandising plans which the jeweler has used for years, 
with success, are just as effective in the selling of dinner- 
ware and stemware. 

For these items belong together on the table. They 
belong together in the store. And they belong together 
in your program of advertising and promotion. 

Let us consider first things first in your promotion of 
these lines. Let us look at the broad, overall job of 
advertising these three lines. Whether it is newspaper, 
direct mail, radio or television, the prime advertising job 
must be to consistently build up your store as local head- 
quarters for high-quality china, glass and silver—and 
the individuals in your store as experts on table-top 
fashions. 

You are selling more than merchandise. You are 
selling prestige, authority, knowledge of what to buy and 
how to use it. You're selling yourself as a cultural coun- 
sellor—your ads must reflect your position. 

What you are doing in your paid advertising, you must 
also do in your window. Your window display must stop 
the passerby and it must also make the prospect (usually 
a woman) want to examine the merchandise more closely. 
Put your most alluring patterns and groups of patterns 
in your window; rearrange the “table” setting frequently. 
Feature different kinds of table setups for different 
occasions—formal, luncheon, tea, etc. Here again the 
tie-up idea is evident, for a coordinated display of china, 
glass and silver bring out the best in each type of ware. 

After the potential customer has been stopped by your 
window display and her interest has caused her to enter 
the store—what then? Does your store have an air of 
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welcome for the casual shopper? Or does it convey an 
impression of austerity, of coldness, of “keep out unless 
you are ready to spend some real money!” Look around 
at your store with the public’s eyes and decide whether 
or not you would feel free to come in to look for a $3 
gift. If not, you may lose out on many big, sales which 
frequently originate while the customer is searching for 
an inexpensive gift. 

You cannot, of course, depend entirely on your adver- 
tising or your displays to bring customers into your store. 
In this connection, let us consider the bride. She repre- 
sents your top market, and you cannot depend upon her 
coming to your store for her tableware “just because.” 
You must make a direct and personalized effort to get 
her there. Someone in your store—yourself or a sales- 
woman who is suited to the job—must keep an eye open 
for engagement announcements in the newspapers and an 
ear open for word-of-mouth news about coming marriages 
in your community. By personal’ or written invitation, 
the bride-to-be should be asked to come to the store and 
list her preference in china, glass and silver, all to be 
inscribed in the Bridal Registry. 

The Bridal Registry was discussed at some length in 
the special silverware section of our April issue, and the 
procedure is identical for china and glassware. But we 
stress again, the importance of the bridal consultant in 
assisting the bride-to-be, helping her to coordinate her 
selection of all the items of tableware and thus, of course, 
to develop sales. She should be mature enough to create 
confidence, alert to changes in table-top styles, and should 
know just “what to use, when to use it and how to use 
it,” and thus be able to tactfully counsel a customer 
anxious to learn. 

(Please turn to page 112) 











Sketch A, top: Floor unit suggested for 
the smaller store. 


Photo: A china and glass department 
which illustrates open and exposed treat- 
ments. 


Sketch B, bottom: Floor display unit or 
island designed for larger store. 
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by PETER COPELAND 


Peter Copeland Associates 
Architects and Interior Designers 


The presentation of china and glass in the store calls for special treatment, 


different from other jewelry store merchandise. An expert in this field 


explains here the principles to be considered in the display of these lines. 


Te China and Glass department of a 
store lends itself, more than almost any other, to attrac- 
tive. outstandingly modern design. The scale, color and 
texture of the merchandise, the reflectivity and compact- 
ness, allow for daring and clever use of displays. F'ix- 
tures can be arranged to emphasize the possibilities of 
“open selling.” and, in the most modern manner, thus 
eliminate conventional cornices, and glass enclosures so 
that the merchandise, completely exposed to customer 
trafic. can sell itself. 

Although the possibilities for planning and for fixtur- 
ing China and Glass departments are as unlimited as is 
the imagination of the designer, certain basic principles 
have underlined most successful operations. These are 
concerned with the major concepts of Location, Fixture 
Design. Lighting and Color. 

The location of the China and Glass department should 
be determined so as to create possibilities for impulse 
selling. This suggests an area adjacent to a major traffic 
aisle. The nature of the merchandise allows a great 
sparkle, color, and brilliance of display, and these fea- 
tures should be emphasized to build up impulse sales. 
Doubtless a large percentage of sales are traditionally 
predetermined and will continue. In jewelry stores the 
relationship to location of the silver department is im- 
portant. especially in the coordinated selling of china 
and glass with silverware. 

Fixtures for chinaware differ fundamentally from those 
for glassware. As a general rule, chinaware is housed 
best by an arrangement of wood shelves, the backs of 
which are grooved to receive stand-up plates. Vertical 
dividers or fins, spaced approximately 18” on centers can 
separate the shelves and create individual shadow boxes 
for the various place settings. 

Glassware is most attractively housed on glass shelves. 
These can be entirely exposed, possibly bracketed out 
from the backs so that no wood or barriers detract from 
the sparkling display of glasses, and so that the merchan- 
dise is completely exposed. 

Both china and glass fixtures should, if possible, con- 
tain a reserve stock lower unit. The tendency has been 
to keep this quite low, only 24” or as little as 18” above 


FOR JUNE, 1952 


the floor, so that the superstructure of display can dom- 
inate, and catch the eye from a distance. 

Proper illumination for this merchandise is of para- 
mount importance. Chinaware is well lighted by fluores- 
cent lighting, concealed behind valances. Each wooden 
shelf, as noted above, can contain within it provisions 
and space for enclosing a fluorescent lamp that would 
light the display immediately below. Glassware, on the 
contrary, depends for its sparkle and form on a combina- 
tion of fluorescent and incandescent light. Incandescent 
reflector spotlights have been used effectively, sometimes 
from recessed fixtures in the ceiling above the display; 
sometimes from a free suspended cornice which shields 
them. An upward light component is often considered 
mandatory, and can be handled by concealing a fluores- 
cent lamp in a pocket below a frosted or opaque glass 
surface. 

The possibility for dramatic and strong colors in these 
departments is unlimited. Chinaware can be set off at- 
tractively against backgrounds of black plum, pome- 
granate, mulberry, or deep slate blues. Glassware is also 
effective against black plums or slate blues. These back- 
ground colors can be rendered still more effective by 
contrasting accents such as porcelain blue, china white 
and chartreuse. 

The accompanying photograph shows the newly- 
installed china and glass department of a San Antonio, 
Texas, store, and illustrates the various open and exposed: 
treatments developed both for background and floor dis- 
plays. 

Sketch B illustrates the possibilities inherent in a floor 
display unit or island. This is designed for the larger 
department or store, and makes use of a combination of 
adjacent reserve stock, assortment displays, and feature 
promotional displays. Of a height below average eye 
level, it would not encumber the appearance of a floor, 
and places the displays at points of maximum traffic. 

Sketch A illustrates a possible floor unit for a smaller 
department or store. Following the basic principle of 
table and build-up, this unit is specially designed for 
china and glass, and combines both upward and down- 
ward light components, color backgrounds, and a base 
stock unit. 


75 

















Shopper’ Displays 









For China and Glass in the Store 


i displays for china and crystal must 
feature these items in two ways—as table accessories and 
as gifts. The first category is probably the more impor- 
tant of the two since even when these items are purchased 
as gifts, they are still used for table service or decoration. 
More and more the ensemble idea in table settings is being 
accepted and utilized by the average housewife even for 
her everyday family meal service. This ensemble idea 
is the key for all your china and crystal selling and it 
should also be tied in with your silverware promotions. 

The new bride just starting her table service can fre- 
quently be sold two sets of dishes and crystal—one for 
everyday use and one for “company.” These patterns 
should first of all harmonize in design and coloring with 
the furnishings of her dining room and with her silver- 
ware and it is best if the two sets are chosen in harmony 





by VIRGINIA DIXON 





A grouping of beverage sets and glassware in 
a summertime table display. Heavy netting is 
tacked over light wood frames to form the ele- 
vation, frame and free-form cover for table. 


with each other. Then a greater variety of table arrange- 
ments are possible by combining the two patterns with 
various colors and patterns of table linens. 

For the older woman with an established home, the 
ensemble idea will frequently persuade her that nothing 
but a cémplete new set-up of china and crystal—and 
possibly silver too, will do. She may also like the idea 
of having two sets of china and harmonizing glassware. 

To sell ensembles of china and crystal—display -en- 


sembles. This does not necessarily mean that your china 
and crystal be combined in your “stock” displays inside 
the store, but in addition to the segregated groupings of 
china, earthenware and crystal, there should be spot 


(Please turn to page 106) 








Scalloped shelf edging and ribbon bows suggest 
a provincial background for this case display 














of colorful earthenware. A piece of harmoniz- 
ing glassware is shown with plates on shelves. 


One of the most effective "shopper" displays is 
a wallcase such as shown at right. Narrow honey- 
comb shelves are fitted against back of case 




















framing each combination in own shadowbox. 
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This simple-to-construct display makes an effective showing of china patterns. 


Tree Motif Makes Colorful 


Background for Window Display of Patterns 


A SELECTION of china plates in various pat- 
terns appears suspended from a graceful tree against the 
background of this china and crystal display. Additional 
merchandise is arranged on curved steps and on the 
window floor. 

The “China Tree” may be painted on a beaver board 
panel or it may be formed of artificial leaf branches and 
covered wire, stapled to a fabric-covered panel. In either 
case, the plates are kept in position with wire plate 
hangers fastened to the background panel. Panels of con- 
trasting color, either painted or fabric-covered, flank the 
tree on either side. Elevations should, if possible, match 
the coloring of the background panels. 

Most display houses carry a heavy flexible covered wire 
called stake wire, generally available in both a natural 
brown tone or in bright colors. This would be excellent 
for forming the main branches of the tree. It is rather 
heavy for stapling, but since it holds its shape readily 
would not need to be fastened in so many places. Small 
tacks or brads would hold it. Short sprays of leaves 
could then be stapled in place to fill in the design appro- 
priately. Brown branches and green leaves would be the 
most conventional coloring for the tree, but if you want 
something gayer, brightly colored leaves with contrast- 
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MATERIALS NEEDED TO ASSEMBLE [HIS DISPLAY 


Material Source 


Compo board panels for back- 


Lumber yard 


ground 
Hardware store 


Plate hangers 

Leaf sprays and wire for tree 
outline (or paint if preferred) Display Supply House 

Fabric for covering panels and Department Store or 
elevations Display Supply House 





ing color of branches could be used. The purpose of the 
tree is to form an eye-catching framework for the display 
of the china patterns, so don’t overdo the elaborateness 
of the tree. It should be quite delicate and simple in 
coloring and design. 

If stake wire is not available in your locality, any heavy 
flexible wire can be utilized by winding it with colored 
paper or ribbon. Or if you prefer, the design can be 
painted with water color on a sheet of beaver board or 
on “no seam” background paper firmly attached to a 
heavy panel or the window background itself. 

The color scheme of such a window as this will depend 


entirely on the coloring of the patterns to be displayed. 
(Please turn to page 131) 
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18th Century 
Spode Bone China 
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Old Lambeth Delft 
1\7th—early 18th 
19th—early 20th 
Post World War II 
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of its information as a sales builder. 


Mrs. Sprackling's articles have appeared regularly in House Beautiful and other 
home-fashion magazines; her book, ‘Setting Your Table," originally published in 


1941, continues as a best-seller in its field. 


onc the table as an art 1s 
comparatively new. To look quickly back over the pano- 
rama of years is to get a perspective of changing manners 
and customs, and the woman who is buying china, glass 
and silver is deeply interested in those manners and 
customs—they enable her to understand better the table 
top fashions of today. She wants tableware which will 
establish her home as a place of grace and beauty. Maga- 
zines and books and her own background give her some 
knowledge about it, but she must have confidence in her 
jeweler’s background knowledge if he is to create a con- 
fident selling atmosphere. 

What we are often inclined to consider a fashion 
whimsey is actually the result of the way people live in a 
given place at a given time. For instance, John Russell’s 
“Boke of Nurture,” written 500 years ago (about 1460 
A. D.) and coutaining elaborate directions for setting the 
table for the lord of the manor, was the first treatise in 
English on the subject that we know of. Dining at table 
was then a function of royal households only. Directions 
for laying the cloth were intricate and detailed: “Set 
youre salt on ye right side where sittes youre soverayne, 
on ye lyfft side of youre salt set youre trencher. .. .” 
The plate on the table was a slice of bread, “4 days [old | 
is convenyent and agreeable,” says Russell. And the plate 





Queen Anne Goblet 
1710-15. Corning 
Museum 





Verzelini Goblet 
Earliest English 
Glass. 1577. 


Corning Museum 


Heisey Goblet is 
modern version of 
early design. 
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Table Top Fashions’ -~ Sell it! 


Proper promotion, merchandising and display of china, glass and silverware are 
essentials. However, the completion of the sale requires the performance of a well- 
informed salesperson—one educated on the merchandise she is selling. 

Because of the importance of this phase of Table-Top Fashion promotion, 
Jewelers’ Circular-Keystone presents here an article by Mrs. Helen Sprackling, 
one of the country's foremost authorities on table fashions and the historical back- 
ground of china and glass. Be sure your sales force reads it. Be sure they make use 


Duncan reproduc- 
tion of Sandwich = 
design. ee design. 









by HELEN SPRACKLING 


was eaten along with the food. Mention is made of a 
knife and spoon for each diner but this was an era when 
fingers were the chief implement and every diner brought 
his own knife, sharp pointed and used equally for spear- 
ing food, hunting game and killing adversaries. His cup 
was likely to be the horn that hung from his belt. 

By the time of Henry VIII, a hundred years later—ideas 
progressed slowly in those days—wood or pewter had 
replaced the slice of bread. The trencher of wood was 
frequently oblong and large enough for two persons— 
husband and wife, members of the family. Jugs and 
pitchers were the only earthen objects of the time. Made 
by the local potter, they were chiefly for humble use in 
the kitchen or the peasant’s hut and seldom appeared on 
milord’s table where the container or drinking vessel 
was likely to be pewter, wood, leather, horn, perhaps even 
silver. A local historian writing between the years 1577- 
87 on the trends of his times, speaks of “the exchange 
of . . . treene platters into pewter and wooden spoones 
into silver or tin.” 





But further changes were ‘about to take place on the 
table top. When Elizabeth became Queen (her reign: 
1558-1603). England’s horizons broadened considerably. 
Workmen versed in new skills were allowed to settle in 


(Please turn to page 114) 





Fostoria's Capri. 
Modern stemware 





Tiffin (U. S. Glass) 
simply detailed 
Wisteria pattern. 
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Dinnerware 





BISQUE or BISQUIT. Clayware fired once but not glazeq 
high-quality, fine-texture bisque is sometimes used in making 
figurines or other decorative pieces. It cannot be used for dip. 
nerware. 


BODY. The mixture of clays and other ingredients which make 
up a particular type of ware—such as china body, earthenware 
body, etc. 


BONE CHINA. Type of fine-quality china developed in England 
and still made there almost exclusively. It contains bone ash, 
which helps to give it its pure white color. 


CASTING. A method of making hollow pieces. It is done by 
pouring liquid clay, or slip, into Plaster of Paris molds. The plaster 
absorbs some of the moisture from the slip, leaving a solidified 
layer along the walls of the mold. 


CERAMIC. General term for objects made of clay and then 
baked. It is sometimes used to cover all ware which is processed 
by fire—such as glass andyenamels—but in its most specific sense 
it is baked clay. Trade-wise, ceramics are generally regarded as 
decorative pieces. 


CHINA. Top-level ceramic ware, made from special clays and 
minerals from formulas which differ slightly in various countries 
and in various factories. It is all fired at extremely high tempera. 
tures and the result is a hard, durable ware, vitrified and trans. 
lucent, with a bell-like sonority if tapped with a pencil. It does 
not absorb grease or moisture. 


CRAZE. Tiny crack or cracks in the glaze, caused by varying 
degree of expansion of the glaze and the body during the firing, 
Sometimes deliberately induced as a decorative treatment. 


DECALCOMANIA. Method of decoration in which the pattern, 
in all of its colors, is transferred from especially prepared paper 
to the various pieces. 


EARTHENWARE. Loosely defined, this is all clayware which 
is not vitrified and translucent. Variations in its manufacture are 
wide, however, and at its best it holds a high rank in the dinner. 
ware field. For instance, some famous old names are proudly 
backstamped on English earthenware. 


EMBOSSMENT. Decoration which is raised, or in relief, most 
often found on rim of plate or side of hollow piece. The design 
may be a part of the mold, or, less often, it is formed separately 
and hand-applied. 


ENCRUSTATION. Gold or platinum decoration created by 
painting etched pattern with liquid metal, and then firing. 


ENGOBE. Layer of liquid clay, or slip, applied over ware before 
it is glazed. Usually of a different color, it may be cut through to 
form a pattern against the lower layer. 


FAIENCE. Originating in Italy and now made in several Euro- 
pean countries, it is a form of earthenware fired at low heat, 
characterized by rich colors. 


GLAZE. As its name implies, a glass-like film which covers the 
ware, giving it both protection and brilliance. The glaze is 
usually clear but many beautiful color glazes have been developed 
in recent years. It is applied by dipping or, in some cases, spray: 
ing, and the ware is then given its second, or glost, firing. 


GROUND-LAY. Method of applying wide color bands by dust- 


ing dry color over an oiled surface. 


HAND-DECORATING. Some decorations are painted entirely 
by hand; others are hand-filled—that is, the pattern is printed in 
one color from copper plates and such other colors as are needed 
are filled in by hand. Lines of color or gold are always painted 
by hand. 

LUSTER-WARE. Earthenware covered with glaze containing 
one of various metallic oxides, which when fired gives an III 
descent gold, silver, or copper effect. 

MAJOLICA. Originally produced on the island of Majorca, this 
buff-bodied ware has for centuries been identified with Italy. It 1s 
customarily painted in brilliant colors. 

OVERGLAZE DECORATION. Design applied after the ware 
has been fired and glazed, and then given a re-firing in an ename 
or “on glaze” kiln. Colors which cannot endure the fierce heat of 
the glost (glaze-firing) oven can be applied overglaze and remain 
sharp and brilliant. Gold is always applied overglaze. 

PIN MARKS. Marks on the bottom of a china plate, left by pins 
which support it during the firing process. They are polished later 
but cannot be completely eradicated. They are definitely not de- 
fects. 
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PORCELAIN. Synonymous with china. It is derived from “‘porcel- 
lana,” old Italian word for a certain seashell, and to the Europeans 
of those days it seemed descriptive of that strange new ware com- 
ing in from China. 


POTTERY. Basically, the word covers all objects made of clay 
and hardened by heat. Commercially, it refers to decorative pieces 
or to casually-styled dinnerware. 


SALT GLAZE. A glaze of slightly grainy texture, the effect is 


obtained by throwing salt into the kiln while the ware is being 


fired. 

SEMI-PORCELAIN and SEMI-VITRIFIED. Both are trade 
terms referring to earthenware which has been fired at higher 
temperatures than usual and more nearly approaches china in 
appearance and hardness. Neither is a conclusive term, and the 
customer should never be permitted to confuse them with true 
china. 

SGRAFFITO. Design created by scratching through engobe (see 
definition above) to layer of clay beneath. 


SLIP. Liquid clay, used in the process of casting or for decorative 
effects. 

STONEWARE. Earthenware of extreme hardness and durability, 
whose formula includes a high percentage of china stone and 
felspar. It has a bluish-gray body, observable, for example, in both 
the old Chinese Lowestoft and the English Lowestoft reproduc- 
tions. 

TRANSLUCENCE. A characteristic of true china. The shadow 
of the hand should be clearly visible through a china plate held 
up to the light. 


UNDERGLAZE DECORATIONS. Designs applied after the 
ware has been fired but before it has been glazed, and which, 
therefore, are protected from the wear of every-day usage. The 
palette of colors for these designs is more limited than for over- 
glass decorating, and the results are softer and mellower. 


VITRIFIED. Literally, this means changed to a glasslike sub- 
stance by leat and fusion, China, or porcelain, does not reach 
that point, of course, but approaches it in hardness, translucence 
and non-porosity. 


Glassware 


ANNEAL. To subject glassware to reheating and then to a 
gradual cooling, thus reducing strains and stresses and making the 
glass less brittle. 


BENT GLASS. Flat glass reheated and formed into a limited 


number of curved shapes. 


BLOWN GLASS. Ware formed by blowing molten glass into a 
bubble at the end of a blowpipe, and shaping it with hand tools; 
or by blowing it directly into a mold. The costliest glassware is 
modeled entirely by hand. Most of our fine tableware is hand- 
blown into molds. This latter is properly called hand-made, as 


opposed to low-cost ware which is both blown and shaped by 
machine. 


BUBBLE GLASS. Artistic effect obtained by inducing the crea- 
tion of many sniall bubbles scattered through the ware during the 
manufacturing process. 


CASED or FLASHED GLASS. Richly decorative effect ob- 
tained by blowing a glass bubble of one color into one of another 
color. A decorative pattern can then be obtained by cutting through 
the outer layer to the differently-colored inner layer. 


COLORED GLASS. Wide range of colors can be obtained by 
mixing various minerals and chemicals into glass ingredients be- 


fore they are melted. Color can also be sprayed on finished pieces 
and fired on for permanance. 


CRACKLEWARE. Pattern of cracks deliberately created by the 
sudden chilling of hot glass. 


CRYSTAL. Traditionally, the best-quality glassware with very high 
lead content. Commercially clear glassware as apposed to colored, 
frosted or opaque. “Rock crystal cutting” is solely a trade term 
referring to brightly polished cut patterns on crystal glassware. 
It should never be confused with true rock crystal quartz, which 


has in the past been modeled into articles which are now 
museum pieces, 


CUT GLASS. Decorated with designs made by holding the piece 
against revolving wheels of carborundum, steel, or sometimes 
copper. The grinding action leaves the surface of the cutting in 
a frosted effect called a “gray” cutting; or the design may be 
made brilliant by buffing or, in some cases, by dipping into an 
acid bath, and then called a “polished” cutting. These two effects 
are occasionally combined in one pattern. 
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DECORATED GLASS. Ware which carries an applied decora- 
tion, such as color, gold, silver, or platinum, made permanent with 
the aid of heat. 


ENGRAVED GLASS. Most difficult and costliest type of deco- 
ration, dene by artists who use many small copper wheels to 
create designs of three-dimensional effect, infinitely detailed and 


shaded. 
ETCHED GLASS. Basically, it is decorated by the action of 


acid on the surface of the glass. Most elaborate and most expen- 
sive are plate etchings, done first on steel plate and transferred to 
glass on inked paper, all of the glass except the design is coated 
with wax, then dipped into acid which etches out the exposed 
pattern. Simpler designs may be cut through wax coating with 
needles, or in multiple by pantograph. 


FLATWARE. All table glassware excepting stemware and 


tumblers. 


FROSTED GLASS. Opaque, white effect obtained by dipping 
glass into an erosive acid. This is fundamentally the same process, 
done overall, as that of etching, cutting, engraving, or sand-blast- 
ing patterns inio the surface of the glass. 


GLORY HOLE. Open furnace, very hot, where glassware may be 
reheated quickly both for shaping and for fire-polishing. 


GRAY CUTTING. See Cut Glass. 


GOLD ENCRUSTATION. Etched pattern painted with liquid 
gold, fired and burnished. 


LEAD GLASS. Top quality glassware, given brilliance, weight 
and resonance by its lead content (see CRYSTAL), and especially 
adaptable for cutting and engraving. Lead glass in varying de- 
grees of quality is made by all manufacturers of fine hand-blown 
ware. 


LIME GLASS. Glass with high lime content, used chiefly for 
less costly ware. Its pliability makes it useful for special purposes, 
one of which is the manufacture of pressed glass. Carefully made 
and polished, it has much of the brilliance and toughness of lead 
glass. 


MILK GLASS. Opaque, creamy white glass whose significant 
ingredient is a white chemical called cryolite. It has recently been 
produced in modern forms, but most frequently is seen in tra- 
ditional styles. 


GLASS. Basically, a mixture of silica sand, potash and lead or 
lime (called a batch), which is melted in a furnace under intense 
heat, fusing the ingredients together into a molten mass. In this 
state, the glass is blown, pressed or molded into various forms. 
Other ingredients are added to the basic mixture to give glass of 
specific qualities, color, clarity, etc. See Lead Glass and Lime 


Glass. 


MOLDS. Metal forms into which glass is blown or pressed. They 
are sometimes lined with a soft paste, which permits the molten 
glass to be revolved in the mold thus smoothing out all mold 
marks. 


NEEDLE ETCHING. See Etched Glass. 
OFFHAND GLASS. Ware blown and fashioned entirely by 


hand, without the use of molds. 

OPAL GLASS. White translucent glass with an opalescent fire. 
PLATE ETCHING. See Etched Glass. 

POLISHED CUTTING. See Cut Glass. 


POT GLASS. High quality glass is melted in furnaces made up 
of a group of clay pots. These pots are expensive and short-lived 
but they produce glass of the best quality—and higher cost. Less 
expensive glass is made in large tanks, lined with refractory 
blocks. 

PRESSED GLASS. Originating in Sandwich, Mass., more than 
a century ago, this technique has been highly developed in the 
United States. A plunger presses molten glass down into a mold 
which gives it shape and, usually, a decorative pattern. Much 
hand-work is often needed to give the pressed pieces their final 
form. 


ROCK CRYSTAL CUTTING. See Crystal. 
SAND-BLASTING. Process of decoration in which the piece is 


covered with a mask excepting for the desired pattern, and this 
pattern is cut deeply into the surface by a powerful jet of sand. 
Such a glass is usually known as carved or sculptured. 

SHAM BOTTOM. Extra heavy, solid glass base often used in 
tumblers to give both stability and good appearance. 

SILVER DEPOSIT. Decoration created by process of electro- 
plating, much like any other silver plating is done. 
STEMWARE. All of the stemmed drinking glassware, including 
sherbets, used on the table or for liquors. Some of the new high- 
based tumblers are also classified as stemware, although they may 
have no literal “stem.” 





81 














mi 


ee ig 


<—wyt £ 


dt hs jill ie 





China and Glass 
Promotion Program 
Covers All Markets 


by GRIER LOWRY 


Waren 


82 


-_ and glassware merchandising at the 
big, luxuriously-appointed, Spanish-styled Helzberg’s 
store in the Country Club Plaza district of Kansas Cay 
Mo., is a closely meshed combination of tested selling 
techniques with an array of specialized promotional and 
trafhce-building features. 

Merchandising ideas utilized in these departments are 
the net result of adroit planning by Bb. C. Helzberg, presi- 
dent of the firm, Jerome Grossman, vice-president and 
general manager, in close cooperation with |. E. Fried. 
manager of the Plaza operation. and Mrs. Kay Cousins. 
public relations director. 

Indicative of the growing importance Helzberg’s at. 
taches to china and glass sales is an intensified promo. 
tional program. Basically, the formula consists of: 

1. Several choices of nationally advertised lines in an 
extensive range of patterns. 

An annual table setting promotion. 
Subtle and fitting display backgrounds for the 


NS 


we 
. 


_ 


beautiful lines of merchandise. 
4. Teas and coke parties designed to encourage inter- 
est in attractive tableware among the young crowd, 
Providing free clubroom quarters for leading civic. 
social and welfare groups. 
For the comfort and privacy 


1 


_/ 
ry 


of crystal and china 








Kay Cousins, right, public 
relations director, assists 
local club women who make 
use of free clubroom facil- 
ities. At recent table set- 
ting contest, left, twenty 
leading clubs participated. 
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THEY ALL NEED 
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Just figure YOUR potential business 
from these figures! 











> > 
During May 
and June 
Millions more 
will be sold 
as gifts 





*INDEPENDENT SURVEY PROVES THAT— 


Owners of ALL TYPES of lighters prefer 


RONSONOL LIGHTER FUEL ano RONSON REDSKIN’ ‘FLINTS? 


4: 1 Ter over all other 
Srende combined! 


Ronsonol Fuel, Ronson Redskin ‘Flints’ and Wicks are the 
world’s finest lighter accessories... 
advertised. That’s why this great accessory team sells 
on sight! For greatest volume and profits, have plenty 
of Ronson Lighter Accessories on hand and on display. 
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Keep your Ronson 
Accessory Rack 
(A-3) stocked and 
up front. If you 
don’t have one, ask 
your Ronson dis- 
tributor how you 
can get one with- 
out extra cost. 
















» | Approximately F°7 
Ff 35,000,000 
17 | cans of fuel and 
F/ | 300000000flints 
are sold yearly 


ARE YOU GETTING 
YOUR SHARE 
OF THE SALES? 








So stock up now. Ronson accessories bring repeat 
customers... 


ring up repeat sales. 


STOCK UP! DISPLAY! YOU'LL SELL! 


ONSO 


WORLD’S GREATEST LIGHTER SPECIALISTS 


Ronson Art Metal Works, Inc., Newark 2, N. J. 












and the most heavily 








Ronson Accessories presold for 
you every week in Life, Satur- 
day Evening Post or Collier’s, 
and on TV spots in leading 
cities, 






































buyers is the “Glass and China Room,” a compactly- 
designed, 10x10-foot alcove in light gray, which leads 
directly off the mezzanine floor where the sterling silver 
and hollowware are displayed. 

Fitted with goose-neck spotlights for lighting the par- 
ticular areas, comfortable chairs and deeply carpeted 
floors, the China and Glass Room contains a doorway 
leading into the ladies’ lounge. 

A total of 24 china patterns are shown in open honey- 
comb fixtures, with separate cubicles for showing indi- 
vidual pieces. Individual pieces and patterns are accen- 
tuated in these small receptacles. Open-type glass shelv- 
ing, lining one side of the room, is utilized for displaying 
25 patterns in glassware. All merchandise is in “open 
stock,” a feature warmly appreciated by shoppers seek- 
ing odd pieces. Centering the room, which is imbued 
with an intimate, distinctive flavor, is a small, round, 
glass-topped table, utilized for table settings. Beneath 
the glass are pie-shaped alcoves for showing individual 








Helzberg's Alameda Room provides an attractive background 
for table setting entries at the store's annual contest. 








patterns of silver with china, an important phase of the 
coordinated program. 

The Helzberg china, silver and glass sales program 
emphasizes showing merchandise in a “proper setting” 
which involves plentiful use of table settings. High. 
lighting this program is the setup arranged against the 
8x10-foot “sidewalk level” picture window on the main 
floor. A typical setup may feature table settings with 
an “outdoor theme”; pottery, in technicolor hues, is fre. 
quently used to create a colorful effect. Other smaller 
table settings are placed on strategic traffic spots on the 
main floor. Near the mezzanine staircase, on the route 
taken by the club members to the Alameda Room is an 
oval, modernistic, limed oak dining table, always featur. 
ing a sample setting. 





MERCHANDISE COMPLETELY ACCESSIBLE 


Said Mr. Fried, manager of the Plaza unit, “Complete 
accessibility of the merchandise is a positive asset. Al- 
though the store covers 10,000 square feet of room, we 
devote only about 15 per cent to displays of these lines, 
The customer who selects a china pattern takes only a 
few steps to select matching glassware. In our China 
and Glass room the customer may make armchair de. 
cisions by noting the effect of different combinations of 
china, silver and glass arranged on the miniature table 
in the center of the room. 

“Displays of china and glassware must be interesting 
and varied,” he said. “The customers notice the mer- 
chandise more when it is presented in an ever-changing 
aspect. Table settings throughout the store are changed 
weekly. Crowning eye-appeal point is our “picture win- 
dow’ table setting arrangement where complete settings 
of glass and china in several patterns are presented. 

“It is not unusual for cur volume to climb one hundred 
to three hundred per ccnt as an aftermath of a particular 
display of china or glass in the ‘picture window’.” 

Advertising and in-store selling at Helzberg’s is often 
slanted at encouraging owners of formal chinaware to 
purchase services designed for «informal functions. In 
personal encounters with customers, store personnel sug: 
gest pottery in garden-bright colors for use for patio and 


(Please turn to page 102) 





Smartly arranged tables, as above, permanently 
display coordinated china, crystal and silver 
merchandise. Table settings are situated in key 
traffic spots on main floor, right foreground. 
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Keep diamond sales 
coming your way 


Tie in your sales efforts with the diamond pro- 
motions that are working for you. They include: 


MOVIES—“The Eternal Gem’’—to show in your 
town. Write to Association Films, 347 Madison 
Ave., New York 17, N. Y. 


LECTURES throughout the country. 


DIAMOND SALES MANUAL... Helpful FREE book- 

let, “More Dollars from Diamonds.” Order 
| from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 E. 45th St., 
New York 17, N. Y. 


PUBLICITY in newspapers, magazines, on the radio. 
. 
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Diamond Booklet 









to help make sales 


Jewe.ers say the 3l-page booklet, “The Day 
You Buy a Diamond,” is one of the most helpful and 
interesting selling aids they’ve ever used. It tells the 
story of the diamond’s origin and significance, gives 
helpful factual pointers on choosing a diamond. Order a 
supply now to use as bill enclosures, and to keep on your 
counter to give to prospective customers. 


Cost is $6 per hundred. For your imprint, add $3.50 
for first hundred, and $1.25 for each additional hundred. 


Order from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 East 45th Street, 
New York 17, New York. 


De Beers Consolidated Mines, Ltd. 






















Pearls Are Making New Fashion Headlines 






New trends in pearl jewelry which are being smartly coordinated 


with the latest dress styles, are making fashion news right now 


and creating additional demand for this all-occasion jewelry. 


by WINIFRED PARKER 
Illustrations by Dorothy Burke 


FASHION NOTES... 


Cultured pearl jewelry is lively with color interest in 
the form of multi-jewel clasp ornaments. 


New trend is for 2 and 3 strand chokers of large cul- 
tured pearls. 


Cultured pearl earrings are often under-flashed with 
diamonds or emeralds. 


Cultured pearl earrings feature both button type and 
short pendant drops. 


Cultured pearl bracelets are flexible and often decorated 
with multi-jewel charms. ' 


Bibs are making big news in simulated pearls. 


Simulated pearl jewelry combines colored stones im- 
portantly but with a delicate touch. 


Simulated pearl designs show discreet refinement giving 
the pieces a more genuine look. 


Pearls are perfect fashion for women of all ages. 








Cultured pearls are given added sparkle 
with gold links in choker and diamonds 
in the ring. Cultured pearl gold pin is 
used alternately as an ornament for hair. 
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Multiple-strand simulated pearl bibs 
are used to enhance the new necklines. 


= people sometimes speculate on the 

never ending desire of women for pearls, and they say 
with a sense of awe: “How long can pearls continue to ~ 
be a leading jewelry fashion! When will they pass their 
hey day!” As a representative of the jewelry industry, 
I can only reply that the love of pearls has existed for 
many thousands of years, and certainly will not come to 
an end in 1952. In fact, there is every indication that 
pearls may top even their own previous records of popu 
larity this year as a fashion jewel. 


The strongest reason for the past, present, and future 
popularity of pearls is, of course, their beauty. Although 
pearls are ocean born jewels, they have about them 4 
soft radiance like moonlight, and a rare quality of 
imparting loveliness to all women who wear them. Be- 
cause the flattery of pearls is such genuine flattery, they 
are as suitable for baby girls and fragile old ladies as 
for all the ages of femininity between. There is no time 
in a woman’s life when she cannot enhance her beauly 
with pearls, and this is why wise men long ago dedicated 
them, both to women, and to the moon, the heavenly 
symbol of beauty. 


For the continuous fashion impact of pearls we must 
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Diamonds, like good 


taste, are always in season, always in fashion, 
always prized and acceptable. Every month in 
the year has “diamond” in it... for the 
jeweler who grasps his opportunities. 

Your approach to diamond merchan- 

dising may spell the difference between 

a so-so year and one for the record. 

The choice is simple enough to make. 

Results are just as easy to foretell. - 

We like to meet and work with jewelers 
who have ambition and courage. If you want 


to go places, do things and serve people... 


why not get acquainted with America’s fastest- 


growing diamond house? 
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give credit to our leading pearl houses, and their bril- 
liantly creative designers who are constantly finding new 
ways of fashioning pearls into tempting pieces of jewelry. 
Right now there are several new pearl trends underway, 
smartly co-ordinated to changing dress styles, and which 
should send women on another buying spree and swell 
the profits of retail jewelers. 


SIMULATED PEARL FASHIONS 


Bibs are making the biggest news in simulated pearls, 
and they have been growing steadily in popularity all 
during the spring months. All of the important pearl 
houses are now featuring individual interpretations of 
this lavish style, and they expect bibs to be really big 
business for fall and Christmas selling. 

In general design, bibs run anywhere from four to 
twenty strands, and usually begin with two throat hug- 
ging strands worn high like a dog collar, while the 
remaining strands drape gradually and gracefully be- 
neath. Some bibs are fairly classic in styling and are 
formed of graduated pearl strands or uniform pearls; 
others are elaborately interspersed with colored beads, 
highlighted with gold, or sparkled with crystal or rhine- 
stones. Each house has varied and distinctive designs, 
but one characteristic of craftsmanship notable every- 
where is a lightness of construction that makes the bibs 
surprisingly comfortable to wear, even those which run 
to twenty-strand lengths. 

Another change in simulated pearl styles is toward a 
refinement of design which gives the pieces a more 
genuine look. Color is important everywhere, but it is 
used more discreetly than in past seasons, and although 
most pieces are fairly lavish, there is an overall impres- 
sion of delicacy. Button-type and cluster earrings are 
still favorites, but many short pendant drops also are 
being shown again. Flexible bracelets are prevalent at 
most houses and simulated pearl rings which combine 
colored stones, tend to be big and dramatic. Children’s 
jewelry adds to the color story with simulated pearl sets 
in green, blue, and pink, and comes in rather ornate 
little patterns of seed pearls. There is also a fine repre- 
sentation of classic sets for children. Pearl houses carry- 
ing a fine selection of bibs and top fashion designs which 
I visited are: Trifari, Coro, L. Heller & Son, Inc., and 
Marvella Pearls, Inc. 


CULTURED PEARL FASHIONS 


Cultured pearl jewelry is alive with color interest in 
the form of multi-jewel clasp ornaments, or is elegantly 
sparkled with diamonds. These colorful clasps, which 
were introduced a few seasons ago, have reached a status 
of important ornamentation, and depending upon the 
price point, are diamonds and platinum, genuine jewels, 
or semi-precious stones. There is a distinct trend toward 
two and three-strand chokers of large cultured pearls, 
and the clasps, which look like jeweled brooches, are 
worn dramatically either at the side or front of the 
throat. The clasps are used to decorate flexible bracelets 
too, and in similar jewel arrangements for pins and 
earrings. 


STYLE CONTROVERSY 


At several of the cultured pearl houses we had a dis- 
cussion about single strand necklaces, and some of the 
men were disturbed because fashion magazines have 
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boldly stated that fashionwise these are on the way out, 
I’m sure no one in the fashion field will quarrel with | 
the fact that a single strand of graduated pearls ig jp” 
good taste, and, of course, we know that many of them. 
will be sold, as always, for graduation and bridal preg. | 
ents. However, change is the factor which stimulates 
buying, and traditional little necklaces will never keep 
the pearl business booming and all the oysters busily | 
producing—for this we need fashion! And _ another 
important point to remember is that fashion seldom 
wears a price tag. Price is never the first consideration 
with fashion-minded women, and the present trend for” 
larger pearls, double strand chokers, and touches of 
jewel sparkle and color should mean an increased profit | 
for everyone who sells them. 
It is impossible to tell you about the many beautiful. 
pieces of jewelry available at our outstanding pearl 
houses, but if I mention one or two pieces from each | 
house it may give your better idea of the new designs, 
Imperial Pearl Syndicate, Inc., is featuring exotic 
mabé pearl rings and earrings in gleaming settings of | 
(Please turn to page 110) 


Cultured pearl infant necklaces grow 
with the years. Circle pins of cul- 
tured pearls make ideal baby gifts. 


Colored stone combinations with cul- © 
tured pearls are excellent for formal — 
wear. Here sapphires are used ina © 
matched choker, ring and earring set. — 
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Ho @ to capitalize on 


Color: 


The word “ruby,” derived from the Latin rubinus, 
means red and is applied to all red stones of the 
corundum family which range from a light red to 
the darker, purplish shades. The finest color (and 
rarest) is a deep, pure red called “pigeon’s blood.” 


Visual Characteristics: 


A clear, transparent and brilliant stone; stars are 
translucent. 


Wearability: 


A very hard and durable gemstone, surpassed only 


by the diamond. 


Usual Shapes: 


The transparent variety is faceted in the emerald. 
cushion and round cuttings. The star stones are 
always cut cabochon. 


Astrological Significance: 


The planet Mars is the guiding star for those who 
wear the ruby birthstone, gem of those born under 


the zodiacal sign of Leo, the Lion. Ruby is the emblem 
of true love and in many languages is called the 
‘lovers’ stone.” It is supposed to bring to its wearer 
health, wealth, wisdom and happiness. 


Romantic Background: 


To the ancients, the ruby was considered the “lord 
of gems,” and indeed it is one of the rarest of the 
precious stones. Rubies of fine color are few in sizes 
over three carats. 

On the subject of color, there is actually no known 
standard for the so-called “pigeon’s blood” ruby. It 
is said that an old-time method of judging from 
which this term was derived was to match the ruby’s 
color with a drop of blood from a freshly-killed 
pigeon on a sheet of white paper. 

Burma, Ceylon and Siam are the chief sources of 
rubies with the finest gems coming from the famous 
mines near Mogok in Burma. It is here that the 
stones of the coveted carmine red of “pigeon’s blood” 
color are obtained. For centuries, before the annexa- 
tion of Burma by the British in 1885, these famous 
ruby mines were operated solely as a monopoly by 
the Burmese sovereigns. All of the finest stones went 
into the treasuries of the “Lords of the Rubies” as 
the rulers of the land were known. Tavernier, the 
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ANNOUNCER: City Jewelers invite 


RADIO COPY 


choice of the very newest fashions in 








you to come in and browse through their birthstone jewelry and many of them are 
magnificent collection of rubies, the richly radiant with rubies—in_ earrings, 
special birthstone for July, and they want choker necklaces, brooches, bracelets and 
to tell you of a pretty legend. It seems rings. You may select a genuine ruby or 
that people used to believe that jewels a fine synthetic, depending upon the price 
aan! were the flowers of the gods, and that you want to pay, but whatever the price, 
— : like flowers, jewels ripened in color until you are sure of top-fashion when you buy 
they reached the glorious perfection of your jewelry from City Jewelers! 
the ruby. A special birthstone offering for July is 
Today, this choice jewel of the gods is a cluster ring of three glowing simulated 
the glamorous choice of many fashion- rubies, snuggled in a leaf and twig de- 
minded women, and its glowing color is sign, and set off with a shining 14K gold 
chosen to accent the soft fabrics and mounting. It is priced at only $43, in- 
color tones of the present style trend. cluding tax. City Jewelers are at... 
At City Jewelers you will find a wide Main St.,.. in your city! 
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NEWSPAPER AD 


This suggested newspaper ad is a reproduction of an 
ad mat prepared especially by Metro Jewelry and 
Optical Service, 80 Madison Ave, New York, producers 
of a syndicated service providing ads for jewelers. 
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| the stone of the month 


The RUBY — Birthstone for July 


famous traveler of his time, reports that he saw 
several fine stones among the treasures that were 
shown him by the Princes of India. 

Since 1929 few large rubies have been found that 
have approached the sizes of several of the notable 
stones found previously. One of these old stones was 
said to have weighed 400 carats in the rough. It was 
broken into three pieces, two of which were cut into 
stones of 70 and 45 carats, and the third which was 
sold uneut for about £50,000. After the British took 
over, several large rubies were found. Two excep- 
tional stones were discovered in 1919—the “Peace” 
ruby which weighed 42 carats, and a much finer stone 
weighing 27 carats. These sold when cut for $20,000 
and $27,000. respectively. 

Like the other gemstones, rubies in olden times had 
special powers attributed to them. The glow of the 
stone fostered the idea that an inextinguishable fire 


burned within the gem which could not be hidden 
and which would shine forth through any material 
or clothing which might conceal the stone. It was 
also believed that if dropped into water, a ruby would 
cause the water to boil. 

The Hindus separated rubies into four castes as 
they were themselves divided and attributed special 
powers to the stones in each division. Stones were 
also given sex, the dark red and star stones were the 
male gems; the lighter and the “pigeon-blood” stones, 
female. 

Of the many talismanic virtues attributed to rubies 
were the ones of guaranteeing its owner that he would 
live in peace with all men, that neither his land nor 
rank would be taken from him and that he would be 
preserved from all perils. The best effects were to be 
gained from the ruby’s power if the stone was worn 
on the owner’s left side in ring, brooch or bracelet. 
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WINDOW DISPLAY 


The deep rich coloring of the Ruby, birthstone for 
July, is emphasized with the showing of an arrange- 
ment of dark red roses in a low pottery bowl. An 
Oriental figurine of pottery suggests the location of 
the mines from which this lovely stone comes. The 
copy scroll may contain any number of interesting 
facts about the Ruby as a gem including some of 
the many talismanic virtues ascribed to it by the 
ancients—It is said to bring its wearer health, 
wealth, wisdom and happiness and to be the em- 


blem of true love. 
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A Short Course in Gemology 


The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of articles is written for that average jeweler. 


Part XIII: PEARLS 


Prearts occupy a separate and distinct 
niche in the “precious” category of gems. Their history 
is a long one; no one knows for sure just when man 
first opened a lowly oyster and discovered the first lus- 
trous and iridescent sphere. It didn’t take him long 
however, to realize that he had found a thing of beauty, 
a rarity to be treasured. 

The popularity of these “gems of the,sea” has never 
been higher than it is today. Undoubtedly one of the 
determining factors in their present popularity, outside 
of their continued fashion-rightness for every occasion, 
has been the development of the cultured pearl industry. 
These cultured or “cultivated” pearls, similar in make- 
up to the natural or “wild” pearls with the exception of 
the core or nucleus which is man-induced, have brought 
these jewels within the reach of everyone. 


FORMATION OF PEARLS 


Just how are pearls formed? Actually they are ab- 
normal growths or deposits of nacre, the “mother of 
pearl” material produced by the oyster and other mol- 
luscs with which they line their shells. When the mollusc 
finds that a bit of foreign matter (a grain of sand, for 
example) has invaded his shell and he is unable to rid 
himself of it, he begins depositing the silky smooth nacre 
around the foreign object to relieve himself of the irri- 
tation. Once having started the process, the mollusc 
continues to deposit layer after layer of the nacre around 
the object as long as he lives. The annual deposit of 
nacre depends in part upon how healthy and well fed the 
oyster is. Even so, after a strong start, he deposits only 
about a third of a millimeter a year. Thus a pearl 
“crows.” 

The cultured variety of pearls are “grown” exactly the 
same. The only difference is that man injects the foreign 
object into the oyster (generally a bead of mother of 
pearl) and then puts the oyster “back to bed.” Nature 
and constant care by the pearl “farmer” take care of 
the rest. Naturally the longer the oyster is left in the 
water, the more layers of nacre are deposited on the start- 
ing bead and, from the standpoint of the thickness of the 
nacre, the better is the cultured pearl. 

In their wild state, the life expectancy of the oyster 
which produces the finest pearls is supposed to be many 
years. However, because the oyster serves as the main 
dish to many creatures of the sea, their mortality rate 
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by Dr. FREDERICK H. POUGH, Ph. D. 
Curator of Gemology and Mineralogy 
American Museum of Natural History 


is rather high. Thus the natural production of pearls — 
proceeds at a slow rate, with only one in 40 oysters 
(living a natural existence) having any pearls at all, | 
Thus, the natural pearl continues as a rare and expensive | 


. gem. 


On the cultured pearl “farms,” however, the oyster © 
lives a more peaceful and protected life. While the mor- | 
tality rate of these “farm” oysters is fairly high their | 
chief concern is to allay the man-injected irritation and | 
give forth with a “grown” pearl. Of those that do sur- 7 
vive, a good proportion produce inferior pearls so that © 
only a comparatively small number yield really fine, ° 
symmetrical and unblemished pearls. Even those which — 
are not perfectly symmetrical and those which have un- © 
even surfaces are desirable for jewelry, for they still have 
their attractive surfaces of nacre. 


Pearls may be found in many different molluscs; their 7 
value depends upon several factors. The luster (orient) — 
of pearls is dependent upon the luster of the nacre, the | 
inner surface of the shell, of the animal which produces 
them. This nacre is composed of calcium carbonate 
needles held together by small quantities of a horny — 
material known as conchiolin. : 


INTERFERENCE OF LIGHT CAUSES IRIDESCENCE 


Pearls owe their iridescence to the interference effect ” 
of the very minute crystals of the successive layers of 7 
nacre upon light. The coarse, opaque layers of the edible © 
clams and oysters have no transparency and do not cause | 
any internal refraction of light, hence, they show no play © 
of color. Portions of the edible clam shell may be deep 
purple, almost black. Pearls from this part of the animal 7 
also have this color and are the most attractive of the 
pearls that are apt to be the windfall of the gourmet, | 
though none has any real beauty. They can, of course, 7 
be drilled and mounted if some diner wishes to preserve © 
his find, but they have no value in commerce. : 


Pearls are found in many other animals, too. Mussels © 
(the sea variety) may haye them, and these may even | 
have some luster; though the mussel probably never lives” 

(Please turn to page 108) : 
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Every showcase displays a 
clock, and two large wall. 
cases in the rear of the 
store include 35 separate 
models of various styles, 


by R. S. HAYES 


locks Are Big Business 


For This Small Community Jeweler 


= is no reason why clock sales should 
suffer in any jewelry store, according to Louis Pollock, 
head of Dothan Jewelry Company, in Dothan, Ala. 

The Dothan Jewelry Company is located in a small 
farming community a few miles from the Florida line, 
but year after year this store sells more clocks than many 
of the “big city stores.” Some of the country’s top clock 
manufacturers have sent representatives to this store to 
study Mr. Pollock’s merchandising methods. 

Clock merchandising, according to Mr. Pollock, de- 
mands first that the jeweler have a strong personal inter- 
est in clocks and a thorough knowledge of the capabilities 
and manufacturing in back of each, which he can pass 
along as “clock appreciation” to his customers. Second, 
he must keep alive in his own mind and in that of the 
customer that “clocks are an ideal gift” and probably one 
of the few gifts which is almost of equal value to every 
member of the family. Third, he must be willing to main- 
tain a large inventory, and to devote as much care and 
pride in clock buying as in stocking the diamond depart- 
ment, china department. or any other major section. 

Pollock carries a large inventory of clocks at all times, 
including some 35 separate models, which are displayed 
in large wallcases at the rear of the store, and along 
the counters at either side of the building. “We like to 
show big clocks,” Pollock said. “At least a mantel-size 
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In spite of its location in a small farming 
community, this store sells more clocks than 
many city stores. Representatives of some 

of the nation’s top clock manufacturers have 


come here to study merchandising techniques. 


model. out where it can command a lot of attention, and 
where the customer can look it over in detail. It might 
be true that we are sacrificing some of the display space 
atop the counter and obscuring the view of merchandise 
below, but our clock sales volume has always been 80 
satisfactory that we have continued the practice.” 

The gift clock lineup in the Dothan Jewelry Company 
ranges all the way from $25 to $250, with the average sale 
somewhere in the neighborhood of $50. Included are 
chime clocks, delicate hand-painted models, streamlined 
modern varieties, and the products of manufacturers 
whose names are readily familiar to every visitor in the 
store. While he will stock about 20 per cent of the inven- 
tory in streamlined “moderns,” Pollock attempts to keep 

(Please turn to page 107) 
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PROPOSING TOO 


and it can mean more 
profits for you 


Do you want a wide assortment of 
thoughtful selections on display at this 
time? Do you want prompt, depend- 
able delivery of your order? If your 
answer is “I DO,” then we propose that 
you try our service. Kimberley has 
served jewelers successfully with loose 
or mounted diamonds for nearly three 
decades. You'll know why when you 
accept our proposal—and try our ser- 
vice. 


GOODS SENT 
ON 
MEMORANDUM 
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How Good Is Your Insurance? 


The money you spend for insurance by no means indicates the degree of pro- 


tection you enjoy. A wise first step toward achieving a balanced insurance 


program is to turn the problem over to a reliable, established insurance firm. 


by D. K. MACDONALD 


President, D. K. MacDonald & Co., Ine. 
° Seattle, Wash. 


- insurance policy has yet to be issued 
which will underwrite all the risks of jewelry store opera- 
tion. The jeweler, however, can buy protection with his 
insurance premiums against nearly every conceivable risk 
of business ownership. 

The real limitation is in the amount of money which 
he can afford to spend for such insurance coverage. Striv- 
ing for complete protection, he could conceivably “insure 
himself out of business.” Confronted by a bewildering 
assortment of policy coverages he might, on the other 
hand, decide to forget the whole business and assume his 
risks himself. 

Though understandable, neither of those reactions pro- 


vides a solution to a problem which is closely related to 


the owner’s continued business survival. The jeweler’s 
position can be compared with that of a shopper who 
walks into a modern food store—and finds all the labels 
printed in a foreign language! Without some basic spe- 
cial knowledge, he cannot make an intelligent choice, to 
select those labels only, which will meet his individual 
needs. . 

The amount of money spent for insurance by no means 
indicates the degree of protection which you enjoy. The 
possibility of some of the risks against which you are 
insured may be exceedingly remote. At the same time 
you may be unknowingly exposed to another much more 
serious risk which could wipe out your entire business 
investment. 

A wise first step toward achieving a balanced insur- 
ance program is to turn the entire problem over to an 
established reliable insurance firm. The piecemeai method 
of buying your car insurance from one relative, friend 
or customer and your fire and liability policies from 
others, rarely gives balanced protection. When building 
a house you do not first build one complete room, then 
add other rooms singly until the house is completed. You 
have a master plan which you follow from beginning to 
end. The wise jeweler plans his insurance program the 
same way. 
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Most of the large agents and brokers provide an insur- 
ance survey service in which they answer all the questions 
which pertain to your individual needs. This service is 
free, and provides you with the peace of mind of knowing 
that the insurance program you carry is the right one for 
your business needs. 

After giving your insurance problems to an agent or 
broker your responsiblities to your own interests, how- 
ever, by no means end at that point. Before signing on 
the dotted line, you must be sure that the program he 
outlines for you fits your individual needs. The test of 
any program is its ability to protect you against losses 
which are most likely to occur. It is up to you to see that 
this protection is provided. 

Virtually every jeweler is insured to some extent by the 
more common forms of fire, theft (including window 
breaks), and liability coverage. But there are other risks 
as well, to which he is equally vulnerable. In most cases, 
neglecting to insure is due simply to lack of knowledge of 
lesser known exposures. Following are some of the items 
which are most commonly overlooked in many insur- 
ance programs: 


1. TENANT’S IMPROVEMENTS—tThe jeweler in a 
leased building often makes improvements such as 4 
mezzanine balcony for office or display room, special 
lighting and plumbing installations, etc. While the land- 
lord carries his own insurance on the building property 
he owns, he cannot be expected to insure such improve- 
ments. In case of loss by fire, the loss is the tenant’s. 

2. ACCOUNTS RECEIVABLE—TIf you operate to any 
extent on credit, loss of your records by fire or any other 
cause would be a serious blow. You may have $10,000 
in receivables on your books. But if your records are 
destroyed by fire, who owes you the money, and how are 
you going to collect it? Your accounts receivable may 
represent as much dollar value as the stock on your 
shelves and should likewise be covered by insurance. 

(Please turn to page 129) 
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|. The new Wittnauer calendar watch is gold-filled, 
and features an improved date changer on the crown. 
Priced to retail at $71.50, federal tax is included. 


2. A new line of watch cases with enamel bezels has 
been introduced by Elite Watch Case Corp., 150 
Varick St., N. Y. Enamel inserts are available either 
in red black, or blue contrasts on 10K rolled gold plate. 


3. The Sea Lord "Z" by Benrus has 17-jewels and is 
water-resistant. Has yellow rolled gold plate top, 
stainless steel back, radium hands, a sweep-second 
hand, and matching bracelet. $49.50, retail, F.T.I. 


4. Vulcain's "Vulcamatic"’ comes in gold-filled or in 
stainless steel models, both of which retail at $86, 
tax included. I+ is styled along modern lines, fea- 
turing a dial with raised gilt and luminous figures. 


5. The President "A" model by Bulova Watch Co. is a 
2\-jewel wrist watch. It comes with an expansion 
bracelet, specially boxed. Retail price is $49.50. 


6. This bracelet attachment, #A82, is by L. S. Din- 
hofer & Son, Inc. Keystone: $40. Comes in 14K white 
gold, yellow gold or white and yellow gold combina- 
tions. Comes plain, engraved, or set with diamonds. 


7. The "Woodsman," a new electric clock by the 
General Electric Co., features a brown mahogany 
finish that fits well in bedroom, den, or living room. 
The manufacturer's recommended retail price is $8.95. 
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for those who desire the finest. 


Individual treasures available on 


consignment for your special requirements. 


A complete selection of 
platinum and gold jewelry, precious 


colored stones and loose diamonds. 


Diamond necklaces from 


$2,500 to $25,000 keystone. 
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|. To be featured in the Gruen Watch Co.'s special 
vacation promotion for July and August are these 3 
water-resistant models. Left to right, "Sea Worthy" 
at $49.75; "Sea Queen," $49.75; "Spartan," $69.50. 





2. This classic sculptured expansion band is crafted 
in sturdy stainless steel with a gold-filled top. It 
is priced to retail for $8.95, F.T.Il. By Flex-Let. 








3. This 17-jewel precision Sandoz comes in an extra- 5 
thin gold-filled case with an expansion bracelet. It 3 
retails at $59.75. From Shriro Watch Inc., New York. ; 
4. Two new men's models from the Elgin "Banner Buy" | 
line for 1952; both have rolled gold-plated cases. 
At left, a model with hand applied markers, priced 
at $39.75. Model at right retails for $35.75, F.T.I. 
5. A self-winding Eterna-Matic man's watch; it tells : 
time of day and day of the month. It has a stainless ; 
steel, water-resistant case. Retails at $95, F.T.I. 
6. "V.1.P."" (for very important people) by LeCoultre F 


is a unique replica of a twenty dollar goldpiece. It bee AN hu oe /4 
serves as a pocket watch for a man or a pin-up watch os ne Mee 
for his lady's purse or dapel. $71.50, F.T.I. 


7. Holzer Watch Co., Inc., New York, distributor of 
Tissot watches in the U. S., is offering a group of 
automatic watches with "Texas Dials" in 14K gold, in 
water-resistant cases. Watch retails at $175, F.T.I. 7 
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YOU, 
TOO, 


call have More Imperial Cultured Pearls are being sold this 
a 
a profitable year than in any previous year, because more people 


| have heard about Imperial Cultured Pearls this 
cultured 


pearl magazines, television, radio and newsreels, from 


| * 
| business Y coast to coast, from Canada to the Gulf. 











year than in any previous year—through newspapers, 








| Imperial Cultured Pearls are the 


. most famous cultured pearls in the world. 





Call at once for immediate deliveries of Imperial 
necklaces, chokers, bracelets, rings, earrings, pins, 
charms and other accessories—from the world’s 
largest stocks of the world’s finest cultured pearls. 
Also, inquire about Imperial’s prestige-building, 
sales-making, profit-producing basic stock plan. 
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IMPERIAL PEARL SYNDICATE 


World’s Largest Importers of Cultured Pearls 





CHICAGO: 5 North Wabash Avenue, DEarborn 2-2844 ° NEW YORK: 607 Fifth Avenue, Plaza 8-1076 
DETROIT: 914 Michigan Theatre Bldg., WOodward 2-1300 e LOS ANGELES: 607 So. Hill St., TUcker 6159 
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Covers All Markets 


(From page 84) 


rumpus room serving. When a bride has selected tradi- 


tional crystal and formal chinaware, she is shown a table 
set with pottery in mixed colors and colored glass for 
informal entertaining. 

Chinaware is priced from $6.25 to $35.00 per place 
setting with the bulk of the business concentrated in the 
$10.00 to $20.00 group. Glassware runs from 75¢ a 
piece to $13.50, with most buying centered in the $2.00 
to $5.00 category. 

“China and glassware customers,” Mr. Fried said, “are 
brand and pattern-conscious. They especially appreciate 
our open stock display which enables them to buy by the 
piece or service. This business is cumulative selling at 
its zenith. Once a customer is started on a pattern, we 
are relatively certain that she will continue to purchase 
fill-ins for it until she has built it up to a service for 
eight or twelve. 

“More and more, our program,” he added. pointedly, 
“is being slanted to the saddle-shoe set. We take the 
solid position that if we can get a high school girl started 
with a one-place setting of china, selling for about $27.00, 
she eventually will spend from $400 to $500, making 
regular additions of pieces until she has a service for 
twelve. 

“We issue regular invitations through the high schools 
to young women to attend coke parties and teas in the 
Alameda Room. Highlighting these informal get-to- 





gethers are brief talks by Mrs. Kay Cousins, public rela. 
tions director, who has the youthful viewpoint on proper 
table setting finesse, and the technique of selecting match. 
ing silver, glass and china. Our experience is that young 
people are zealously responsive to the allure of beautiful 
tableware.” 

Helzberg’s annual, big gala table-setting promotion js 
a spectacular piece of merchandising. Last year only one 
club was invited to participate in the affair which attracted 
1000 persons. The crowd at this year’s version, held on 
May 22, 23 and 24, a joint project of twenty outstanding 
civic, welfare and social organizations, was estimated at 
5000 persons. Revenue from tickets (50¢) sold by mem. 
bers of the clubs, who enter tables, is channeled into club 
treasuries. 

“Benefits of a table-setting promotion are two-fold,” 
Mr. Fried cited. “First it builds goodwill among the 
clubs’ entrants since they are pleased to have this oppor- 
tunity to swell their treasuries. Second, it brings in 
people, who, since they have paid 50¢ for tickets, must 
be more than casually interested in table-setting artistry,” 

Presented against the beautiful background of the 
Alameda Room, the twenty tables entered in the 1952 
promotion covered a wide variety of settings—breakfast, 
formal dinner, buffet, tea, children’s party table, a holiday 
table, bridal reception table, etc. | 

Clubs are given a free rein in selecting themes for set- 
tings. The store provides tables, cut flowers, and makes 
fill-ins of hollowware and other acvessories. Winners 
receive a first prize of $25; second, $15; and third, $5.00. 
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CULTURED PEARLS * CULTURED PEARLS * CULTURED PEARLS 


LEONARD ROSENTHAL, 1. 


(ULTURED PEARLS 


eFine quality pearl necklaces at all prices. 
eUndrilled cultured pearls. 


e Graduated assortments. 





610 FIFTH AVENUE 
NEW YORK 20, N. Y. 


CABLE ADDRESS: LEOROSTHAL 
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Pieces of sterling are awarded to persons holding ticket 
stubs with winning numbers in daily drawings. 

Meticulous pre-arrangements by Mrs. Kay Cousins 
includes careful “screening” of the organizations invited 
to participate. Her selections, taken from an approved 
list furnished by the Women’s Chamber of Commerce, 
represent a cross-section of organizations from the entire 
area. 

After the clubs register and pick up their tickets, Mrs. 
Cousins then works closely with the table-setting com- 
mittees in ironing out countless details which crop up 
in connection with the planning. 

Tables laid out the morning of the first day of the show 
are roped off to eliminate the possibility of breakage. 
Press, radio, and television representatives attend the 
first session. 

Advertisements in The Independent, a society weekly, 
and The Kansas City Star create extra fanfare for the 
contest. Highspot on the final day is the tea for presi- 
dents of the participating clubs, and members of the table- 
setting committees, at which B. C. Helzberg announces 
the winners. 

“Because the table settings contain a potpourri of both 
contemporary and traditional ideas, all exciting and 
vital,” said Mrs. Cousins, “it generates tremendous en- 
thusiasm and interest. Visitors see how new, functional 
pieces effectively complement traditional glass and china. 
They note the use of new, unusual glassware and china 
patterns as used in both formal and informal settings. 

“All store selling is coordinated with this promotion,” 
she added. “We arrange special table settings of new 








china and glassware on traffic aisles leading to the Ala. 
meda Room. A special refinement of the 1952 show was 
a window display and table setting devoted to imported 
china and Swedish crystal as a tie-up with World Trade 
Week, which occurred during the table setting promo. 
tion.” 

Throughout the year the Alameda Room, with jts 
Spanish decor, tiled floors, grillework, and commodioys 
fireplace, serves as an assembly room for club meetings 
and various worthwhile civic enterprises. It is a popular 
hub for club meetings, card parties, book reviews, teas, 
and board meetings. A mobile blood unit of the Ameri. 
can Red Cross recently made a one-day visit to the room; 
The Kansas City Rose Society holds its annual flower 
show here; the fabulous “Court of Jewels” exhibition 
made a visit for the benefit of the United Funds. A 
traffic-builder par excellence, the room draws a constant 
stream of people through the main floor area. 

“Donating the Alameda Room as quarters for club 
meetings and various worthy projects,” Mr. Fried de. 
clared, “brings in from five to six hundred persons every 
week, many of whom might never visit our store. Most 
of the visitors are women, the best source of business 
for our lines of merchandise. 

“It is a fundamental precept of retailing,” he added, 
“that people patronize stores where they know and like 
the personnel. A distressing feature of jewelry retailing 
is that we have never been able to instil in women the 
habit of coming in and browsing around as they do in 
ready-to-wear shops. Throwing the Alameda Room open 
as a club room is one way to overcome that handicap. 








BAGUETTES 


Li 


PINE ec ies AND 
ROGMee - SELECTED 
FOR ALL MoOuNTINGS 


104 


Js 


: eS es 


62 West 47 St., New York !¥9 
LUXEMBURG 2-0740, O74! 


RAS NES 





THE JEWELERS’ CIRCULAR-KEYSTONE 











Ss we Ww wa es DBD bund CHO “es 


—S—-_  OaSS-—l(i ea Tl Tt ho 








Toe eae 








By getting these women into the habit of coming to our 
store, getting acquainted with personnel and our lines, 
we feel that we are laying the groundwork for future 


sales.” 





Jewelry Store Robbery Is Turned 
Into First Rate Promotion 


When a jewelry store is robbed it’s only local news, 
but when the robbery brings extra sales—that’s national 


news. 





Thieves broke the window of the Oates Jewelry Store, 
of Upper Sandusky, Ohio, one night recently and made 
off with the six diamond rings that were on display. 
They didn’t touch any other item—only the diamond 
rings. 


Arden L. Oates, the proprietor, carries Artcarved dia- 
mond rings and since each was backed by a written 
guarantee from J. R. Wood & Sons, he got a bright idea. 
He wrote an ad along editorial lines and ran it in the 
“Upper Sandusky Chief-Union” inviting the thieves to 
return during store hours and pick up the guarantees. 

“Without a doubt,” the ad ran, “the person or persons 
who took the six rings from our window knew quality 
merchandise. How much better it would be to obtain 
these rings through normal channels and receive the 
accompanying certificates which take all the guesswork 
out of buying diamonds.” 

Mr. Oates explained further that “it seems a shame 
to be forced to throw away a certificate that clearly tells 
a customer of the cutting, clarity, color and also guaran- 
teed the diamond against loss from its mounting. The 
rings stolen were beautiful, but the thieves can’t be cer- 
tain of their quality, because they don’t have it in black 
and white, backed by Artcarved, a firm who has been 
in the diamond business over 100 years, and employ 
diamond experts. Without this warranty the thieves will 
have to take an apprentice’s word for their quality.” 

The ad ran one time only, but the resulting store traffic 
was amazing. People flocked into the store to see these 
guaranteed diamonds and to read the guarantee itself. 
As Mr. Oates put it “my misfortune is turning out to be 
an asset.” 





“The ship we send out is the one that comes back to us 
and its cargo is always in kind.”—Mpyrtle Shay in Weekly 
Unity. 
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Shopper’ Displays 
(From page 76) 


displays of groupings of harmonizing patterns, place set- 
tings and table settings. If your store is large. there 
should be group arrangements of china and crystal with 
silver in your silverware department—and silver should 
always be shown with the place settings and table settings 
in the china department. Such displays should be sea- 
sonal in character and frequently should tie-in with 
decorative periods and styles which might be used in 
the dining room. 

The accompanying sketches illustrate three such types 
of “spot” displays—two adapted to cases, one which 
might be a table display. In the first case, scalloped shelf 
edging and ribbon bows suggest a provincial background 
for a grouping of colorful pottery ware. The shelf edg- 
ings are cut from very stiff paper or light cardboard and 
decorated with a simple watercolor design. The sheets 
can be cut to fit across the shelf and scored to fold down 
over the edge of the shelf, or strips can be attached to the 
shelf edges with scotch tape. The former method is the 
more durable, but for a temporary display. the second 
method would do. Lengths of ribbon which pick up one 
or more of the colors in the pottery are stretched from 
top to bottom of the case with tailored bows finishing the 
top. This sketch suggests how a showcase arrangement 
can be made more colorful and eye-catching in a very 
simple way. The character of the china itself is empha- 
sized as well. Needless to say, such a setting as this 









would not do for showing formal dinner ware. Note that 
each plate on the shelves is shown with a goblet ip 
harmonizing pattern. 


ENSEMBLE DISPLAY 


The ensemble idea is emphasized in a larger case 
shown in the second sketch. Here narrow honeycomb 
shelves are fitted against the back of the case so that 
each plate and goblet combination is framed in its own 
shadowbox. The space in the front of the case is used 
for a grouping of miscellaneous piece:—centerpiece, tea 
set, and so forth—or this space can be used for showing 
several place settings. The honeycomb shelf unit can, of 
course, be adapted to any size or shape of case. It can 
be simply constructed by notching strips of wood and 
fitting them together like the dividers in any egg carton. 
So constructed, the unit can be fitted into the case, gen. 
erally without any nailing or other fastening. The unit 
may be painted to match the interior of the case or 
contrast with it. If thin wood or composition board is 
used, it may improve the appearance of the unit if tape 
or ribbon somewhat wider than the thickness of the board 
is stretched across the vertical and horizontal edges in 
order to make a wider and more definite “frame” for 
each plate and glass. 

Use care in pairing off your plates and goblets. If 
your buying has been carefully thought out, it should be 
easy to find patterns which seem to belong together. It is 
a good idea to think of this at the time new patterns are 
selected for stock. When a customer has selected a china 
pattern she likes, it is hard to resist the crystal which 
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so obviously belongs with it. If she doesn’t purchase both 
at the same time, it is a good bet that she will be back 
at a later date. 

The third sketch indicates a grouping of beverage sets 
for a summertime table display. There is a stiff netting 
available in a number of brilliant colors from most dis- 
play supply houses—called display scrim. This is used to 
cover frames of narrow wood strips to form the frame 
and elevation shown, and cut in a free-form shape, is 
laid on the table top. Sprays of artificial daisies or other 
flowers add summer atmosphere. 

Table settings have been mentioned so many, many 
times as one of the most effective ways of displaying and 
selling china, crystal and silverware, but actually it is 
hard to overemphasize the importance of this type of 
display for promoting table accessories. It has the great 
advantage of showing the merchandise as it appears in 
actual use. 

There isn’t a woman who takes pride in her hospitality 
(and these are your prospective customers) who won’t 
pause to look at an attractively-set table on exhibit. Fes- 
tive looking tables stimulate the imaginations of such 
women and build up a tremendous desire for the posses- 
sion of varied and pretty table accessories. With an 
entire store’s stock of patterns available to work with, 
and a wardrobe of various colored and patterned table 
cloths and doilies (or maybe you can borrow these and 
have still greater variety) it should not be hard to keep 
the ladies coming back to your china and crystal depart- 
ment again and again. 


Clocks Are Big Business 


(From page 94) 


the clock inventory within the limits of dignified, eye- 
appealing styles which any customer will be proud to 
give to any friend.” 

All emphasis is on the gift market in clock merchan- 
dising in the Southern Alabama store. Pollock estimates 
that 95 per cent of his sales are made as gifts, with at 
least half of this number buying as the result of skillful 
salesmanship on the part of Pollock or his salesmen. 
“We like to sell clocks,” Pollock said. “The clock fits 
well into the ‘gift which keeps on giving’ classification.” 

Pollock maintains a complete clock repair service to 
back up all of the models he sells, in addition to the regu- 
lar watchmaking department. Many of his customers 
bring in antique French or Swiss clocks for repair, or 
merely to “show them off.” 

This jeweler keeps his interest alive by careful atten- 
tion to trends in clock design, and any new type which 
makes its appearance on the market is certain to wind 
up in Dothan Jewelry Company’s windows. 





FATHER’S DAY SUGGESTION—Jaccards, St. Louis, 
Missouri, displayed a large portrait of “father” in its 
window. A card read, “Gift suggestions for Father’s 
Day.” Around the card were scattered cigarette lighters, 
boxed penciliters, boxes of cigars, cans of smoking 
tobacco, pipes and cigarette cases. 
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| “Distinctive Store 





The outstanding store is always known by the 
outstanding character of its offerings. There is 
nothing more unusual, more perfectly in keeping with 
discriminating modes of living than the ageless 
beauty, superb distinction, and captivating chimes 
of a Herschede Floor Clock. Create and maintain 
trade winning store prestige by featuring these 
masterpieces of American craftsmanship. 


J, 








Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 
THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 


New York Office and Showroom: 37 West 47th Street 
Chicago Showroom: 1422 Merchandise Mart 
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If you lean toward savings with safety 
then you'll like this new slant on insurance! 
We've added NON-ASSESSABILITY to 
all our policies (fire, extended coverage, 
jeweler’s block and business interruption)! 
Now you can enjoy the 30% dividends we 
are currently paying, and make that saving 
with complete assurance. 


WHO IS ELIGIBLE? 


We insure jewelers (retail, wholesale and 
manufacturing), watchmakers and optome- 
trists—plus the employees (on their homes 
and household goods). Because these are 
selected risks, our losses are lower. We 
employ no salesmen. The savings (cur- 
rently 30%) are returned to policyholders 
as dividends. A card will bring you full 
information. No salesman will call. 





4 


JEWELERS MUTUAL 
INSURANCE COMPANY 
Jewelers Insurance Building, Neenah, Wis. 
Offices in New York, Milwaukee, Chicago 











Formerly called 
National Jewelers 
Mutual Fire 
Insurance Company | 
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Gemology 


(From page 92) 


long enough to produce a large pearl. In the Bahamas 
there is some commerce in very lovely shiny pink pearls 
that are found in a great snail, the conch. These are 
attractive in color but have none of the iridescence which 
characterizes an oriental pearl. They are said to fade 
after a time, and are rarely, if ever, spherical in outline. 
Pearls from the Pinna clam, an elongated animal with a 
more horny-looking shell, are also sometimes seen on 
the market; coming from the Caribbean and the west 
coast of Mexico. The great Tridacna clam, the anima} 
which traditionally traps divers and holds them under 
water till they drown, may have pearls weighing several 
pounds, but they have neither value nor beauty. Prob. 
ably the so-called “coconut pearls,” shown gullible vis. 
itors to the South Seas, are Tridacna pearls. 

Coming to the commoner and more commercial pearls, 
we first think of the California abalone pearls. The 
inside of the abalone shell is a riot of color, mainly in 
blues and greens. Its pearls are usually very colorful, 
but spherical ones are regrettably rare. In general, 





Outboard Motors in Jewelry Store 
Was Good ‘See’ Story 


People are always attracted to the unusual and the 
incongruous aspects of life. For instance, a window 
display of outboard motors in a jewelry store would be 
a natural in making shoppers do double-take looks. And 
that’s exactly what happened recently at Bunde & Up- 
meyer, Milwaukee jewelers! 
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But here’s the way things first developed. It seems 
that Ralph Evinrude, president of the Evinrude Co., man- 
ufacturer of outboard motors, gives an annual spring 
party to a group of employees who have completed 15 
years or more of employment at the Evinrude plant. A high 
spot of the party is the presentation of gold watches to 
new members of the 15-year-club. 

The watches are always purchased from Bunde & Up- 
meyer. So, as a favor, an Evinrude official asked the 
jewelers to use a display of Evinrude motors for a few 
weeks. Louis R. Bunde, president, said he would be 
glad to cooperate—and that’s how four motors found 
their way into a jewelry store window, amid displays 
of silverware and watches. 

The stunt proved to be quite a crowd stopper and 4 
good number of curious people not only stopped and 
looked, they also asked questions of the jeweler. 
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abalone pearls are the irregular type known as baroque, far the most abundant and the most desirable. Pearl 


and have only local importance. fishing is a well organized business and a considerable 

| The fresh water rivers of the world have also pro- fleet of boats spends some months gathering the oysters 
duced many valuable pearls, from an animal known as and recovering the shells. After a spring and summer of 

the fresh water mussel (Unio). It has an elongated fishing and recovery, the pearls are shipped to India 
shell with a lovely pink and lustrous lining. Fresh water where most of the trading takes place. From there they 
mussels are believed to be fairly long-lived, so that fair find their way all over the world, with Paris one of the 
sized pearls can form in them. They are not generally main centers. Today, the United States does many times 
considered quite as desirable as the salt-water pearl as much business in cultured pearls as it does in oriental 
oysters (Margaritifera) pearls, but nevertheless, they pearls. 


are valuable and find a ready sale. There is a high per- (To be continued) 


centage of irregular shapes in Unio pearls; round ones 








| of good luster and perfect shape are extremely rare. te A Stews Meso ie Change d 
: earliest pearls of commerce were probably all fresh wate: 
Unio pearls; Scotland, Ireland and France were once pearl Changing the name of an old, established firm is not 
producers. Pearls have been found in our own Indian an easy decision to make. But sometimes it is necessary. 
mounds near the Mississippi, indicating that the Ameri- Take the case of Henry C. Gelula who, with his 
| can Indian was a lover of pearls. parents, has been operating a jewelry store in Atlantic 
Nevertheless, even in Pliny’s day the chief sources of City, New Jersey, for the past 29 years. The firm, 
high quality pearls was the same as those we recognize Friedeberg’s, was founded in 1890 and had, under the 
today. The highest prized of all were those that came guidance of the founder and the Gelula family, gained 
from the Red Sea. To the Roman, the pearl was second the confidence and esteem of the public. 
only to diamond. Though there are many species, mainly Since many customers realized that “Friedeberg’s” 
geographically distributed, the pearl-bearing oyster genus was merely a trade name and that the Gelula family was 
is the animal known as Margaritifera. Their shells vary the true proprietor, Henry Gelula changed the firm name 
in coloring and in size and the expert can usually tell the to Gelula, Inc. However, Gelula had another reason for 
source of a group of pearls by similar characteristic dif- changing the firm’s name. It seems that Friedeberg’s 
ferences. Pearl oysters vary greatly in size, those of the was steeped in tradition as an old cash store, a “label” 
South Pacific and northern Australia are the largest and which Henry Gelula desires to change. In his scheme of 
produce some of the largest pearls. operation, the store will be run as a “high-type pro- 
In volume oriental pearls of the Persian Gulf are by gressive credit” firm. 
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| ann skill and craftsmanship of the highest order are 
reflected in this beautiful 14 Kt. Cultured Pearl Bracelet, 





a new Church creation. Bracelet contains 24 matched pearls 
in 8 groups of 3 pearls each. And each group is double-linked 


in yellow gold. Truly a bracelet to be admired, desired...and sold! 
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Fashion Headlines 
(From page 88) 


gold or platinum; clasps, pins, and charms which inter- 
mingle pearls with blue sapphires, glowing ‘rubies, 
emeralds and diamonds. Acorn earrings of large mabe 
pearls provide a new and appealing design. 

Neptune Cultured Pearl Syndicate has new earrings 
which feature magnificent black or white pearls with 
dazzling diamond drops. The drops are crafted so as to 
be interchangeable, which is a new touch in versatility, 
and can be worn as charms or pins. Handsome five- 
strand flexible bracelets laced with colorful cluster 
charms are another feature. 

L. Borrelli Co. are proud of the size and rare quality 
of their cultured pearls. They showed me a fabulous 
necklace composed of 33 pearls with a total weight of 
1500 grains; also a breathtaking 104 grain pearl of 
incomparable beauty. This house deals mostly in loose 
pearls, and all assembling is done in their plant in Tokyo. 

S. Smigrod has an exceptional selection of bracelets 
and brooches embedding precious colored jewels and 
pearls in gold. Some bracelets come in shimmering com- 
binations of pearls and opals against blue enamel, and 
there are many lovely blue baroque necklaces. 

Nathan Gem and Pearl Co. is displaying pin corsages 
and charms patterned of pearls and semi-precious stones. 
Lovely blends of amethyst, sapphire, tourmaline, emerald 
and moonstone form choker clasps and pins. Some are 
interchangeable as_barrettes. 





Z. 1. Levkov is furthering the growing fashion interest 
of green as a color with distinctive pearl and emerald 
earrings, and at surprisingly promotional prices. Each 
large cultured pearl is under-flashed with an emerald 
brilliant, or the same design is used with diamonds. 

Byard F. Brogan is creating a new look of delicacy 
in rings with pearls strewn through strands of palladium, 
and his pearl earrings reflect delicate jewel glow in 
gleaming palladium settings. 

Ferrante Rivieccio Co. are well known for the beauty 
of the jewel clasps which decorate their cultured pearls, 
such as red tourmaline petals surrounding a stamen of 
white zircons which create an exotic flower; also enor. 
mous cabochon jewels, interlocked with multi-jewel clus. 
ters for contrasting brilliance. 

Leys, Christie & Co. are featuring handsome side-drape 
necklaces with magnificent diamond brooch clasps which 
can be twisted twice about the wrist and become brace- 
lets; ropes of radiant pearls that can be draped in the 
new bib-like fashion; pins of topaz, amethyst and jade 
jewels encircled in pearls; pearl and diamond earrings, 
and important pearl and multi-jewel rings. 

Many of these cultured pearl houses also have com- 
plete lines of infants’, children’s and teen-age jewelry. 
Following the same idea as add-a-pearl Orientals, are 
golden baby chains, to which giftgivers can add an inch 
or two of cultured pearls at a time. 

Classic circle pins of cultured pearls make another 
fine promotion for baby girls because they are in such 
perfect taste, look sweetly pretty on little dresses, and 
because safety clasps secure them from being eaten— 
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always an important point of consideration when selling 
baby jewelry. Of course, we recommend the smallest 
ize, and larger pins can be added as the years go by, 
thus building a fine pin ensemble. Cultured pearl pins 
can also be promoted for graduation gifts much more 
strongly than they are now. Teen-agers will fasten them 
to ribbons and bows to be worn in the hair, pin them to 
throat ribbons as necklace brooches, wear them on col- 
lars. cuffs, hats, lapels, handbags, and in all the style 
wave they copy from adults. | 
There was never a better fashion season for selling 
pearls with the whole style trend striving for gentle 
femininity and given expression with soft fabrics such 
as chiffons. soft crepes, and soft voiles. Colors too are 
softened into flower shades with delicate pinks, blues and 


soft whites predominant. 
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Weighing 650 carats in the rough, the Jubilee was 
found in the famous Jagersfontein mine in South Africa 
in 1895. It was made into a cushion-cut gem of 245 
carats notable for its clarity, whiteness and brilliancy. 
When first discovered, it was called the Reitz after the 
President of the Orange Free State, but it was renamed 
the Jubilee when it was cut in the year of Queen Vic- 
toria’s Diamond Jubilee, 1897. 

Although the Queen was presented with a diamond 
chain and pendant and with many other diamond gifts 
in honor of her 60 years on the throne, the Jubilee 
Diamond was never in her possession so far as it is 





known. The public saw it at the Paris Exposition of 1900 | 


together with jewelry made of a curious new shining- 
white metal from Russia called platina, now known as 
platinum. The Jubilee was purchased in 1939 by an un- 
named East Indian Prince. 

A style of diamond cutting, developed around the turn 
of the century, was called the “Jubilee cut” after Queen 
Victoria’s anniversary. The Jubilee cut had 88 facets 
with no table or culet. This style of cutting has nothing 
to do with the Jubilee Diamond, which is in the form of 
the traditional cushion cut. 


FOR JUNE, 1952 





GUISM LL 


IN FINE JEWELRY 
for MEN and WOMEN 


Made in I4Kt, 14Kt on Sterling 


Silver and Sterling Silver. 


Matching sets of necklaces, 


bracelets, earrings and pins. 


Tags for bracelets, necklaces, 


key rings es key chains. 


a 


Write for Complete Catalog 


MH 


Department J 


269 S. 9th St., Philadelphia 7, Pa. 





111 








For the Largest Selections 
of Fine Dependable 


lai 


Rely on RACINE 





Write for the Latest 


RACINE CATALOG 


Featuring Timers and 
Chronographs for Every 


Sport and Technical Use 


x 
* GUINAND TIMERS 


x GALLET TIMERS 
x GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 19, N. Y. 





112 





How to Attract Business 
(From page 73) 


It is the bridal consultant who should gather together 
on a table, samples of the designs in tableware and acces. 
sories which the bride has chosen, and keep a record of 
gifts bought by relatives and friends. Space may not 
permit such a table for each of your brides, but one table 
can take care of many place settings. In any event, the 
record (in some form) is a “must” in providing the 
appreciated and essential service of preventing the dupli- 
cation of wedding presents. 

The correctly set table is one of the best salesmen any 
store can have. It gives the customer a complete picture 
of the ware as it looks in use. If the store has enough 
space, several table settings should be on view all the 
time. But the smaller store can do an effective job with 
one table, changed often. Such a table can be, actually, 
an advertising point, inviting the public to come in and 
see this week’s setting. 


TABLE SETTING CONTESTS 


Both the large and the small store can make use of the 
table setting as a big-scale promotional device. Because 
women are always interested in them, many jewelry stores 
are staging the increasingly popular table setting contest. 
Clubs and other organizations are anxious to compete 
in these contests, but the teen-agers should not be over- 
looked. These girls are tomorrow's customers and when, 
through their schools and organizations, they are asked 
to give concentrated attention to table appointments, their 
interest is aroused early. And if they are given a piece 
of china, glass or silver of their own choice as a prize, 
their preferences in design are established long before 
they are even engaged. 

Table setting contests are not the only way to get these 
girls into the store. Talks given in the schools, particu- 
larly to home economics classes, stir interest in objects 
which until then had been simply something to eat with 





Synthetic Star Ruby in Unique 
Bracelet-Ring 


A ruby for her finger, a ruby for her wrist! In the 
twinkling of an eye, milady can have either a ring or a 
bracelet by simply unfolding the gold links of this un- 





usual new creation of Nadja Buckley, famed designer of 
precious jewelry. Featuring a 42-carat Linde star ruby 
with small diamonds, this gold ring-bracelet combina 
tion was shown in Georg Jensen’s window at 667 F ifth 
Avenue, New York, last month, and will go from there 
to other parts of the country for display. 
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or on. Also, the class should be invited to come to the 
store and see the various types of china, glass and silver, 
and learn about the background of the ware. Usually, 
each girl is permitted to select one piece of ware as a 
gift—another way of establishing her preferred pattern. 


OUT-OF-STORE TALKS 


Someone from the store should always be available for 
out-of-the-store talks on merchandise, not only in the 
schools but before any interested group. And, in these 
days when house-to-house selling is growing in scope, 
jewelers are finding it profitable to talk with and show 
merchandise to small groups of women in their own 
homes or to address various community organizations. 
China and glass are fascinating topics to almost all 
women, and their appreciation of the quality factors in 
these items—particularly evident in the brands carried by 
jewelry stores—is built up by such lectures. 


CHINA AND GLASS CLUBS 


China and Glass Clubs, conducted along the same lines 
as Silver Clubs, are being developed by many stores. The 
three types of ware can be sold as a unit in this way, with 
the possibility of additional sales every time the customer 
comes to the store to make a payment. 

Manufacturers and importers of fine ware are always 
available for help in the promotion of their product, and 
many jewelers are taking advantage of this. Special dis- 
plays of certain lines of china and glass arouse much 
interest in the community, if they are properly backed 
with promotion and advertising, and quite a few manu- 
facturers have on their payrolls women who will speak 








to your customers on the ware, and help with special 
showings of table settings. 


KNOW THE CORRECT TERMINOLOGY 


China and glass are not the world’s most complex sub- 
jects but, just as with diamonds and watches, there is 
much to know about them. There is a terminology, of 
which many customers have a rough knowledge but 
which the saleswoman should know well. There are wide 
differences in quality and style and variations in decora- 
tive effects and the ways in which they are achieved. You 
may know these things, but is your sales force as well 
informed ? 

Elsewhere in this section, you will find a glossary of 
china and glassware terms, all of them necessarily brief. 
For more complete information, consult booklets and 
brochures of the manufacturers of every line you carry. 
There are, of course, many books on the general subject 
right in your own local library. Intelligent and profitable 
selling depends on knowledge of merchandise and knowl- 
edge of stock. The two are not necessarily the same. 
Even though your saleswomen may know the difference 
between china and earthenware and have a good conver- 
sational knowledge of their history and manufacture, are 
you sure they know whether or not matchings of a par- 
ticular pattern are available? Or if they don’t know, are 
you sure they are giving your customers the latest word 
on the possibility of obtaining matchings? 

These are small things, yes, but they are important to 
your customers, and so, like all other phases of selling, 
they must be important to you. 
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Table-Top Romance 


(From page 79) 


England. European countries became more accessible. 
Travel, imports were encouraged. New foods and bever- 
ages took their place on the menu. As a result a com- 
pletely new wave of luxury and style swept over the 
table top. Significant of this Renaissance was “Venice” 
glass. While some of this glass was imported, much more 
was made in England by immigrant Italian workmen. In 
1575, Queen Elizabeth granted Jacopo Verzelini ihe 
privilege of making “Venice” glasses for 21 years in 
London and of teaching his craft to Englishmen. (A rare 
Verzelini goblet is now in the Corning Museum of Glass 
at Corning, New York.) Fragile, delicate, in contrast to 
silver and the heavier drinking vessels they had been 
using, Venice glass on the table became the fashion of the 
well-to-do for both their wine and beer. 


FORKS BROUGHT FROM ITALY 


A revolution in table manners came more slowly. The 
use of forks to eat with was a refinement which made a 
great impression on English travelers in Italy in the early 
1600’s. Thomas Coryat, returning from Italy in 1608, 
brought back this new eating tool which carried food to 
the mouth so efhciently and without soiling the fingers. 
In spite of criticism, he persisted in using it and encour- 
aged other adventurous souls to do likewise. But it was 
not until the end of the 17th century that it became gen- 
eral for those who could afford them to have a few forks 
among their table silver equipment which then. even as 





now, was the ultimaie in fashion, beauty and affluence for 
the table. As the use of forks spread, the knife lost its 
sharp point, blades were curved and became wide at the 
ends so that one could use them for eating peas and such 
foods as might slip through the wide prongs of the forks, 
In spite of this advance, however, fingers and spoons still 
remained the tools of the average man. 


TEA DRINKING FOUNDS AN INDUSTRY 


One can wonder how the earthen dish might ever have 
found its way to the fashionable table if it had not been 
for tea. In 1602, Elizabeth had granted a charter to the 
East India Company, thus opening many of the mysteries 
and arts of the Orient to her insular realm. After the 
Restoration (1660), tea was an import which brought 
with it the exquisite pots and handleless cups with which 
to drink it. Tea drinking became a fashion ceremony. 
A special table was designed for its actual serving which 
has been with us ever since. So began a custom that was 
not only to revolutionize the way of living, but to found 
an industry, disrupt nations and divide them with royal 
intrigue and war. 

For up to the end of the 17th century, the trencher, or 
as we shall call it from now on, the plate, had been a 
strictly utilitarian object. The importation of Chinese 
porcelain, however, gave it its greatest single impetus. 
Because the porcelains from the Orient were so costly, the 
ever-increasing tea drinking public demanded pots and 
vessels at a lower price and English potters strove to 
comply. So was born the English pottery industry. 

Stirred by the beauty and the mystery of the Chinese 
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porcelains, local potters sought to copy them. The trans- 
lucency of the “China-ware” defined solution but they 
achieved great charm in using the provincial folk tech- 
niques at their disposal. This was chiefly the tin-glazed | 
ware better known as English delft because it resembled | 
that which was made in Delft, Holland, and imported 
until Charles II put a stop to it. 

Potting by now was pretty well concentrated in Staf- 
fordshire. Up to the beginning of the 17th century, it 
had been a family affair, every farmer making the jugs, 
butter pots and other clay utensils used in his own 
kitchen. Clay and wood for the fire to bake it were his 
chief needs and as long as these were available, he could 
make pots anywhere. By 1600 wood was becoming scarce 
and costly. There was plenty of coal in Staffordshire, and 
clay as well. Here potting began to develop as a special 
trade and by the end of the 17th century were established 
the first of the many potteries which from that time to this 
have been making ceramic history both for themselves 
and the table top. When tea and Chinese porcelains pre- 
sented a challenge, the potters were prepared to accept it. 

The first half of the 18th century saw increasing refine- 
ment in the ware produced. To compete with the trans- 
lucent Chinese porcelain, it must be thin and light and 
by some manner of means nearly transparent, though the 
secret of this latter quality continued to defy the English 
potters. Even so, the casting process was developed and 
gray-hued enamels were used to paint the Chinese-like 
designs offered in competition. Much of it was beautiful 
in itself but there was no great demand for the earthen 
plate on the table. 





WEDGWOOD CREATES NEW WARE 
And then came Wedgwood (1754) —inventive, shrewd, 


an excellent potter with a head for business, a man suited 
to his times, for England was now entering the industrial 
era. Rather than imitate the Chinese porcelains as other 
potters were doing, he created his cream colored ware 
(1759-69) at a price that even the moderate home could 
afford. He saw, too, the need for many other pieces in 
his “useful ware” as he called it, than had heretofore 
been made—vegetable dishes, pickle dishes, the hot water 
jug, to mention only a few from a long list. Wedgwood’s 
cream ware sold far and wide, not only in his own coun- 
try but in Europe and in that ubiquitous young country, 
America. 

More than any other potter did Wedgwood put the 
plate on the table. Its setting began to assume an appear- 
ance that would be recognizable today. Silver had not 
lost its prestige or its charm for those who could afford 
it but now there was Sheffield plate—silver on copper, a 
process discovered in 1740—which provided more modest 
homes with the forms and shining appearance of silver 
at much less cost. Glass was still a luxury for the wealthy 
and forks a completely unnecessary item unless one had 
plenty of money to spend for them. 

Toward the end of the century, the pattern on the 
earthen plate changed considerably and another well 
known potter made his important contribution—Josiah 
Spode developed his “blue printed” and provided the 
average table top its first opportunity for dishes of color 
and design. F ollowing the hand enamelled wares of the 
early part of the century had been the mechanical method 
of printing the design on top of the glaze, leaving the 
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artist only to fill in the color. The result was often crude 
and lacking in charm. The success of the “blue printed” 
under the glaze was the soft quality of the color mellowed 
by its covering of glaze and the absorption of any hard 
lines in the biscuit underneath. Potter after potter made 
“blue printed” which virtually took over the earthenware 
field from 1790 and innundated this country until around 
1850. After the war of 1812 special designs appealing 
to the patriotic American spirit of the times were popular 
—“historical blue,” some pieces of which now bring 
fabulous prices as collectors’ items. 

The table top now had two levels. Those with money 
to buy it could have a porcelain plate on their table, 
chiefly imported from China. Although Boettger in 
Germany had discovered the secret of true china as early 
as 1709, the secret had been well guarded for more than 
half a century. The early attempts to make porcelain or 
china as it was called in England, had employed glass to 
achieve translucency. None of these had been lastingly 
successful. In 1800, however, Josiah Spode II began to 
make a new china body which contained bone ash to 
whiten it and established the “bone china” formula for 
which England is now so well known. 


“TREEN" WARE GRACED EARLY AMERICAN TABLES 


History repeated itself on the American table top. For 
the first century of the country’s pioneering existence, 
“treen” ware (derived from the word “trees’) furnished 
the American table top because wood was the most abun. | 
dant material at hand. Eventually it was supplemented © 
by pewter and an occasional luxurious piece or two of 
silver. An early diary here and there records an oc- 
casional set of “Venice” glass but there was little luxury 
during the long, lean years of settling in a wilderness 
land. 

By 1735, when the Staffordshire potters woke up to 
the fact that a new market was awaiting them across the 
seas, times had changed. In both north and south were 
beautifully built, elegant houses of wealthy planters and | 
successful merchants, eager for the latest tableware and 
handsome accessories. Tea and its accompaniment of 
fine Chinese porcelain followed the pattern set by 
England. Silver and porcelain became the table equip- 
ment of certain leading families, earthenware and pewter, 
of all but the very poor. After the Revolution, fine por- 
celains were imported direct from China. At Mount 
Vernon may be seen pieces from Washington’s favorite 
blue Canton and other Oriental porcelain services, English 
glass and fine old silver. And in museums all over the 
country are examples of other Oriental porcelain services | 
bearing the family coat of arms and pieces of fine old | 
silver, by this time much of it of American craftsman [| 
ship. All of this attests to the luxury and culture on the | 
early Federal table top. 




















EARLY POTTING IN U. S. A. A FAILURE 


Naturally, there were many attempts at this time to set 
up the table top craft in this country. Only the silver 
craftsman was successful, leaving us a heritage of beauty 
and design distinctively American which is often reflected | 
in our silver of today. One scarcely needs to mention — 
the name of Paul Revere from a list of several equally | 
able. He worked best in the classic style so popular at — 
that time among the architects (Robert Adam and his — 
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brothers) and the furniture designers (Sheraton and 
Hepplewhite). The Greek revival was sweeping Europe, 
set off by the exciting excavations at Herculaneum and 
Pompeii in Italy which uncovered the forgotten classical 
world, and influenced design in every field—painting and 
sculpture, as well as architecture, furniture, and silver. 
There were many reasons why the making of glass and 
dinnerware did not “take” in the first century or two in 
this country. Fine silverware was a practical investment 
for, if necessary, it could be melted and made into coin. 
The silver craftsman needed little more than fine tools 
and his skills for an assured market. The making of 
china and glass were larger operations requiring labor 
and fuel and above all, means of transportation for the 
marketing of goods. Spurred by the success of the Stat- 
fordshire potters in selling their wares in this country, 
many of the working potters migrated to this country in 
the hope of catching some of the demand for dishes on 
the table. Potting in the early days of this country is the 
record of one failure after another. Most of the potters 
had scant capital. If some lasted longer than others, they 
were defeated by the lack of markets for their wares. 
The new nation was concerned with the down-to-earth 
business of clearing forests and fields and building rude 
settlements: there was little time to push out frontiers. 


GLASSWARE ONLY FOR THE WEALTHY 


The same story is repeated in glass. There were fine 
glass makers here and famous names such as Stiegel have 
come down to us, but none made a lasting success. What 
most people do not realize is that glass, in spite of its 
antiquity, in spite of the fact that England had developed 
a distinctive art in table glass by the beginning of the 
18th century, was not a universal drinking vessel yet. It 
appeared solely on the table of wealthy persons. 

As for forks, H. P. Okie in “Old Silver” gives the 
answer: 

“Political history of the United States teaches us that 
when John Adams represented this country at Versailles, 
he and his wife Abigail (the most advanced woman of 
her day) were struck with the cleanliness and utility of 
the use of forks at the table. When Adams returned to 
the new republic, he brought forks with him and put 
them on his table when guests were entertained as well as 
when he dined alone. This imprudence nearly cost him 
the presidency. It was first whispered by his friends and 
then shouted by his enemies that he had abandoned the 
ways of democracy.” 

It was the industrial age that finally brought democracy 
to the table top and raised the standard of living, which 
has been mounting ever since. In 1825 the Sandwich 
Glass Company in Massachusetts was founded, which, by 
its invention of pressing glass, was able to copy much of 
the fine cut expensive glass of England and Europe and 
thus bring the water goblet and glass wares onto the 
everyday table. It is difficult to realize that the use of 
forks is scarcely one hundred and twenty-five years old 
but when the process of electroplating was developed in 
1830, silver flatware began to grace the table of the 
simplest home. 

Highly ornamental glass ruled the 19th century, the 
so-called “lacy” glass and pattern glass which came in 
whole matching sets that included sugar bowls, butter 
dishes, etc. The glass industry fanned out from Massa- 
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| - Our newest collection of Gold Bracelets, 
| Gold Necklaces and Gold Watch Bracelets : 
"are designed not merely for beauty... 
but to make Your customers’ “— 
“BUY BRACELETS BY SINGER" 
Priced from $12. to $200. 
Your Inspection Is Cordially Invited 
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In a Beautiful Display Case with 6 stones from !/5 
carat to 3 carat... Total weight 9 carat. 


$49.00 with Case — Free Mat for Advertising 


HENRY 


LAPIDARY, INC. 
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chusetts into New York state and then into the great Ohio 
Valley, where some of today’s outstanding glass many. 
facturers are located—A. H. Heisey in Newark, Ohio: 
the United States Glass Company at Tifhn, Ohio. There 
is Fostoria Glass Company in Moundsville, West Vir. 
ginia, and Duncan and Miller in Washington, Pa. Much 
of the glass these leading companies make is hand blown, 
They are much concerned with glass for its own sake, 
Natural form is the basis of present-day design. Pro. 
portions and contour are as important as applied decora- 
tion, the latter reduced to a minimum such as a single 
engraved, etched or cut motif. 


U. S. DINNERWARE INDUSTRY GREW SLOWLY 


Dinnerware as an industry grew far more slowly in 
America. Comparatively little fine American china was 
made until after World War I. During the early 19th 
century, Americans still bought their china from abroad. 
In 1913, Miles Mason of Staffordshire obtained a patent 
for ironstone china, a type of stoneware created in imita- 
tion of the expensive English bone china. Decorations 
ranged from highly colored and gilded overall patterns 
to a simple strawberry motif in copper lustre. Plain 
white ironstone—strong, durable, cheaper than the deco- 
rated ware—was the mainstay of the American housewife 
of mid-Victorian days. 


From the days of its early elegance—the Regency 
period in England, 1811 to 1820—French porcelain had 
made a lasting impression on those Americans who be- 
came acquainted with its lustrous beauty. Among the 
discriminating few was David Haviland, an American 
china importer, who went to France in 1839, determined 
to find the match of a beautiful china cup a New York 
customer had brought to him. He ended his search at 
Limoges and settled there to make fine French china for 
the American market. He shipped his first porcelain to 
America in 1842. Almost a century later, the Havilands, 
in collaboration with the Shenango Pottery Company, 
brought out another china—American Haviland—and 
both, of course, are on the market today. 


French Haviland with its delicate patterns (usually 
floral sprays) and gentle colors supplanted white iron- 
stone after the Civil War. It brought back color to the 
rather drab Victorian table. In the gay and pompous 
nineties, English Minton—royal blue enamel, richly and 
expensively overlaid with gold in a raised pattern of 
beautiful craftsmanship—also became the vogue. It 
suited the days of elaborate dining when the more gold 
on the plate, and the more it cost, the greater the impres- 
sion. 

First of the American china manufacturers was Walter 
Scott Lenox who founded a plant at Trenton, New Jersey, 
in 1889 and labored tirelessly, despite crippling illness 
and heart breaking commercial failure, to establish his 
Irish Belleek-type porcelain. Of more recent date are 
other great American chinas—Castleton, a division of the 
Shenango Pottery Co.; Franciscan, division of Gladding: 
McBean & Co.; Syracuse, made by the Onondaga Pottery 
Co.; Flintridge, and Jackson. 

Since its birth, pottery has moved steadily westward. 


Now it can move no further west. What began on the 


wheel of an unknown potter in Egypt and was so highly 
developed in China, has circled the world to California. 
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A Los Angeles Trade Fair Show Sponsored by the Los Angeles Chamber of Commerce and the California Retail Jewelers Association 


speaking of diamonds eee you, too, can get a two-bagger 


with just one trip to the plate! 


Make Los Angeles home base on 
AUGUST 17-20 for the 4th Western 
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Show (INCLUDING CHINA & GLASS) 


and the 19th Annual California 
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j Write or Cable For Information to 

TH AI N AKON EXPORT DEPT. Chakrapett Road, Bangkok. 

i IMPORT DEPT. Pracha thipatai Road, near Wanchard Bridge, Bangkok. & 
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You Get Incomparable Values! 


° Necklaces 
All sizes and grades from $15 to $5,000, Keystone. 
Memorandum selections sent on request. 


* Loose Pearls 
From 3 to 10 MM., all qualities. 


° Cultured Pearl Jewelry 


1/20—12K gold-filled; smartly styled to retail from 
$4 to $25. 


Orders accepted from wholesalers, jobbers, 
manufacturers and importers. 


Order now, for immediate delivery from one of 
the largest and most complete stocks in the country. 


NEPTUNE Cultured Pearl Syndicate 


550 Fifth Ave., N. Y. 11 PLaza 7-0769 
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Our many years of ex- 
perience in purchas- 
ing, restoring and 
reproducing antique 
jewelry, has gained for us the reputation of “The 
Antique Jewelry House.” 

All work is completed in our own workshop. ‘ 


¢ Unusual “Calls” fulfilled 
¢ Estates Purchased 
¢ Special Order Work 


H. Schneider 


manufacturing jewelers and 
traders in antique jewelry 


74 West 46 St. New York 36, N. Y. 
Est. 1978 
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- JEWELERS BY THE HUNDREDS latched on to 


Naomi-Pac the first time they saw it. THEY like the 

time it saves in repair jobs. THEY like having the 

proper finding "pop" right out when they need it. 

THEY are SOLD on Naomi-Pac ... and you'll be 

sold too on the only packaged and protected 

jewelry findings in the field. 

TRY OUR "E" ASSORTMENT OF RHINESTONES FOR 

WATCH DIALS—$3.20 Per Package. ye 
< 


Available through your material house only. o'| 
Contact them today. 


NAOMI 


ISLAND PARK, N. Y. 
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ed NEW YORK 
Room 711, for 


air-condition 
Fifth Avenue, 
A. & Z. line of . 


an attractive, 
OFFICE at 389 
the complete 
WATCH aRACELETS 
BABY JEWELRY 


CHAINS 


ative in Charge: 
P. ABBOTT 
Phone MUrroy Hill 3-5777 






REPRESENTATION 
FROM 
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ee — RETAIL TRADE ONLY 






=A «Z CHAIN COMPANY 


ESTABLISHED 1905 





116 CHESTNUT ST * PROVIDENCE * R el » 
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SINCE 1907... 
stands behind their e eye-catching design 


A half-century of skilled craftsmanship 
@ superior materials @ lasting durability 


@ provei: sales-appeal. Send for catalog. 
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fd.bty ARCH CROWN TAGS, INC. 277 Halsey St, Newark 2, NJ. 
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WHOLESALE JEWELERS. 
712-14 SANSOM ST. 


™ PHILADELPHIA | 





Snes 


my si aa 
Yo 1952 A & G aa 


Turn the handle, and walk right into a new world 
of added volume and profits . . . when you order 
and sell from the A&G catalog. Like countless 
retailers since 1895, you'll discover that this book 
of profits is backed by a long tradition of depend- 
able service. 


Distributors of 


50 


Famous Lines 





Toastmaster 
Automatic 
Pop-Up Toaster 


FINE JEWELRY °® DIAMONDS e TOILET WARE 






A COMPLETE LINE OF FINE STONE RINGS 





“712-714 Sansom Street * Philadelphia 6, Po. 











Phone: WAlnut 2-3995 
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SHRINE BUTTON 


of Solid Platinum 
set with the 


FINEST QUALITY DIAMONDS 





Write for information on our complete 
line of fine gold Emblematic Jewelry. 
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hundreds of appeal- 
ing Fisher charms 
which you can make 
up into custom- 
made bracelets BRIDAL SET 
IS OUR BEST SELLER! 


DS) ae PRIA ASAE | FULL CUT, 
> .07 PT. CENTER 
OF FINE QUALITY 
with 9 Fine White, 
Matched Stones. 


st 587,90 


THIS BEAUTIFUL 


10 DIAMOND 


Rings enlarged 
to show detail 


LIEBER & LERNER 


305 East 47th Street 
FREE MATS New York 17, N. Y. 
AVAILABLE i : 
Attleboro, Mass. st Sede tee 
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BOOKS.... 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘'in print'' at the time 
orders are received. We can supply titles from leading publishers. All prices 
quoted are net. No accounts opened for book purchases. Books sent post-paid 
anywhere in the United States. 





For the Gem Expert, Connoisseur and Student of Gemology 


























GEMS AND GEM MATERIALS $6.00 STORY OF THE GEMS $4.00 GEM CUTTING $3.95 
Drs. Kraus & Slawson H. P. Whitlock J. Daniel Willems 
A KEY TO PRECIOUS STONES $3.50 STORY OF DIAMONDS $1.85 POPULAR GEMOLOGY $4.75 
L. J. Spencer A. C. Austin and Marion Mercer R. M. Pearl 
GETTING ACQUAINTED WITH MINERALS $4.50 FAMOUS DIAMONDS OF THE WORLD 2 OE —_ 
George L. English Robert M. Shipley THE ART OF THE LAPIDARY 54.56 
REVISED LAPIDARY HANDBOOK $3.00 HANDBOOK OF GEM IDENTIFICATION $5.00 Francis J. Sperisen 
J. H. Howard Richard a Liddicoat, Jr. PROPERTIES OF GEM VARIETIES NF 
A ROMAN BOOK ON PRECIOUS STONES $6.75 GEM TESTING $5.00 MINERALS $4.75 
Sydney H. Ball B. W. Anderson, B.Sc., F.G.A. Edward Wigglesworth 
For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 
JEWELRY MAKING & DESIGN $8.95 METALCRAFT AND JEWELRY $3.95 3,033 RETAILING IDEAS $3.95 
Rose & Cirino Emil F. Kronquist Emanuel Lyons 
JEWELRY REPAIRERS’ HANDBOOK 1.25 HAND-MADE JEWELRY $3.00 
J. 6. Keplinger : PRINCIPLES OF ELECTRO PLATING AND re Weiner 
JEWELRY DESIGN AND APPLIED DESIGN $25.00 ELECTRO FORMING $6.50 = JEWELRY GEM CUTTING & METALCRAFT $4.50 
C. A. Jakobb Blum & Hogaboom W. T. Baxter 
JEWELRY AND ENAMELING $4.25 TESTING PRECIOUS METALS $2.50 ENAMELLING ON METAL $3.00 
a METAL WASTES $6.00 ahaa et 
6. N OF PRECIOUS AND 
C. M. Hoke THE JEWELERS’ DICTIONARY $6.00 a Be prony oats a ko $3.00 
ART MONOGRAMS AND LETTERING (New Second Edition) H. de Koningh 
(Special 18th Edition—Paper Cover) $2.50 GEMS AND JEWELRY TODAY $10.00 THE TRADE MARKS OF THE JEWELRY & 
19th Edition—104 Pages—Hard Cover $6.00 Marcus Baerwald and Tom Mahoney KINDRED TRADES (New 6th Edition) $7.50 
For the Skilled Watch and Clock Maker, the Apprentice and Student 
PRACTICAL BALANCE AND HAIRSPRING HOROLOGY $4.50 KNOW THE ESCAPEMENT (New Edition) $5.00 
7", ee J. Eric Haswell, F.B.H.I. Barkus Watchmakers 
‘- * einiein 
, TING $3. 
mes ; rk ATE Fo spears wenenes 03.00 THE MODERN CLOCK $4.95 MODERN WATCH REPAIRING & ADJUSTING $3.00 
. J. Nieiniein 
PRACTICAL BENCHWORK FOR HOROLOGISTS $5.00 PRACTICAL NOTES FOR THE WATCHMAXER $3.50 MODERN METHODS IN HOROLOGY $2.50 
louis and Samuel Levin (French-English Edition) Grant Hood 
SCIENTIFIC TIMING $6.00 ania THE WATCH REPAIRER’S MANUAL $6.00 
Charles Purdom PRACTICAL WATCH REPAIRING $5.00 Henry B. Fried 
KEYSTONE WATCH REPAIR RECORD BOOK $2.75 Donald De Carle CHRONOGRAPH WATCH REPAIRING— 
WATCH ESCAPEMENT . ESEM-BL-0-GRAF LIBRARY OF 24 FULLY 
4m _ ae $2.75 ILLUSTRATED BOOKS ...... List Price $150.00 
THE SCIENCE OF CLOCKS AND WATCHES $5.00 ne os Oy Five per cent discount for cash. Also sold on 
(2nd Edition) INTRODUCTORY COURSE Monthly Payment Plan. Write for further details 
A. L. Rawlings, Ph.D. ON CHRONOGRAPHS $2.50 and 15 days free examination offer. 


On Silver for the Jeweler, Collector and Antiquarian 








THE SILVERSMITH’S MANUAL $4.50 THE PRACTICAL BOOK OF AMERICAN SILVER $6.00 THE STERLING FLATWARE PATTERN INDEX 
Bernard Cuzner Edward Wenham 1951 Edition 

ENGLISH SILVER (1675-1825) ssoo OM ee oo 4.00 Without Binder $15.00 
Stephen G. C. Ensko and Edward Wenham S. B. Wyler With Leather Binder $20.00 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street, New York 17, N. Y. 


Check or money order must accompany all orders. Do not send cash. 


Prices subject to change without notice. Neo books sent on approval. 
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|. A table lighter designed by Clear-Float for the 
golfing enthusiast. The duffer misses the ball and 
sprays real sand (which really flies) in all direc- 
tions. By Plastic Developments Inc., Attleboro, Mass. 


2. The “Golden Anniversary" clock by Haddon Prod- 
ucts, Inc., Chicago, Ill., has 24K gold plate finish and 
is completely electric. Retails at $29.95, plus tax. 


3. “African Buffalo,” a new line of cutlery, features 
handles of genuine buffalo horn imported from South 
Africa. Bottle opener, bottom, and letter opener each 
retail at $3. From the Northampton Cutlery Co., Mass. 





4. The Blue Lodge emblem, from Irons & Russell's new 
DeLuxe emblem line, is made of palladium. Keystone 
price of the mounting only is $10.50; with the six 
diamonds as illustrated, price is $63.10, Keystone. 





5. A tie clip and link set for the sports-minded man 
has been introduced by Swank. Finished in white, the 
tie clip retails at $2.50, the cuff links at $2.50. 





6. This set, from the new Squire line of the Taunton 
Pearl Works, is made of genuine mother of pearl. It 
retails at $4.95, FTI, and comes in attractive case. 
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1. Nineteen years ago, Wallace Silversmiths ad- 


vertised for the first time in the pages of House 


proves how You can 
° ae — year after year res 
b , Walle H Beauti - 
sell more mer chandise rec = te te 


Beautiful to prove its ability to sell Wallace 
Sterling, but for at least eighteen years they ve 


been regularly capitalizing on that knowledge. 





2. In the June issue, Wallace uses a full-color 
ad on the inside front cover to present their 
lovely Grande Baroque sterling flatware, and 
in addition on the opposite page they display 
Wallace Sterling Silver Holloware. Not only 
advertising—but big space advertising—is used 
to reach and sell the country’s most productive 
market of homemakers. 


(i; ande Baro TT 


ering oe lhe ecete> OR HM 


one 5 Ee . 
Rear Setinnr ce cw 


3. But House Beautiful isn't just the magazine 
of your resources. It’s the retailers’ magazine 
... your magazine! Not only do its advertising 
and editorial pages present merchandise to 
home-conscious, able-to-buy families — more 
than 600,000 of them—but it sends these people 
: . aS Se a lu into retail stores to buy. That’s why House Beau- 

WALLACE 23 < wm yy | tiful is a favorite magazine for the advertising 
. , . | of every type of merchandising for the home. 















, : 
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4,, Retailers know this. They read 
House Beautiful, too. First, to find 
out what their customers will be 
shopping for during the coming 
weeks, Second, to get ideas for win- 
dow and interior displays, local ads, 
direct selling angles that will help 
them profit by this gigantic selling 
force in their communities. More 
than 54,000 retailers now subscribe 
to House Beautiful. 












Are you missing a bet? 





HOUSE BEAUTIFUL MAGAZINE 
572 Madison Avenue, New York 22, N. Y. 






7 
Are you a regular reader of House _ | 
Beautiful? You should be because | 
every issue contains a wealth of ma- | 
terial that can help you push your | 
sales-curve UP! More than 54,000 
retailers have discovered that when | 
business is good, House Beautiful | 
can help make it better. And when | 
| 
| 
| 
| 
| 
| 
| 
| 
| 







Please enter my subscription to House Beautiful at the 
trade rate of $3* per year. | understand that this offer 
is open to me as a retailer, and is not transferable. 








NAME 









STORE NAME 





business is bad, House Beautiful is a 
“must”. We want you to prove this 
to yourself... just as Wallace Silver- 
smiths have proved the sales power 
of House Beautiful for the past 
nineteen years. To help you create 







STORE ADDRESS 












CITY, ZONE, STATE 














‘— Fe more sales House Beautiful offers [] | have attached a list of other mem- [J Check enclosed for the 
, 7 you a special trade rate of $3 a year bers of our staff to whom | would amount of $ 
made only to bona fide retailers. like to have subscriptions sent at $3 
each to the address given above. ‘a Please bill our company. 





Send in the coupon today. 









JCK-652 *Regular yearly subscription price is $5.00. 
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|. "Devo Doves,” in flight, are the newest in summer 
fashions by F. Whitaker Co., Providence, R. |. These 
scatter pins have safety clasp lock and 9 rhinestone 


settings on dove's wings. $1.60 per set, Keystone. 


2. One of a new line of men's ring mountings by the 
Feature Ring Co., Inc., 130 West 46th St., New York. 
Each ring is designed to appeal to masculine tastes. 


3. Of acorn design, these fine quality cultured mabé 
pearls are set in 14K earring mountings. The retail 
price for the pair: $75. By Imperial Pearl Syndicate. 


4. Tags for bracelets, necklaces, key rings and key 
chains; available in sterling silver or 14K gold, by 
Simons Bros., Philadelphia. Priced from $2, Keystone. 


5. This ring is an authentic reproduction of an early 
American creation; has a five-stone cluster. From the 
Kon-ite line by A. Sauer & Co. of Cincinnati, Ohio. 


6. An authentic interpretation of modern French de- 
signing, is this gold-plated set with Austrian stones 
in assorted colors. Each set is individually boxed. 
From Anthony Creations, Providence. $5.95, Keystone. 


7. One from a new series of brooches, this model has 
jade with small diamonds. $400, Keystone. From the 
Art-Craft Jewelry Co., | West 47th St., New York City. 
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here today and 





rere tomorrow 
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in her teens 


Big Buyer in her own right! 
Earnings and allowances give 
these girls $3,700,000,000 a 
year to spend...as they wish, 
fancy free. 











Getting gifts galore! For birth- 
days, graduation, Christmas, 
hope chest. Gifts she nearly al- 
ways selects herself. 


Coaching Mother, Prompting 
Dad! She’s a power behind the 
throne in every field of family 
buying. She can pick a product, 
switch a brand. 











Here comes the bride! More 
girls wed at 18 than at any 
other age. Is your product on 
their shopping lists...for life? 


eventeen sells’ 


New York * Boston * Chicago * Hollywood « Atlanta 








There’s one best way of reaching the 7,500,000 
young women in their teens... 
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Fashion Authority 


(From page 67) 


rial for sales talks and advertising. There are also “case 
histories” of how other jewelers have capitalized upon 
china and glassware as supplementary lines to their silver- 
ware. 


As part of a jeweler’s educational background he 
should consider visiting one of the several trade shows 
in the china and glass field. These are held in various 
parts of the country throughout the year and at them, 
the jeweler could avail himself of the opportunity of 
seeing at first hand all of the china and glass lines under 
one roof. He could also meet and talk with the manu- 
facturers and representatives, thereby picking up a lot of 
valuable information that will help him in establishing 
and developing his china and glass business. 

The next big China, Glass and Pottery show will be 
held at the New Yorker hotel, New York City, July 13 
to 18. 





Extra Boost for Appliance Promotion 


Jewelry retailers tying in with the Electric Housewares 
Gift Campaign will get an extra publicity boost in June 
from the Woman’s Home Companion. Over four million 
readers will see electric houseware editorialized as the 
appropriate eighth anniversary gift in a five-page section 
entitled “Anniversary Shopping Guide.” 


Commenting that, “June is the month of weddings 






and where the wedding is, there too are the anpj. 
versaries,’ the article lists suggestions for nine different 
anniversary years and indicates that the gifts illustrated 
would be appropriate for weddings as well. 

According to a survey made by the Electric House. 
wares Section of the National Electrical Manufacturer, 
Association, there are 4,380,000 wedding anniversaries 
in June. This is the largest number of anniversaries to 
fall in any one month of the year. 

Dealers can tie in with the Companion articles by set- 
ting up an anniversary gift display and incorporating the 
June cover, a tear sheet of the electric houseware feature 
and promotional material available from the magazine, 
Dealers can obtain free hang tags, stickers, table tents, 
mounted covers, mounted tear sheets and window stream. 
ers with the phrase, “It’s in the Companion” by writing 
to: Miss Ninki Hart, Merchandising Department, 
Woman’s Home Companion, 640 Fifth Avenue, New 
York City. 





Friday Night Specials Draw Traffic 


Wilson’s Jewelers, operating two stores in Syracuse, 
N. Y., draws traffic on Friday nights by featuring timely 
Friday night specials. 

The firm promotes the items through newspaper adver- 
tising and declines mail or phone orders. This brings 
traffic to the stores for Friday night shopping. 

Typical of these traffic pullers were two featured on a 
recent Friday night; a seven-piece plastic spice rack at 
69 cents, and a nine-piece picnic basket kit at $1.99. 








GOLD - SILVER - 
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Strictly Refiners 
Not Manufacturers 
of Jewelry 
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PLATINUM ° 
IRIDIUM - RUTHENIUM - RHODIUM 


| W. solicit your Sweeps - 


Filings — Scrap Gold and 


Your Ol Gold Shipments 


Kastenhuber & Lehrfeld, Inc. 


Tel. LUxemburg 2-2320 


Metals of Guaranteed Purity 





PALLADIUM 
* OSMIUM 


Platinum — Metals 


WILL RECEIVE 
Special Attention 


New York 19, N. Y. 
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Insurance 
(From page 96) 


3, USE AND OCCUPANCY—This coverage protects 
the owner of a business whose quarters are destroyed, by 
reimbursing him to the extent of his regular monthly 
income plus stated fixed expenses until he is able to 
resume operations. With all other losses accounted for, 
theré is still the question of what you are going to live 
on for the 2, 3, or 6-month period required to get back 
into business. Such a policy can also take care of interim 
salaries for key employees. 


4. LOSSES FROM CRIME —It is not commonly 
known that burglary insurance does not cover theft with- 
out visible, forcible entry. Should you leave the store 
hurriedly some night and leave the back door unlocked 
or a window open, thus admitting a thief, the crime is not 
burglary, but theft. Most stores carry only burglary pro- 
tection on merchandise. What do you carry? 


5. INFIDELITY OF EMPLOYEES—The next time 
you read the newspaper look for losses of this type. They 
take place every day. In many of the losses, you will find 
that the offender was a trusted employee with many years’ 
service with the firm. 


6. HOLD HARMLESS AGREEMENTS—tThe owner of 
a jewelry store in a leased building will usually protect 
himself from damage suits resulting from his own fix- 
tures and equipment. Few dealers, however, realize that 
they are also probably liable for damage traceable to 
defects or deterioration of the building. Most leases con- 


tain a “hold harmless” clause which absolves the owner 
of liability for such damage. If a cornice of the building 
should fall on a passer-by, or a water main installed by 
the building’s owner burst and damage adjoining prop- 
erty, the tenant under a “hold harmless” clause is liable 
for the damage. 


7. PROPERTY DAMAGE LIABILITY—This is often 
overlooked as it is not understood. We think of property 
damage in terms of someone’s clothes being torn on a 
counter or other piece of store equipment. Actually, the 
most common cases of this sort arise from a fire in the 
owner's premises which spreads to the adjoining premises. 
Though the operator of the specialty store next door may 
be fully covered by insurance, his losses will be promptly 
paid by his insurance company which will in turn sue 
you to recover their loss if you are liable for the fire. If 
neglect can be proved, damage suits resulting from fire 
losses to one or more adjoining buildings, could quickly 
wipe out the jeweler in whose building the fire started. 


8. OTHER LIABILITY—Other types of liability to 
which the jeweler is exposed include many which indi- 
vidually are not too likely to occur. Taken collectively, 
the risks are formidable. The best solution is to take a 
comprehensive liability policy, which will protect against 
almost all risks of third party liability. 

All these risks by no means confront every jeweler, nor 
to the same extent, but they should all be considered in 
laying out your insurance program. The extent and types 
of coverage you need can then be determined intelli- 
gently according to your special needs. 




















Pacific Silver Cloth was rated the best 
antitarnish wrapping by an impartial 
research laboratory selected by the 
Reader’s Digest. This patented, chestnut 
brown, feltlike fabric is impregnated 
with a chemical compound of silver. The 
millions of tiny particles of the silver 
salt trap any sulphur gas before it gets 
through to the wrapped silver. Pacific 
Silver Cloth comes in ready-made bags 
for hollow-ware, in rolls for flatware or 
by the piece (31 inches wide). With 
proper use, it will protect silverware 
from tarnish for 15 or 20 years. 

See “To Keep Silver Bright,” 

December Reader's Digest 


PACIFIC MILLS... 
Weavers of fine Cottons, Rayons, Worsteds and Woolens 
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Millions read these facts in the 
December Reader’s Digest 





J ouly y MIC Silver Cloth 


positively prevents tarnish 


Pees 


eeeeoeceaeevoevoee eo eevee eee eeeeeeeveeeeeeeeeeeee e288 
PACIFIC MILLS, Dept. 6R, 1407 Broadway, New York 18, N. Y. 


, chests 





Gentlemen: I am interested in wraps ’ 
hollow-ware bags , place- setting rolls packets 
unadie with Pacific Silver Cloth. Send me names of sources. 
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SANDSTEEL 


CROSSCURVED MAINSPRINGS 





Stock your Sandsteel Mainsprings 
in these compact, sturdy Sandsteel 
Cabinets — available in the one- 
drawer and popular two-drawer 
models! 


Always order Sandsteel Mainsprings for replacements. 
Then you are sure of uniform high quality and propor- 
tionate strengths from size to size. It helps you avoid 
troublesome trial and error methods when replacing main- 
springs. Also, by ordering one reliable brand, you don't 
have to tie up your funds in an inventory of various 
brands. Order from one dependable source. Specify 
Sandsteel by name when you order mainsprings from 


JOS. B. BECHTEL & CO., INC. 


Watchmakers Tools and Supplies 
729 Sansom Street Philadelphia 6, Pa. 
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ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 
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Order a supply now, from your 
wholesaler. Cash in on profitable 
work like repairs, replacements, 


new settings, etc. 





Order From Your Material Jobber. 





Manufactured by W. R. Cobb Company 


Providence, R. I. 








Julius Goodman & Son 


“ MADISON AVE. MEMPHIS 1, TENN. Fa 
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For New Goods or Repairs 





Bottle Opener (Ring Type) 


Knife Blade (Medium) 


Cap Lifter (Hook Type } 
Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 


NORTHAMPTON CUTLERY COMPANY °¢ 


NORTHAMPTON 2, MASS: 
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Antique Jewelry Display Gets Wide 
Newspaper Coverage 


When Carl Netzow, an antique jewelry collector, ex- 
hibited his noted collection at the Bunde & Upmeyer 
jewelry store in Milwaukee, local newspapers provided a 
good deal of free publicity. 





The public was informed that the 500-piece collection 
included pieces dating back to ancient Rome and Greece, 
as well as jewelry from the Hapsburg family collection. 

The exhibit boosted store traffic for the Milwaukee 
firm and also linked the Bunde & Upmeyer name to 
valuable and unusual jewelry. 





Tree Motif 


(From page 77) 


>. 


If the patterns are to be predominantly pastel in coloring, 
the background could be a strong but soft tone for con- 
trast—a deep moss green, a soft dull blue, a dark gray. 
If patterns are brilliant, pottery-type designs, one of the 
bright tones in the patterns can be repeated in the side 
panels and risers of the elevations with a softer color for 
panel, floor and elevation tops. When a number of 
widely varied types of patterns are to be shown together, 
the background must needs be very neutral to flatter all 
of them. Pale soft gray, gray blue, white or pale yellow 
are some possibilities. 





——— 


Enjoy Extra Profits 
with a Complete Line 
of <> Optical Goods 


BINOCULARS 
FIELD GLASSES 
TELESCOPES 
STOP WATCHES 
MICROSCOPES 
COMPASSES 
MAGNIFIERS 














1X38 
COATED OPTICS 
“ SOUTHERNER™ 


Dealers and Jobbers request quota- 
tions from stock, or for later delivery. 
Write for Catalogue SP-52. 


Import @ Export e Distribution 


SOUTHERN PRECISION 
INSTRUMENT COMPANY 


MOORE BLOG. @ SAN ANTONIO 5, TEXAS 






SPI Optical Goods are Quality Con- 
trolled and Unconditionally Guar- 
anteed. SPI is your primary and 
direct factory source for Optical 
Specialties. 
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FOR EVERY SIZE AND TYPE OF STORE... 

speedy, accurate 

. daa 

Price-Marking 
te ih W! 

FOR EVERY KIND OF MERCHANDISE... 
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legible tickets, 
tags and labels 


10 






55/¢ 







The Monarch Junior Price- 
Marking Machine hand- 
operated; also available 
with motor drive i 


Helps sell merchandise 

Keeps price-marking costs in line 
Tightens controls, saves money 
Prevents errors, misunderstandings 
Saves selling time 

Easy to learn and operate 

Pays for itself over and over 


Sturdy, yet easily carried wherever 
needed in the store 


For illustrated folders and free sample price-mark- 
ing tickets, tags and labels, use the handy coupon. 


The MONARCH 


moNAnc Marking System Company 


216 South Torrence Street, Dayton 3, Ohio 


We are interested in accurate, speedy, economical price-mark- 
ing. Please send sample Monarch Tickets, Tags and Labels; also 
folder about Monarch “‘Junior’’ Price-Marking Machines. We 
understand there is no obligation. 
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This attractive 25-foot wall 
display section for china and 
crystal was designed and built 
by T. L. Lawson and an employe. 


Below: gift preference cards 
are conveniently filed under 
a rear gift display table. 


© TARA VOY, 
TASWION 
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‘Gift Center’ Title 
Must Be Earned 


—and Maintained 




















The aim of this jeweler was to gain undisputed 
recognition as the town’s gift headquarters; 
to accomplish this he offered special bridal 
services and stocked an extensive tableware 


line. 


by AL P. NELSON 


 —— that in every town there is an 
outstanding gift center, T. L. Lawson of Lawson’s Jewelry 
& Gifts made every effort to capture that distinction in 
Shenandoah, Iowa. In fact, so successful has he been 
that Lawson’s draws from an area with a radius of about 
25 miles. 

To capture this business stemming from showers, wed- 
dings, Christmas and other occasions, Lawson stocked 
standard lines and has offered them in the helpful, friend- 
ly manner so necessary in a small town. So as not to disturb displays, orders for crystal are filled 

At the entrance to this jewelry store is featured a cloth from stock stored below the crystal wall display section. 


covered display table graced with settings of silver, china 





and glassware. It is a store policy to keep the store crowds, which throng the street each evening. 
lighted at night to permit street traffic to view this display. To garner gift business from the various bridal affairs 
Many prospects have been secured from evening movie Lawson designed a special gift preference card. After 
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How to bottle up More Business 


Repeat orders are the backbone of the milkman’s 
business. He makes a little capital build a lot of 
profit by turning it over often. 

You can make more money, too—if you follow 
his example. We’re not suggesting that selling fine 
Fostoria crystal is anything like covering a milk 
route—but we do say you can’t make a sale if 
you don’t have the merchandise. 

That’s where the Full Moon-Fostoria Plan 


comes in. Instead of stocking up with only a few 
big orders a year, follow the full moon with 4 
stock check once a month, then reorder the items 
you re short. With frequent small orders you tie 
up less capital—and with a more even and 
representative stock, year-round, you'll make more 
off-season sales. Remember—reorder Fostoria 
every time the moon is full—it costs no more, 
and it’s a sure business builder for you. 








ok Four reasons why it will pay you 


1. FREQUENT REORDERS MEAN 
FASTER TURNOVER 


Ordering six months’ Fostoria at one time does not give 
you the full use of your money. Why not make it work 
harder by ordering frequently (of a size that will make an 
economical freight shipment) to turn your money more 
times a year? 


2. LOW STOCK MEANS LOST SALES 


If you only reorder Fostoria glassware two or three times 
a year—instead of every time the moon is full—your 
stock is below normal at least half the time, and your 
competitor gets the sale. 


to reorder Fostoria every full moon G5) 


3. FOSTORIA SALES PEAKS OCCUR OFTENER 
THAN TWICE A YEAR 


If you gear your buying to just two seasons—say June 
brides and Christmas—you’re missing a bet. Customers 
have a way of getting married almost every day of every 
month. With stocks kept full by Full Moon reorders, you 
can cash in on other glassware buying times, too—from 
Valentine’s Day to Thanksgiving. 


4. IT COSTS NO MORE TO KEEP 

YOUR CUSTOMERS HAPPY 
With no increased investment on your part, you can keep 
your customers happy by having the merchandise they 
want, when they want it, if you will remember to use 
the Full Moon-Fostoria Plan. 











FOSTORIA GLASS COMPANY 





MOUNDSVILLE, WEST VIRGINIA 
Member of Glass Crafts of America 
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brides-to-be announce their engagements, Lawson con- 
tacts them and requests they list their preference in gifts. 
As a rule, they are very cooperative and spread the word 
that they would appreciate gifts from Lawson’s. 

The gift preference cards are kept in a special file and 
are alphabetically listed. This permits Lawson and his 
employees to examine them at a moment’s notice. 

“These cards have facilitated our operations very much 
and they are appreciated by customers,’ Lawson re- 
marked. “Divided into three classifications—‘silver,’ 
‘glass’ and ‘china,’ they aid us in selling more gift mer- 
chandise. In a small town when a bride starts a prefer- 
ence list this news spreads quickly to her friends. Thus, 
if the bride comes in and states her preferences it will 
usually result in 20 to 30 friends coming in the store.” 

Lawson credits his gift preference plan with being an 
important factor in helping him sell as much sterling as 
silverplate during the past few years. 

A special 25-foot wall display section for china and 
crystal ware was built by Lawson and an employee. Made 
of light plywood with heavier dividers, this display shelf 
aids in making different pieces of china and crystal stand 
out distinctly and in creating more sales. Extra stock is 
stored below counter top level in closed shelves. Conse- 
quently, when a customer orders china or crystal after 
selecting a display item, the order can be filled from this 
stock without disturbing the displays. 

This arrangement has not only facilitated operations, 
but has greatly reduced breakage and has helped to 
expedite service during rush periods. 

“Today we are getting many customers from towns 
9 to 25 miles away, as well as customers from local 
points,” stated Lawson. “We believe that word about our 
merchandise and courteous service has spread from cus- 
tomer to customer.” 

Lawson’s is continuously enlarging its gift stock line 
in order to maintain its position as the outstanding gift 
center in town. To capture this distinction required a 
good deal of effort; to maintain the position demands 
just as much effort. 
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At the entrance to the store 
is featured a display table 
graced with settings of sil- 
ver, china and _ glassware. 
At night the store is kept 
lighted so as to allow pass- 
ersby to view the display. 
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Preference cards have facilitated operations 
and are appreciated by the bride and friends. 
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To boost gift sales, the store uses @ 
"Courtesy Plan" for budget-minded people. 
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to see the compelling ideas 


of the company that gives you... 


More help where it counts most! 


Castleton demonstrated this 
by giving you 
MORE promotion ideas 
MORE sales hints 
MORE new designs 
MORE imagination 
MORE color 
MORE service 


You get more of everything 
that’s better... and there’s more 





in store for you now! 





Dont miss Castleton’s exhibit at the shows 


NEW YORK — July 13 - 18th. DALLAS — August 31 - Sept. 5th. 
(Special Showing at Castleton Salesroom) (Baker Hotel) 

ATLANTA — July 20 - 23rd. BOSTON — Sept. 7 - Sept. 12th. 
(Ainsley Hotel) (Parker House) 


CHICAGO — July 28 - August 8th. 
(Palmer House) 


212 FIFTH AVENUE, NEW YORK 10 
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by MARY JENEMANN 


ee 
— them young and train them” is 
the watchword at the Millard F. Davis store in Wilming- 
ton, Del., that has really paid off in the store’s coordi- 
nated merchandising of silverware, china and glass. In 
April, 1948, the store sold no china at all; current sales 
run to about $25,000 annually. 

To visualize the firm’s point of view and the reasons 
behind their promotion ideas, Wilmington, a city of 
150,000, has half a dozen large companies employing 
many well-paid women employees. Perhaps the largest 
of these is the duPont Company who has thousands of 
people in its employ in Wilmington. It is to these women’s 
needs and their younger sisters’ in high school that the 
Millard F. Davis firm has geared its methods and stocks. 
One well-paid secretary as a customer, Davis asserts, is 
worth a half a dozen debutantes. 

To reach these prospective customers who in many 
cases are future homemakers, the firm begins its promo- 
tions with the teenager in high school. Since the store 
does a large business in school rings, the young miss of 
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Training Tomorrow's Customers 






You don’t have to be a psychologist to know that home-making ideas implanted 
in the minds of teen-agers eventually create merchandise wants. And _ that ig 


the aim of this firm’s tablewares educational program for high school girls, 
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Complete place settings arranged on tables are 
an important part of Davis’ coordinated selling 
program on china, glass and silver. Above are 
glassware displays on open mirror-backed shelves. 





16 or 17 when she appears for her ring, is shown silver 
patterns, china and glassware to create a desire on her 
part for lovely things. This is smart psychology as the 
desires and ambitions implanted at that tender age stick 
with an individual. Even if she can’t take advantage of 
the offer at that time, she will remember it and sooner 
or later she will at least partially satisfy her desire for 
lovely ware for her future home. 


The store makes further use of their high school con- 
tacts and rather than go to the school and talk to the 
home economic classes, W. T. Harman, who heads the 
china and glass department, invites the entire class to the 
store after hours. Here he has provided a large punch 
bowl with liquid refreshment together with cake, which 
is served the girls. Then he gives them a short talk. 
Previous to their coming, places have been arranged at 
tables showing different patterns of sterling and the 
appropriate china and crystal patterns to accompany 
them. Harman stresses the necessity for harmony, the 

(Please turn to page 144) 
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YOUR KEY TO MORE 
GIFT BUSINESS ... 


Styling, versatility, and serviceability 
have been the key to Plantations 


ever-rising popularity. Perfect companion 





for every decor, it suits the easy 
informality of buffet and every meal 
use, or lends exquisite beauty to the 


most formal table. 


Its ready adaptability and modest 
prices have made it a big bridal 
favorite, and its complete offering of 
hand-blown and hand-cast stemware 


and table pieces are popular gifts. 


Check these many items in your Heisey 


catalog and send your order in now. 


A. H. Heisey & Co., Newark, Ohio. 


Heisey 


HAND-WROUGHT CRYSTAL 





The finest in glassware... 
made in America by hand and nationally 


advertised for more than fifty years 
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4. Byron-Printed Pattern 


[Cj 1. “Santa Clara," named for the vineyards of California, 


has grapevine motif done in subtly shaded tones of green 
on bone china; five-piece place setting, $16.60 retail. From 


Josiah Wedgwood & Sons, Inc., 24 East 54th St., N. Y. 


2. Ceramic piece from Portugal is finished in green with a 
raised design of black olives and olive foliage. Useful as 
centerpiece or planter, it is 14" long, 334" deep; retail 
$22. From Mottahedeh & Sons, 225 Fifth Avenue, New York. 


3. Orrefors glass vase from Sweden has "Wish to the Moon" 
copper wheel engraving designed by Edvin Ohrstrom and 
done in 3-dimensional effect; retail $32. Sold in East by 
Fisher, Bruce & Co., Philadelphia; West by Zacho, L. A. 


4. "Byron" is the name of this Spode earthenware pattern 
which was recently added to stock and will be available in 
July. Printed in brown, it is hand-filled in muted colors. 
From Copeland & Thompson, Inc., 206 Fifth Avenue, N. Y. 


5. This is one from a new series of beautifully modeled 
Madonna figures created by Knight Ceramics. It is hand- 
colored and glazed, 14" in height. Exclusively imported 
by Hudson Art Importing Co., Inc., 225 Fifth Ave., N. Y. C. 
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3. Swedish 


5. Modonna Figure 





1. Grapevine Pattern 








Crystal 
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: HELENE...New Orrefors Stemware Pattern 


4 A recent creation by Nils Landberg, gifted Shown with the Orrefors stemware is the new 
Orrefors artist, HELENE is one of many Windsor Ware pattern, WAKEFIELD, an underglaze, 
| ital iy hand-filled print in six clear colors, on the new 
istinctive and original stemware patterns to Georgian shape. Available for fall delivery. 

: be seen with Orrefors fancy pieces at the New 


. York and Chicago shows. We hope you will 


oy 
visit our beautiful Orrefors Room at 1107 - i) h er y oA ruce & Co. 


: Broadway while in New York, where the whole 221 Market Street, Philadelphia 6 
: line can be seen. 1107 Broadway, New York 10 


U.S.A. Representative: 
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Libbey Glass 
Box 1035, Toledo 1, Ohio 


Please send the details about your new 
promotional stemware lines plus infor- 
mation about the merchandising ma- 
terial available. 


Name 





Store 


Address 








City 





Zone State 
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Available in matching Goblet, — 
Cocktail Wine, Pilsner, Footed Bev 
‘Cordial At leading stores 
everywhere All prices slightly higher 

in South, West, and ee - 
@'if the rim of o Libbey Salecge 9 


lh shew ever chips, we'll replace the glass 


tefr 


LIBBEY GLASS 


ho. 
0% of Owens-tilinois Gloss Compony, Toledo ', ° 
iv ison 


Copyright 1952, Libbey Glos, 
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LIBBEY GLASS itiaie Gls QD 


ESTABLISHED 1818 











EACH TO RETAIL AT ABOUT 


69° (POLISHED 
CUTTINGS). 
AND 
39’ 
(GRAY 
; CUTTINGS) 


HERE’s A Quatity Line of beautifully de- 
signed glassware, bargain-priced for to- 
day’s big market of newly-marrieds and 
about-to-be-marrieds. Tall stemmed and 
graceful, Jenny and Glenmore patterns 
for people who prefer the more formal 
table. Low-stemmed Baguette and Nep- 
tune patterns for today’s casual, easy 
entertaining. 


Backed by a 
full merchandising program 













Livinc for Young Homemakers’ audience 
of more than 400,000 young, home- 
planning couples will see these adver- 
tisements in the May and June issues. 
Many thousands of other couples will see 
the merchandising and point-of-sale ma- 
terial we'll make available to dealers. 


Each of the four patterns will be avail- 
able in the following sizes: 10-oz. Pilsner, 
14-0z. Footer Iced Beverage, 9-0z. Gob- 
let, 6-0z. Sherbet, 5-0z. Wine, 3%-oz. 
Cocktail, l-oz. Cordial. 

For details about direct ordering of 
this new promotional stemware in these 
four patterns, fill and mail the coupon— 
we ll rush complete details plus full in- 
formation about the big merchandising 
program behind them. 





LIBBEY GLASS, Division of Owens-Illinois Glass Company, Toledo !, Ohie 
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2. Stone-Based Lamps 





4. Combination Server 


[1] |. New "Glenwood" pattern has stylized center—gray leaves 


with touches of brown and green, black berries; gray brush 


band at verge with platinum lines; 5-pc. setting, $18.75— 


retail. From Castleton China, Inc., 212 Fifth Ave., N. Y. 


(] 2. Unusual lamps from World Ideas formed from Petri wine 


bottles with heavy stone vases done in all white or white 
speckled with color; about I!" high, they retail at $12.50 
a pair. Distributed by M. Wille, Inc., 225 5th Ave., N. Y. 


C] 3. Bi-partisan glass modelings of elephant and donkey are 


nominated as gifts for Republicans and Democrats this year: 
44," elephant (Size #2), retail $4.40; 634" donkey, retail 
$4. Manufactured by A. H. Heisey & Co., of Newark, Ohio. 


[] 4. Just introduced—coffee warmer and Lazy Susan combina- 


tion has chartreuse and dark green side dishes, 6-cup coffee 
urn and ceramic coffee warmer with candle; $13.95 Key- 


stone. By Bass Products Co., 4454 West Adams Blvd., L. A. 


'C] 5. "Rose Garden" pattern, contemporary in feeling, shows 


rose branches with gold tracings on white Franconia china 
from Krautheim; 5-pc setting with 1034" plates retails at 
about $8.95. Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. 
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1. China with Platinum 





3. Politics in Glass 





5. Rose Decoration 
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by MADELINE LOVE 


ELEN SPRACKLING, well-known author and lec- 

turer on table fashions (whose article on the subject 
appears in this issue) addressed the Alabama Retail 
Jewelers’ Association convention in Birmingham May 12. 
She spoke On “The Table Top Comes of Age.” While in 
Birmingham, Mrs. Sprackling, visited the Bromberg Gal- 
leries and talked with groups of customers. 


*% *% *% 


HE ceramic house of Dick Knox of California has 
appointed Pryor & Co., of the Brack Shops, Los 
Angeles, to be national representative for the firm. 


*% x * 


HE Walter Hatches, New York importers of Italian 

ceramics, have named George Wakefield as sales 
representative in the Southeastern territory. Mr. Wake- 
field will show the lines at the Atlanta Gift Show. 


% % * 


WILLIAM FARLEY has been elected president of 
¢ the China, Glass and Pottery Association of New 
York, with Al Satler, A. H. Dorman, and William Aus- 





lander as vice presidents; Bernie Neuwirth, treasurer: 
and John Henry Griffin, secretary. New directors fo; 
three years are Arthur G. Renz, Jr., and Anthony Faly. 
tico; for two years, Walter Andres and Morris Katz: 
one year, Annie Masch and Linn Myers. The Associa. 
tion closed its season May 13 with a buffet dinner and 


entertainment at the Prince George Hotel. 
% * % 


— JENSEN, formerly a department head at the Dey 
Bros. store in Syracuse, N. Y., has joined Syracuse 
China as a consultant. She, with the firm’s other con. 


INGA JENSEN 





sultants, will be available to stores for promotions of 
the china, assisting customers to coordinate their china 
with their other home furnishings. 
%* * & 
._—_ Libbey Glass division of Owens-Illinois Glass 
Co., of Toledo, has opened new branch sales offices 


in Pittsburgh and Richmond. Robert C. Malone, who 














PASCO 


OPEN STOCK 
DINNERWARE 


Pattern No. 8045 
in Palladium 


THE REVERE 





from 


LORENZ 
HUTSCHENREUTHER 


Immediate 


Shipment 


PAUL A. STRAUB & CO., INC. 


19 East 26th Street (Near 5th Avenue) 


New York 10, N. Y. 
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o. Uonaf CHINA, GLASS x POTTERY © io. — 
July 13-18 - Hotel New Yorker 


Directed by GEORGE F. LITTLE MANAGEMENT ° 220 Fifth Avenue, New York 1,N. Y. 
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Vlationally Advertised 
FRANCONIA CHINA 


One of Europe’s Finest 


‘bem gratifying response from the 
Homemakers of America, to beautiful 
FRANCONIA CHINA DINNERWARE 
series of advertisements in the Spring issues 
of the principal Home Furnishings and 
Bride’s Magazines, has prompted an in- 
creased advertising campaign in the forth- 
coming Fall and Winter issues of these 

leading magazines. 


May we have the pleasure of acquainting you 
with our complete Dealer's Aid Plan at the 


NEW YORK CHINA & GLASS SHOW 


Rooms 511 & 512 Hotel New Yorker 
July 13-18, 1952 
SHOWN ABOVE IS "WOODLAND" featuring charming 
ferns, colorful violets and gold tracings on an embossed 
gadroon shape, in pure white translucent china, accentuat- 


ing dinnerware aft its best. Contemporary in spirit, it sets 
a charming table. 


5-pc. Place Setting with 1034” dinner plate $7.95* Retail 


*Slightly higher South and West 


HERMAN C. KUPPER, we. 


39-41 West 23rd Street New York 10, N. Y. 
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has been in charge of Libbey’s Buffalo offices, has been 
transferred to Pittsburgh, succeeded by John Van Vert. 
loe. The Richmond office will be managed by James A, 
Baugh, who has been a Philadelphia branch salesman. 
_- the New York Lamp Show opens July. 6 at 

the New Yorker Hotel, Bill Little, Show manager, 
will be back on the job after an illness of nearly a year, 
The Show is to continue through July 11. The George 
Little Management is opening a new stationery market in 
Chicago this summer, with a Show to be held at the 
Palmer House from August 10 to 13, immediately follow- 
ing the Chicago Gift Show. 





Tomorrow’s Customers 
(From page 136) 


value of starting early to obtain one’s flatware, china 
and glassware, and the ease with which the three units 
can be slowly built up at a small outlay each month. The 
store allows one or two and occasionally three place set- 
tings to be bought at a time by a young customer putting 
down $4.00 and paying $4.00 a month until the full 
amount is paid. This same plan is available for the office 
girl, too. 

Wisely the firm tailors its stocks to the local demands 
of its customers. For example, dinnerware in sets of 
20 or 60 pieces was stocked at first but they did not 
move as well as the place settings, for it was soon found 
that the young people preferred to buy place settings, one 
or two at a time. 

Continuing its policy of going after the young people, 
the Davis firm watches the social pages of its newspapers 
and as soon as the name of a prospective bride appears, 
she is sent a bride’s book and a letter suggesting that she 
come into the store, pick her pattern for her sterling 
flatware and register it with them. 

Two weeks later, a follow up letter is mailed to the 
prospective bride inviting her to open a charge account. 
As a result of these letters, 10 per cent of the young 
women approached open charge accounts and frequently 
their parents do likewise. When the bride-to-be comes 
into the store to pick her pattern of sterling, she is pre- 
sented with a lapel spoon pin as a gift and is also shown 
suitable china and glassware patterns to harmonize with 
the sterling pattern she has selected. Her choice of pat- 
tern and the number desired is recorded on a card as 
illustrated. This has the advantage that her friends wish- 
ing to buy her articles in these three groups—that is, 
silver, china, and glassware—may go to the store where 
she has indicated her choice of pattern and make pur- 
chases of wedding presents, knowing that their gifts will 
match her other gifts and make a harmonious whole. 
Millard F. Davis, thus, draws some extra business to 
their store and the store makes it a point to stock gifts 
priced from $5.00 to $50.00 in sterling hollowware esp¢- 
cially, to handle the large volume of business they do in 
gifts for the middle income brackets. 

The firm mails out calendars each month with their 
800 to 1000 bills, half of which are rendered on the 
10th and the other half on the 25th. This division of 
labor is in the nature of an experiment. The store leans 
heavily on newspaper advertising which they make use 
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with U. S. Time’s Giftime 


BHT DAY PRUGRAM 


Every day is someone's birthday—more than 300,000 people a day. It’s the greatest 
occasion for gift-giving— your greatest opportunity for profit! U.S. Time helps you cap- 
italize on this tremendous day-after-day business with a complete Birthday promotion! 





you get, without charge, special bintheny , 
cards—streamers—ad mats—radio spots! e 





on the 


NATIONAL LEVEL 











on the 





you sell the greatest watch value 
“of our time—U. S. Time! 


in time with tomorrow 
fo sell today 


U. S. TIME CORPORATION US 


World’s Largest Manufacturer of Wrist Watches 
500 Fifth Avenue, New York 36, N. Y. TIME 


FOR JUNE, 1952 


you're backed with full-page ads 


in America’s top magazines! 





you sell GIFTIME WATCHES for every taste 


















a 


Dee ee ee ce ee me om ee ene ss see os we ee el 


U. S. Time Corp., 500 Fifth Ave., N. Y. 36, N. Y. 

Your Birthday Program can mean more sales every day of the year. 

[_] Please send me the birthday cards—streamers—all the birthday 
promotional material | need. 

[-] Please have your representative show me the full U. S. Time Giftime 
Program—including the most promotable low price watches made. 


NAME 
ADDRESS 
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of two to four times a week and they change their win- 
dows very frequently. 

Since it originally established its reputation in watch 
repairing and silverware, the store employs five watch- 
makers on the third floor who devote their entire time to 
watch repairing. On the second floor, four men handle 
the engraving, repairing and replating of hollowware. 
The repairing of antique silver pieces is a specialty in 
this department. 





From Watch Repairs to Diamond Sales 


Charles Leutwyler, owner of Leutwylers Jewelers in 
Austin, Texas, is known locally as an expert watch repair- 
man. As might be expected, Leutwyler usually sells a 
repair customer a new watch band. But how many 
jewelers would use this occasion as a springboard to 
launch into a diamond sale? For, in his words, “We are 
here primarily to sell diamonds.” 

But how does one make the approach? How does one 
switch the customer to diamonds? 

“Simple,” Leutwyler said. “Either a customer is wear- 
ing a diamond or he is not. One can quite accurately 
judge a customer’s financial status by his or her appear- 
ance and mannerisms. Now, a woman wearing a small 
stone, I have found, will want to own a larger one. I 
open the conversation by making a comment about her 
stone. In most instances, as the conversation progresses, 
she will divulge her secret diamond desires. Showing her 
better stones follows as a matter of course.” 

Well, what about men? 





“The average man has someone to buy a diamond 
for,’ Leutwyler continued. “Engaging him in conversa. 
tion opens the way to learn whether it might be for his 
wife, his daughter, or a friend. Most men, it has been 
my experience, are a little timid about buying diamonds, 
There is sentiment associated with its purchase and, con. 
sequently, men don’t like to appear on the sentimental 
side, especially before a stranger.” 

“Price is an important factor in selling diamonds,” 
Leutwyler noted. “When we find out the customer’s price 
range we stay within it. Trying to get them interested in 
a higher priced line too often destroys the mood. It, 
furthermore, gives them an opening to conclude with: 
‘Well, that’s more than I had planned on paying. I'll have 
to think it over.’ They only think long enough to go to 
another store where they can buy what they want at the 
price they can pay.” 





Watches Repaired by Mail 


Watch repairs by mail? 

Yes, Younkers in Des Moines, Iowa, is pulling in busi- 
ness from rural areas and small towns not having such 
service, using two column advertisements run regularly 
in Des Moines newspapers. 

“If You Cannot Bring Your Watch, Mail It To Us,” 
the copy advises rural readers and explains that there is 
no charge for estimates. The watch is examined and re- 
pair needs determined after which the rural customer is 
written a letter, or telephoned if close by, and approval 
secured before going ahead on the job. 
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JACKSON 


Fine Translucent China 


DESIGNED FOR IMPORTANT 
OCCASIONS—PRICED FOR 
EVERDAY USE. 


Smart homemakers choose Royal Jackson Hand- 
crafted China for their rich, distinctive patterns, 
muted decorated tones . . . charming table ele- 
gance. Highly translucent, yet so strong it may 
be insured against breakage. 





FLEUR DE BLANC RAMBLER ROSE 


The band patterns are available in dusk gray, 
gun metal, teal green, jade green, pistachio 
green, maroon, colonial blue and citron. 

Ask to see the many other beautiful and desir- 
able Jackson patterns. 





In services for one, four, eight or twelve always 
in open stock. 


QuEEN ANNE Countess CYNTHIA 





Currently nationally advertised in House Beautiful, Living for Young Homemakers, Today’s Woman, Charm and V ogue. 
Be sure to tie-in with these national promotions designed to aid you in selling. 


JACKSON VITRIFIED CHINA CO. 
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When George Blaisdell, our president, made and 
sold the first Zippo back in 1932 he guaranteed it 
unconditionally. 

That’s been our policy ever 
since. We offer free repair 
service to every Zippo owner 

. regardless of the age or 
condition of the lighter! 

So for 20 years we’ve been 
advertising, “Noone has ever 

) pp paidacenttorepaira Zippo.” 
well, that’ s not exactly the truth! A man from 
Nebraska defied our policy by sending us this letter: 





Zippo Msc. Co., Bradford, Pa. 
Gentlemen: 

Enclosed please find $1 in appreciation for having 
serviced my lighters three times in past years free of 
charge. 

I have heard that when cus- 
tomers enclose money for this 
service along with their lighters 
to be serviced, that the money is 
returned. For that reason I'll leave 
this letter unsigned. I want you 
to know that I appreciate your 
policy of free servicing but don’t 
think you can go on doing this 
for me forever. 


Yours truly, 
A SATISFIED CUSTOMER 


P. $. It ts really a great lighter and I am glad to know 
that I've been responsible for several sales of them. 





| Bae 








THEO 
ONDPR ROOF 


MPANY, 
ziPPO MANUFACTURING co 
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NEBRASKA MAN DEFIES 
ZIPPO SERVICE POLICY! 





(PO 


BRADFORD, PA- 








y am that letter hangs, framed, in George 
Blaisdell’s office. The anonymous man from 
Nebraska may 
have successfully 
defied us—but we 
know it’s a letter 
from a friend. 
Every time we see 
it we’re reminded 
of the thousands 
of other letters in 
our files from 
other satisfied cus- 
tomers. . ..all thanking us for our service, all 
telling us what a great lighter Zippo is. 





If you could see all those letters you’d know, 
more than ever, why we say, “When you sell a 
Zippo, you make a friend for life!” 


P.S. If anyone knows who the man from 
Nebraska is, (maybe it’s a woman!) 
let us know. We'd like to return the 
unspent dollar! 


i — 


H | i i my 











———— re ———_.. 
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National Magazines Keep 





Because of the tremendously increased market for 

fl e house furnishings, in general and Table Top items, in 

. particular, national magazines catering to home owners 

: since 1770 are constantly presenting features on the style, romance 
THE WFINE ENGLISH and utility of quality china, silverware and glass, Be 


DINN ERWA RE sure you keep as well informed on what these authorita- 


tive sources say about Table Top Fashion trends as do 
millions of consumers who read these magazines. 














COPELAND aap - 

RS, A few examples of current editorial and advertising 

Fine English Earthenware =P ODE presentations are pictured on these pages. ‘Study these 
om books, notice the firms who are advertising in them, fea- 


ture the style trends and brand names with which the 
, : SPODE readers of these magazines are familiar. And avail your. 
English Bone China CoPetancs cnina self of the merchandising aids furnished to retailers by 


these magazines. 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 


‘OMe 
“MAKER« 








Readers of Living magazine are treated to a romance- 
of-silver feature story in the June issue. “The pattern on 
your silver has its own romantic background, its own in- 
spiration,’ the story opens. Continuing, it takes the 
reader by story and illustration through all the steps 
involved in making silverware, from the artist’s table 
through the artisans’ work benches. Four, four-color 
pages follow showing readers how to coordinate silver, 
china and glass in their table settings. All of the illustra- 
tions of sterling and plated silver are either Community 
Plate or Heirloom Sterling, both by Oneida, Ltd. 


: ce e: 
a sme at et ‘ aes? a 4 
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VIENNA ROSE 
by Royal Vienna Augarten 


The delicacy and colorful beauty of this delightful pattern 
has made it an outstanding favorite with fine stores and 








their customers everywhere. Seventeen magazine offers jewelers an excellent oppor- 

Available in a complete dinner service, it is but one of many tunity to tie-in with that magazine’s six-page, color-illus- 

Sea eer creer, DORAN See Shao: Syat Semeeien. trated section of “Hope Chest Treasures” in their April 

During the New York China Show see the issue, a showing of the latest in tableware lines to please 
complete line in our permanent showrooms. the taste of every teen-ager. 

The jewelers’ tie-in opportunity is provided by a com- 

HL, ndson Apt Importing 3 ; plete promotion package offered them by the magazine. 


225 Fifth Avenue ~ New Vork 10, N. Y. This consists of instructions for setting up a Bridal Regis- 
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Consumers Up-To-Date on “Table Top Fashions’ 


try, an outline for conducting a table-setting contest and 


a fashion show plan. 
Recently a group of manufacturers presented a co- 


ordinated series of ads in House Beautiful. Consecutive, 
four-color pages featuring modern table settings included 
Florentine Lace sterling by Reed & Barton, Royal Doulton 
dinnerware and Fostoria crystal. 
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House Beautiful 


REED: BARTON The consumer interest aroused by such presen- 
\ | tations as shown here can be capitalized upon 

- ———— by the retailer jeweler in his community by ty- 
> >" ing them in to his own displays and advertising. 














GANGWAY! It's all aboard for the... 


i. >__ REGISTERED CALIFORNIA 
"| GIFT and DINNERWARE SHOWS 

















IN CHICAGO ¢ Hotel Morrison 
Monday, July 28 —Friday, August 8 


Another buyers’ service ... for the 
first time in Chicago—open on the - 
mid-show Sunday, August 3: 


® 

. Hours: 9 a.m, to 6 p.m., except Saturday, 
August 2, and Friday, August 8—9 a.m. 
to 1 p.m. 


IN NEW YORK « Hotel McAlpin 
Li Sunday, August 17—Friday, August 22 


Hours: 9 a.m. to 6 p.m., except Friday, 
9 a.m. to 1 p.m. 















































and always, 805-806 Brack Shops Building, Los Angeles 
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Perfect In Style and Price 


Cool green glass imported from Italy is presented to 
stimulate sales for you. 
$425—Candlesticks—6!/"" high—$8.50 pr. 
$4004—Bowl—11'' Diam.—$6.50 ea. 


When in New York for the China and Glass Show, see our 
imported glass and china in our permanent showrooms. 


Prices are Retail, subject to usual trade discount. 


Mottahedeh & Sons 


225 FIFTH AVENUE, NEW YORK 10, N. Y. 


1555 MERCHANDISE MART, CHICAGO 54, ILL. 
633 NO. LA CIENGA BLVD., LOS ANGELES, CALIF. 























Onder Tlow, aud be Sure! 


Be sure of getting the kind of boxes 
you want. .. the right style, design, 
and color. Be sure of getting them 
at the right price. Place your order 
now for everything you'll need this 
year including cotton filled, satin 
lined, set up and folding boxes, 
metal cases, wrapping paper, seals, 
labels, etc. Set your delivery dates 
for the time you need them. But 


order NOW before the rush! 


WRITE for CATALOG 


New 1952 edition showing latest 
additions to Pictorial’s complete 
line, with prices, paper 

samples, etc. Write 
for it today. 


“THE PACKAGE IS PART 
OF THE PURCHASE” 


PILIORIAL PAPER PACKAGE CORPORATION 


15116 MERCHANDISE MART 232 SOUTH LAKE STREET 
CHICAGO, ILLINOIS AURORA, ILLINOIS 
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Stamp NAMES. 
or MONOGRAMS 


ON 

FOUNTAIN PENS 

LEATHER GOODS 
WRITING PAPERS 
GIFT ITEMS 





Make your own 
Price Cards 
Price Tags 











— 
Doxa 





NOW YOU CAN RENT 
the simple, easy-to-use Kingsley Machine 


Write for full details. 


Kings/e 


STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 








RESILIENT STAINLESS STEEL 





ee ON \ Corl WATCH BAND 


“The 


No. 2 — With ‘ 
beautifully embossed Hiss 
he Stainless Steel Clips far 
q $3.95 retail $4.95 retail 

| $4.00xevstone $4.50 keystone 

¥ No. 3—With Distinctive 1/20 12 Kt. gold \ 
af filled clips to match gold Games 






Des. Pat, 
S 143816 






é. Lo by, Stainless Steel 
: Me) Plain Clips 














$9. 50 tetcii—tox inc. KEYSTONE $7.50 
No. 4 — The CLASSIC 10 Kt. All Gold 
$90. 00 ada t, KEYSTONE $80.00 





As advertised in Esquire Magazine e Conforms to the wrist— most comfortable to wear ¢ No 
hidden springs ¢ Non-corrosive -non- -magnetic- -Hygienic- perspiration proof « Fully Guaranteed 
@ The patented band is made in one piece with two detachable clips that can be cleaned. 


Wrist sizes — Small 61/,’’—Medium 654”—Large 7” Sold exclusively through 
5e” Lug width or 11/16” Lug width the wholesale trade 7 


Dou Yuad  AICH BANDS 


29 E. MADISON STREET 
CHICAGO 2, ILLINOIS 


DIAMONDS for EXPORT 
BARBER sxo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON, ae Gee 
SLUBAR - LONDON 


* ape S 


AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP. ano 





CABLES: 


ALL QUALITIES 





AMSTERDAM 
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HAMILTON GOES DIRECT; ADDS SWISS LINE. Beginning on August 1, Hamilton Watch Co. 
will sell directly to the retailer, discontinuing its traditional distribution 
through wholesalers, according to an announcement made by the firm on May 22. 
It was also announced that early in 1953 the company will launch a lower-—price 
line of imported 1'7-jewel watches to be marketed under a brand name other than 
Hamilton. See page 155 in this issue for complete details of the announcement. 


SENATE TO CONSIDER McGUIRE BILL THIS MONTH. The McGuire Fair Trade Bill (H. R. 5767) 
which was passed on to the Senate Commerce Committee last month after passing 
the House by a vote of 196 to 10, will come under consideration by the upper 
house committee this month, beginning June 2. 


GRUEN INSTITUTES "GUARANTEE POLICY" TO CURB PRICE-CUTTING. Gruen Watch Co. last 
month instituted a four-point policy to protect its dealers against price- 
cutting by unauthorized outlets. (1) To maintain strict control of its distri- 
bution; (2) A new guarantee policy by which the firm will issue to the consumer 
a "factory registered guarantee" upon receipt from the customer of a card filled 
in with the name of the dealer and the case number of the watch; (3) Emphasis in 
its consumer advertising on the importance of buying a watch from a reputable 
retail dealer; (4) A personalized "sales-—service" dealer certificate to all 
authorized Gruen outlets. 


LIDDICOAT SUCCEEDS SHIPLEY AS GIA DIRECTOR. John S. Kennard, Chairman of the Board 
of the Gemological Institute of America, announced last month the appointment 
of Richard T. Liddicoat as director of the GIA to succeed Robert M. Shipley, 
founder, who retired on March 3l. 


BILL TO REPEAL TAX ON UNDER $65 WATCHES BEFORE HOUSE. A bill (H. R. 7550) sponsored 
by Rep. Noah M. Mason (R.-I1l.) to repeal the 10 percent excise tax on watches 
selling for under $65 and alarm clocks selling for under $5 is under considera- 
tion by the House Ways and Means Committee. There is no indication that any 
action may be anticipated at an early date. 


NO ACTION YET ON TARIFF REPORT. Although the long-awaited report of the Tariff 
Commission on watch imports had not gone to the President on May 22, it was 
expected that the report along with recommendations if any, would be submitted 
by the June 15 deadline. 


RUML RE-ELECTED JAC HEAD. The first annual meeting of the Jewelers Acceptance Corp. 
was held in New York on May 15. Directors reelected are Beardsley Ruml, who 
will serve as president of the Corp.; H. Christian Sonne, Wayne Chatfield- 
Taylor, Wilson Wyatt and Arde Bulova. 


NEW CEILING REGULATION FOR WATCH IMPORTERS. A new tailored regulation establishing 
ceiling prices for assemblers of watches and clocks containing imported move- 
ments was issued on May 16 by OPS. New regulation, CPR 145, is effective June 
16 or any earlier date between then and May 16, 1952. 
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MR. STANLEY KLEIN OF BUDD AND (0. 
JEWELERS, COLUMBUS, OHIO, SAYS: 








HE 

LIKES 
REPAIR 
ECONOMY 








Mr. Klein is manager of the fine 


jewelry store pictured below. 





We «> 


Write for YOUR FREE SAMPLE of watch material 
in the PERMATEX PACKAGE .. . the only watch 
material package unconditionally guaranteed to 
protect your material from moisture, rust, dust and 
corrosion. And ask for information about the Add- 
A-Unit Watch Material Systems shown in picture 
at right . . . no cost, no obligation. Mr. Klein 
saves money with Add-A-Unit Systems. You can 
foo ...s0 write today. 





One Qiandly ie with the Gass Daeor 


4 





ADAMS 93191 








D ° 
DODD Se seweteas 


30 NORTH HIGH STREET &©® COLUMBUS 15, OHIO 


February 12, 1952 


C. & E. Marshall Co. 
1445 W. Jackson Blvd. 
Chicago 80, Illinois 


Gentlemen: 


Our repair department has been equipped with 
Warshall Systems for a number of years and we feel 
that mention of their effectiveness may well be made. 


Your claims for material cost savings through 
flexible and controlled materiel stock have been well 
borne out. 


Complete interchangeebility of parts, realized 
through the combined use of the Add-A-Unit systens with 
the Marshall Handy Manual, has given us higher efficiency 
in our repair department operation. 


Sincerely, 


Manager 








28 & & % & & & 


LET 
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& E. MARSHALL COMPANY 


DEPT. J6, BOX 7737, CHICAGO 80, ILL. 


BRANCHES AND DISTRIBUTORS IN PRINCIPAL CITIES THROUGHOUT THE USA 
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U. §. Suspends Controls 
On Installment Buying 


Suspension of government controls over 
installment buying (Regulation W) in 
Washington last month probably will re- 
sult in only a “moderate” upturn in retail 
sales over the next few months, govern- 
ment economists predict. 

It is believed by federal price and credit 
experts that the public will continue to 
show signs of caution in buying goods 
sold on the installment plan. The govern- 
ment is keeping a close watch, however, 
on the retail sales volumes of nearly every 
trade. And particular attention is being 
paid to firms advertising “No Money 
Down,” and “Take 30 months To Pay” 
to see if there are indications of a sudden 
or sharp rise in the volume of credit 
outstanding. 

Suspension of Regulation W by the 
Federal Reserve Board on May 7 was 
widely hailed within Congress as a long 
overdue break for the public and retail- 
ing alike. It is known that the congres- 
sional committees engaged in writing the 
new control law (Defense Production Act) 
which will become effective on July 1 had 
intended to write a suspension of credit 
controls into the new law. The Federal 
Reserve Board, sensing this intention, 
jumped the gun by removing the credit 
rules on its own initiative. 

It is important for the retailing com- 
munity to keep in mind that the Reserve 
Board’s action was a suspension of the 
credit regulation. It was not by any means 
an abolition of the regulation. This means 
that the Board still has full authority to 
re-impose the regulation at any time, and 
with little or no advance notice. Opinion 
at the Capitol as to the wisdom of this 
move is definitely mixed. Many congress- 
men maintain that the Reserve Board 
should have taken away from it the power 
to administer the regulation, including the 
power to place it into effect and remove 
it from effect as it pleases. The present 
situation is hardly calculated to instill con- 
fidence among the public and among re- 
tailers, it is pointed out. Although there 
is strong sentiment in some quarters at 
the Capitol for outright abolition of Regu- 
lation W, it is believed that the final ver- 
sion of the new control law will include 
an extension of the Reserve Board’s power 
to administer credit regulations at its own 
discretion until July 1, 1953. 

Prior to its suspension on May 7, Regu- 
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Two major departures from present oper- 
ational policies were announced May 22 by 
the Hamilton Watch Co. following a meet- 
ing of its board of directors. The directors 
heard and approved management’s new 
plans to expand the company’s business. 

The two major changes in the firm’s 
present mode of operations that highlighted 
management’s new plans were as follows: 


1. Effective August 1, Hamilton will 
start selling its products direct to retail 
jewelers and discontinue its traditional dis- 
tribution through wholesalers. 


2. In addition to its domestic production 
of Hamilton watches, the company will 
launch early in 1953 a line of lower-priced 
imported 17-jewel watches to improve profit 
possibilities and better the company’s com- 
petitive business in the market. This line 
will be marketed under a brand name other 
than Hamilton. ; 


A new advertising, merchandising and 
promotion program which has been readied 
in anticipation of the new distribution 
plans will be activated immediately to sup- 
port a drive for fall business. 


In a letter to stockholders advising them 
of these new plans, President George P. 
Luckey cited the following factors as the 
urgent reasons leading to the board of di- 
rectors’ action: 


1. An increase in Swiss watch imports 
from approximately 8 million in 1950 to 
more than 11 million in 1951. 


2. No tariff relief granted to American 
watch manufacturers to date, despite pro- 
ceedings seeking an increase in duties on 
imported watches now pending before the 
U. S. Tariff Commission. 


3. The adverse decision of the Supreme 





Hamilton to Sell Direct to Retailers; Also 
Adding Lower-Price Line of Swiss Watches 


Court in the Schwegmann case which cur- 
tailed protection to orderly retailing pro- 
vided by Fair Trade laws. 


Mr. Luckey, in his letter, called attention 
to the reputation Hamilton has earned with 
the public and jewelry trade through 60 
years of watchmaking and reminded stock- 
holders of their share in benefits through 
receipt of 61 consecutive quarterly divi- 
dends since 1937. 


He then outlined two financing problems 
the company must now solve. The first in- 
volves financing sales to the many retail 
jewelers who sell Hamilton watches instead 
of financing a small group of wholesalers. 

The second problem is due to the firm’s 
present heavy investments in buildings, 
equipment, tools and inventories to prepare 
for a production of $19 million of defense 
products, at a time when income tax rates 
have slowed the growth of working capital 
through retained earnings. This problem 
has been compounded by changes in Gov- 
ernment specifications that have tempo- 
rarily delayed volume defense production 
and receipt of substantial operating income 
from its deliveries. 

In the face of these conditions, Mr. 
Luckey announced the board’s decision to 
forego declaration of a quarterly dividend 
on common stock but authorizing payment 
of the regular quarterly dividend of one 
dollar per share on the four per cent cumu- 
lative preferred stock. When interviewed 
after the meeting, Mr. Luckey expressed 
confidence in his staff, in its “realistic and 
aggressive” approval to company problems, 
and in the effective way plans of com- 
pany’s sales, financial, manufacturing and 
research divisions have been integrated. 





lation W had imposed credit restrictions 
as follows: 

Household appliances, washing ma- 
chines, radios and TV sets: 
down payment 15 per cent; 18 months 
to pay. 

Furniture: 15 per cent down, 18 months 
to pay. 

New and used automobiles: One-third 
down, 18 months to pay. 

Federal Reserve Board says the controls 





' were suspended because wholesale and 


minimum 





retail inventories were high, buying was 
moderate, and the public had been saving 
an unusually large percentage of its in- 
come. The anticipated rush for goods that 
was supposed to arise when the rearma- 
ment program started rolling simply did 
not materialize. American industry upset 
the planners’ calculations by proving that 
it could supply the U. S. economy with 
both guns and butter, thereby rendering 
useless large segments of the over-all 
federal control program. 
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After clearly outdistancing its opponents 
in the House of Representatives, the 
McGuire Fair Trade bill (H. R. 5767) 
awaits new trials, scheduled for the early 
part of June, before the Senate Commerce 
Committee. 

Assignment of the bill to this committee 
will have a very important bearing on 
chances for getting a Senate vote on the 
measure. As chairman of the group, Sen. 
Edwin C. Johnson (Colorado Democrat) 


is not expected to throw any support 
behind the bill. 
Better chances for favorable action 


might have attended assignment of juris- 
diction to the Judiciary committee, where 
a subcommittee led by Sen. Herbert R. 
O’Conor (Maryland Democrat) could have 
studied the measure. It was ruled, how- 
ever, that the Commerce group had a 
rightful claim because H. R. 5767 would 
amend the Federal Trade Commission Act. 





McGuire Fair Trade Bill, Voted by House, 
Faces New Trials Before Senate Group 


the measure by Rep. Charles A. Wolverton 
(New Jersey Republican), who said: 

“Frequently the charge is made that 
price competition is destroyed under fair 
trade. This is not true. The fact is that 
there is a wide range of price competition 
that does exist under fair trade.” 

To illustrate, Rep. Wolverton named the 
following customer choices, which he said 
were extracted from Consumer Reports 
Buying Guides: 

Silverware—67 brands, ranging in price 
from $21.50 to $69.75. 

Fountain pens—1l6 brands, with a price 
range of 69 cents to $12.50. 

Portable typewriters—9 brands, ranging 
in price from $78.65 to $119.67. 

The foregoing is only a partial list pre- 
sented to illustrate, in Rep. Wolverton’s 
words, “the purchaser is also the boss 
when it comes to the price ... for any 
product, fair-traded or not.” 





Four jewelry trade representatives were among the spokesman for 20 national retail and 

wholesale trade associations who attended the recent Fair Trade Conference in New York. 

They are: A. T. Westlake, Jr. (left), representing the United Horological Association of 

America and the National Association of Horological Schools; Robert Danielson (eighth from 

left), Bulova Watch Co.; Charles M. Isaac (second from right), executive vice president of 

the American National Retail Jewelers Association, and William Wagner (right), executive 
secretary of the National Association of Credit Jewelers. 


One optimistic view on the future of 
fair trade laws in general is that, no 
matter what the Senate does, House ap- 
proval of the McGuire measure should 
forestall any move by the states to scrap 
their own laws. This opinion was _ ex- 
pressed in Washington by Maurice Mermey, 
director of the Bureau of Education on 
Fair Trade, New York. 

Debate in the House which preceded a 
196 to 10 vote for the McGuire bill fea- 
tured detailed expositions for and against 
protection of the retailer by fair trade 
measures. Sturdy support was furnished 





Fair trade proponents, meanwhile, have 
gotten together to develop plans for peti- 
tioning the U. S. Senate to restore state 
fair trade laws to full strength at this 
session. Spokesmen for 20 national retail 
and wholesale trade associations in a 
dozen industries concerned with fair trade 
attended the Fair Trade Conference, spon- 
sored by the Bureau of Education on Fair 
Trade on May 15th at the Hotel Biltmore, 
New York. The organization will petition 
the Senate to enact effective fair trade 
legislation through its million small busi- 
ness members. 





Gordon Bros. Acquire Control 
Of Traub Store in Detroit 


Gordon Brothers of Boston, Mass., spe- 
cialists in buying jewelry stores and stocks 
for cash, announced recently that they 
have purchased the controlling interest in 
the 102-year-old firm of Traub Bros. & 
Co., Inc., retail jewelers at 1500 Washing- 
ton Blvd., Detroit, Mich. This marks the 
first time that control of this midwest 
concern has passed from the hands of 
the Traub family. 

J. B. Gordon of the Boston company is 
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the new president of the stock company 
that owns Traub’s and Samuel Finn, new 
treasurer, has assumed the position of man- 
ager. 

Traub’s was established 102 years ago 
by Christian M. and Jacob F. Traub as 
a silverplating concern. Two sons, Robert 
and William, inherited the property when 
the brothers died. The deaths of Robert 
and William left control of the stock in 
the hands of Robert’s estate and of Wil- 
liam’s widow, Mrs. Merrill Bates, whose 
husband recently managed the store. 
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Gruen Forms New Policy 
To Protect Jewelers From 
Price-Cutting Outlets 


Decisive action was taken by the Gruen 
Watch Co. early in May to protect the 
legitimate retail jeweler against irre. 
sponsible outlets that indiscriminately cy 
watch prices. 

The firm’s new policy was outlined to 
all authorized Gruen dealers by Benjamin 
S. Katz, president, in a letter dated May 
3rd. It was pointed out that the new Gruen 
program was adopted “to help protect the 
legitimate jewelry dealer from injury to 
his business and reputation by unauthorized 
outlets who are not qualified to sell and 
service fine watches.” 

Here, in concise form, is how Gruen’s 
new policy will work: 

1. Gruen pledges that it will continue 
to control distribution from its factory, 
so that watches are made available to only 
bona fide, legitimate jewelry retailers. 

2. Gruen will institute a new guarantee 
policy. The guarantee which the firm cur. 
rently encloses in each watch box will be 
replaced by a “postage-free” card. When- 
ever a Gruen watch is purchased, the con. 
sumer will fill out this card which is a 
reservation for a “Factory-Registered” 
guarantee. There will be space for the case 
number on that card, as well as the name 
and address of the store from which the 
watch was purchased. When Gruen re- 
ceives this card, if the watch was purchased 
from an authorized dealer . .. an “off- 
cially-sealed” guarantee will be sent to the 
purchaser. If the card gives the name of 
an unauthorized dealer, Gruen will inform 
the consumer that under the circumstances 
they cannot guarantee that watch. 

3. Gruen will use the full weight of its 
national advertising campaign to impress 
on the public the tremendous importance 
of buying any fine watch through reputable 
retail jewelry dealers. Each ad will say 
that only Gruen watches purchased from 
authorized dealers will receive the Gruen 
guarantee. 

4. Gruen will distribute a personalized 
“sales-service” authorized dealer certificate 
to all Gruen dealers. This certificate re- 
mains the property of Gruen, and can be 
withdrawn . .. from any retailer who de- 
viates from sound business policies. Gruen 
will remove from its list of authorized 
dealers, any dealer who sells Gruen watches 
to anyone but the consumer public. 

Mr. Katz, in his letter, stated that the 
firm’s records of case numbers showed 
that many diversions of Gruen watches into 
unauthorized channels came from retail 
jewelry stores. He cautioned retail jewel- 
ers not to sell their watches to any but 
a legitimate retail consumer. Said Mr. 
Katz: “To do otherwise wiil make it im- 
possible for our company or any other 
company, to help you clean up this ter- 
rible situation. Only you, the American 
retail jeweler, can help us to protect your 
own future by refusing to sell any watch 
to any person other than a consumer who 
buys the watch for his own use or as 4 
gift.” 
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Watch Tariff Issue Unsettled 
As Deadline for Report Nears 


Less than 30 days before the June 15 
deadline, the long-awaited report of the 
U. S. Tariff Commission concerning its 
findings in the matter of watch imports 
had not yet gone to the White House. 
But, a Commission source said, the report 
of the agency’s findings and its recom- 
mendations, if any, definitely would be 
in the hands of the Chief Executive before 
the expiration date. 

Nearly 18 months have passed since the 
matter was taken up—recognition of do- 
mestic industry’s charges that increasing 
imports are harming American manufac- 
turers, public hearings, and a subsequent 
investigation on its own by the Commis- 
sion. 

While no official comment is available, 
it is understood that the original report 
was nearly ready earlier this year but that 
new developments and information called 
a halt until investigators took another 
look. This time, the staff went into the 
matter of not only-low-priced watches, 
cases and movements, but imports of all 
types as well as broadening the investiga- 
tion into imports of watch cases. 





Drop in Switch Deals 
Cited as Reason for 
Normal Diamond Market 


A sharp decrease in “switch” transac- 
tions was cited as a reason for the fairly 
normal diamond market now existing in 
the United States by Adolf Wolf, partner 
and diamond buyer for Bristol Seamless 
Ring Co., 71 Nassau St., New York, in a 
press conference on May 15th. 

A “switch” transaction, it was pointed 
out, involves the purchases of diamonds in 
foreign countries with depreciated cur- 
rencies. These diamonds are then trans- 
shipped to intermediate countries for ulti- 
mate re-shipment to the United States. In 
addition to creating unfair competition for 
the American diamond industry and im- 
porters, they deprive such countries as Bel- 
gium, England and South Africa of a 
tremendous amount of dollar earnings. 

Several important factors, Mr. Wolf de- 
clared, are responsible for the decrease in 
“switch” transactions in diamonds. Since 
the value of the English pound has risen, 
he said, a good many “switch” operators 
have ceased their transactions because the 
15 per cent advantage they had gained 
formerly on sales of rough and polished 
diamonds has been practically eliminated. 
Then, too, he added, the South African 
government is limiting all shipments of 
diamonds to Switzerland to those strictly 
for home consumption. 

In discussing current market conditions, 
Mr. Wolf stated that poor grade diamonds 
are plentiful but fine colored and good 
quality merchandise is not only scarce, but 
high-priced. The decreased demand for 
diamonds in the past few months has re- 
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Research Group Honors Shipley on Retirement 





Guests of honor at the annual banquet of the Retail Jewelers Research Group were Robert 

M. Shipley, who on March 3lst retired as director of the Gemological Institute of America, 

and Mrs. Shipley. The organization presented the Shipleys with appropriate tokens of esteem 
at the affair which was held May I4th at the Lake Shore Club, Chicago. 


Robert M. Shipley, who retired March 
31 as director of the Gemological Institute 
of America was, with Mrs. Shipley, guest 
of honor at the annual banquet of the 
Retail Jewelers Research Group held May 
14 at the Lake Shore Club, Chicago. 

OQ. C. Homann, C. B. Brown Co., Omaha, 
presiding as toastmaster, introduced Percy 
K. Loud, Wright, Kay & Co., Detroit, who 
presented to Robert and Beatrice Shipley 
a book of letters representing expressions 
of appreciation to them from industry 
leaders in all parts of the world. 

“The greatest reward that can be earned 
by a man who has lived his three score 
years,’ said Loud, in making the presenta- 
tion, “is the respect and admiration of 
his associates. The man who has left the 
world a little better than he found it has 
won the very highest honor that the world 
can bestow in the recognition by persons 
in his own industry.” 

As a token of esteem from the Retail 
Jewelers Research Group, Joseph Jessop, 
J. Jessop & Sons, San Diego, presented 
three beautiful sterling silver trays to the 
Shipleys. On behalf of the American Gem 
Society—founded in 1934 by Shipley and 
early G.J.A. students—H. Paul Juergens, 
Juergens & Andersen, Chicago, gave them 
an exquisite jadeite carving mounted on 
a lapis lazuli base. The significance of the 





pine tree of jade, and the stork engraved 
on the base, is interpreted in the Orient 
as symbolizing longevity and a withdrawal 
from world cares. 

C. I. Josephson, Jr., C. I. Josephson 
Jewelers, Moline, Ill., chairman, spoke of 
the closeness of association of members of 
his group with the Gemological Institute 
of America. “I view with pride,” he said, 
“the fact that the Jewelers Research Group 
was one of the first in the trade to recog- 
nize the value of an educational program 
for jewelers. Through the years many of 
us have served on its governing board and 
have watched it grow into one of the most 
influential instruments in the industry for 
advancement of the jeweler.” 

At this commemorative meeting of 2l 
years of service to the jewelry trade by 
Robert and Beatrice Shipley, Percy K. 
Loud expressed the sentiments of ll 
present when he said, “As Bob and Beatrice 
Shipley draw their chairs before the fire 
for a quiet evening together, we wish 
them memories of many true and lasting 
friendships. They should find great satis- 
faction in the realization of a lifetime of 
service—of devotion to the betterment of 
the knowledge, ethics, and experiences of 
a great industry—an industry which they 
loved and glorified.” 





sulted in prices hitting a low level, he as- 
serted, but any increase in demand, how- 
ever slight, will naturally result in a price 
increase. 


ADOLF WOLF 


Partner and 
diamond buyer for 
Bristol Seamless 
Ring Co., 
New York 





Mr. Wolf also stated that a trend of the 
jewelry trade has shown that buyers are 
more interested in buying value in merchan- 
dise, instead of buying “long terms” and 
the resulting savings in cost are passed on 
to the trade and consumers. 

Possible indication of an upswing in the 





trend toward double ring ceremonies was 
Mr. Wolf’s statement that his firm is ex- 
periencing a strong demand for matched 
sets of both gold and palladium diamond 
wedding bands in better weights and quali- 
ties. The firm has also noted an accelerated 
demand for wedding rings with larger-sized 
diamonds and for engagement rings with 
diamonds of one-quarter, one-third, and 
one-half carat. 

In line with the increased fashion em- 
phasis on white metals, Bristol recently 
introduced a completely new line of palla- 
dium rings. Bristol, in addition, also manu- 
factures a varied line of platinum, gold and 
palladium wedding and engagement rings, 
princess and dinner rings. 

Mr. Wolf will add another Atlantic 
crossing to his present record of fifty when 
he embarks for Europe June 11th on the 
S. S. Queen Mary with his wife and 
daughter. Included on the itinerary of spots 
they will visit, are Antwerp, Amsterdam, 
London and Zurich. 
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U.S. Time Corp. Marks 
Ninety-Fifth Anniversary 


Ninety-five years of manufacturing clocks 
and watches, including the Ingersoll—“the 
watch that made the dollar famous”—was 
observed on May 20th by The United 
States Time Corp., of Waterbury, Conn., 
which is today one of the largest producers 
of wrist watches in the world. 

In its colorful career it has had many 
“firsts.” Through its perfection of the in- 
terchangeability of movement parts it was 
one of the first big industrial organiza- 
tions to contribute to the mass production 
system in America. 

Incorporated as the Waterbury Clock Co. 
in 1857, the firm today has four large plants 
in this country and one in Dundee, Scot- 
land. 

Late in the 19th century, the Waterbury 
Clock Co. gave attention to watches. At 
this time watches were still in the luxury 





class. Robert H. Ingersoll, at that time, 
didn’t know anything about watches but 
he had a mail-order business dealing with 
“dollar” merchandise. Convinced a watch 
could be merchandised and sold for a 
dollar, he approached Waterbury about it. 

As the Ingersoll watch business grew, 
Waterbury, in concert with Ingersoll, de- 
veloped entirely new production methods; 
for the first time every part in every watch 
was made exactly alike by machine. Thus, 
with parts interchangeable, the assembly 
of watches was speeded and costs brought 
to a minimum, creating an entirely new 
market among people who formerly could 
not afford to own a watch. 

During the first 50 years of association 
with Ingersoll, Waterbury Clock Co. turned 
out in excess of 150 million watches. Even- 
tually, Ingersoll was identified as a “divi- 
sion” of the Waterbury Clock Co. But a 
few years ago the firm adopted the overall 
name of The United States Time Corp. 
U. S. Time’s present output of wrist 
watches amounts to approximately 10,000 





Waltham Watch Re-organization Consummated 


Consummation of re-organization of the 
Waltham Watch Co. was completed May 
12th before Chief Judge George C. 
Sweeney in United States District Court, 
Boston. 

In a brief ceremony, the three court- 
appointed trustees—Daniel J. Lyne, Jacob 
J. Kaplan and C. Keefe Hurley, all of 
Boston—filed their report with Judge 
Sweeney and formally turned over control 
of the company’s assets and business to its 
officers, headed by Teviah Sachs as presi- 
dent. Mr. Sachs has, under the trustees, 
directed operations of the 100-year-old con- 
cern since 1950. 

“In turning over control,” the trustees 
stated, “we are gratified to have been able 
to achieve our primary objective, namely 
the preservation of the company as a going 
concern, not only as an integral and im- 
portant part of the industrial community, 








but also as an important factor in the 
national defense.” 

Observers at the ceremony contrasted 
the current situations of Waltham’s busy 
factory now employing more than 700 per- 
sons in defense and civilian work with the 
dismal picture in February, 1950, when the 
plant was completely shut down. 

Mr. Sachs, who was present, stated that 
during the period which he has acted as 
trustees’ agent, production geared to finest 
accuracy has been put into effect at the 
plant, adding: “Management has sought 
not only to produce top quality watches 
but to sell them. Waltham watch has re- 
turned to its traditional policy of distri- 
bution through key wholesalers. 

“Today Waltham watch has a backlog 
of close to $4,000,000 in defense, trade 
and other orders and, during 1951, pro- 
duced a small net profit. This was the first 
year since 1945 without a large loss.” 








Consummation of re-organization of the Waltham Watch Co. was completed May 1!2th 

before Chief Judge George C. Sweeney (center) in United States District Court, Boston. 

Present at the ceremony were, left to right: Gilbert Sachs, secretary of Waltham watch; 

William H. McMorrow, vice president; Teviah Sachs, president; John A. Canavan, U. S. 

District Court Clerk; Judge Sweeney, and trustees Daniel J. Lyne, C. Keefe Hurley and 
Jacob J. Kaplan. 
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a day. This is in addition to its production 
of pocket watches and clocks. 

Clocks, of course, continue to be many. 
factured; since 1857 more than 50,000,009 
have been produced. 

There is another type of watch which 
U. S. Time has made famous—the “Mickey 
Mouse,” “Hopalong Cassidy” and other 
“character” watches. These have been 
widely in demand among children through. 
out the world. They are small sized models, 
shock-resistant and with standard heat 
movements, retailing at $6.95. And, speak. 
ing of prices, the Ingersoll of dollar fame 
now sells for $4.95 to $6.95. 

Besides its watch and clock production, 
U. S. Time is engaged in large scale manu- 
facture of defense products, such as pre. 
cision instruments. 

Incilentally, Joachim Lehmkuhl, presi- 
dent of U. S. Time Corp., is particularly 
proud of the firm’s collection of antique 
watches—one of the largest and rarest 
private collections in the world. But Mr. 
Lehmkuhl’s favorite item in U. S. Time’s 
collection of things past, is not a watch at 
all but a request for one. It is still pre- 
served under glass in the Middlebury 
plant. It is a letter and reads: “Dear Sirs— 
Please send me a watch and oblige. $1 en- 
closed. (signed) Mark Twain.” 


Schuetz Acquires Controlling 
Interest in Larter and Sons 


The controlling interest in the firm of 
Larter and Sons, manufacturing jewelers at 
88 Parkhurst St., Newark, N. J., was ac- 
quired last March by George A. Schuetz, 
president of the concern. At the same time 
the company retired 25 per cent of its out- 
standing shares of first participating pre- 
ferred stock. 


GEORGE A. 
SCHUETZ 


President of 
Larter and Sons, 
Newark, N. J. 





Mr. Schuetz entered the firm in 1932 as 
director of sales. He was elected vice presi- 
dent of the company when it was reorgan- 
ized in 1936, and was named president in 
1948. 

Prior to joining Larter and Sons, Mr. 
Schuetz was vice president and director of 
sales of the Traub Mfg. Co., Detroit, Mich. 
He sold his interest in that concern in 
1930. 





Extension of the franchise of the Edgar 
A. Brown Co., Cleveland, Ohio, to dis 
tribute Arvin radio and television sets in 
Erie and Crawford counties in northwester 
Pennsylvania, has been announced by Ray: 
mond P. Spellman, radio and TV sales 
manager for Arvin Industries, Inc. 
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Pennsylvania RJA Meeting 
Draws Over 200 Delegates 


That an association is only as good as 
‘ts administration was demonstrated dur- 
ing the recent convention of the Pennsyl- 
yania Retail Jewelers Association held at 
the Yorktowne Hotel in York, Pa., on May 
11 and 12. 

The success of the meeting was attrib- 
uted to Karl Schwemmer, president, and 
the other officers who worked with him so 
well to produce a year full of productive 
activity. 

Lester Sauter, who acted as registrar 
(and, of course, as m.c. at the door prize 
drawing at the banquet) came from Phila- 
delphia for the occasion as did the newly 
elected president of the association, Charles 
H. Heine, of Philadelphia. 

The 230 registrants at the convention at- 
tended an excellent banquet and entertain- 
ment in the evening, when the new officers 
were introduced. They are: Edward L. 
Carlson, of Kane; Frank A. Ruff, Johns- 
town; Walter C. Stoeckel, Scranton; Oliver 
Kunsman, Beaver; M. L. Sullivan, York; 
Edwin K. Welch, Philadelphia, as vice- 
presidents. Kenneth L. May of York, was 
made secretary-treasurer. 








Karl A. Schwemmer, retiring president of 
the Pennsylvania Retail Jewelers Associa- 
tion, presents Howard N. Lester, of Jack J. 
Felsenfeld, Inc., New York, cultured pearl 
importers, with an alligator pocket secre- 
tary, suitably inscribed in appreciation for 
the help which Lester provided during the 
past year to the association. Schwemmer re- 
ceived two travelling bags as recognition 
of his efforts during his two years as presi- 
dent. The above photo was taken by Robert 
V. Amigh, of B. A. Ballou & Co., Inc., of 
Providence, who is well known for his candid 
camera shots at these conventions. 


The Resolutions Committee reported that 
the association was on record against price 
cutters and endorsing the principles of 
Fair Trade. 

The business meeting was addressed by 
Mrs. Gladys Hannaford, lecturer on dia- 
monds, who delivered one of her charac- 
teristically stimulating and _ informative 
talks. 

Leon Henderson, Oscar Kind and Edwin 
S. Malmed addressed the business session: 
Maury Ash, Eastern retail sales manager 
of the Elgin National Watch Co., brought 
a tremendously interesting message to the 
retailers, pointing out that poor salesman- 
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ship is costing millions in lost profits. 
Backing his contention with actual figures 
and reviewing the condition of the jewelry 
industry and its trends, he made a plea 
that the retailers avail themselves of the 
tremendous amount of educational mate- 
rial and sales-building information that is 
provided by manufacturers, trade associa- 
tions and others in the industry. 





Easing of Credit Curb Improves 
Outlook for Commercial Building 


The outlook for expansion of existing 
stores and the building of new stores and 
other commercial facilities is the brightest 
now in nearly a year. 

There are several reasons. One is that 
in spite of the continued tight copper sup- 
plies, the building materials situation as 
a whole has been easing and there is no 
reason to believe it will not continue to do 
so. Control officials are being more lenient 
with building applications from retailers 
and other commercial groups. 

Another major reason for the brighter 
outlook is the lifting of the voluntary 
credit curb program which has been in 
effect more than a year. It was intended 
to slow down commercial expansion by 
tight screening of this type loan appli- 
cation. 

During the 13 months in which the 
program operated, the rate of increase in 
business loans was cut back by at least 
75 per cent. It is significant that the 
order setting aside the voluntary credit 
program does not cancel it but merely 
suspends it indefinitely—leaving the Fed- 
eral Reserve Board free to re-impose such 
control at any time. 





Informative Talks Feature 
Annual HIA Convention 


This year’s convention of the Horological 
Institute of America was unquestionably 
one of the most active and stimulating 
meetings held by the organization during 
recent years. It started off shortly after 
noon on May 11, with an address by M. N. 
Rivenburg, manager of sales analysis of 
Hamilton Watch Co. He pointed out the 
tremendous opportunities which exist for 
the watch repairman to make more money 
which he deserves as a result of his expert 
and experienced knowledge. 

Eugene Sobel, vice president of the 
Watch Material Distributors Association, 
was the next speaker and he made a simi- 
lar plea from the standpoint of a whole- 
saler. 

The closing speaker of the afternoon 
session was Dr. A. W. Rawlings, Chief of 
Gyroscopic Section, of the Bulova Research 
and Development Laboratories. Dr. Raw- 
lings told of the experience of the United 
States and England when they were faced 
with the shortage of personnel capable of 
developing a gyroscope program during the 
recent war and how it was only because 


of the skills that existed among watch- 


makers that we were able to take care of 
this phase of the war effort and defeat 





the enemy in their efforts along these 
lines. 

The Monday morning session was devoted 
to a talk by D. W. Leverenz, Superin- 
tent of Inspection of Elgin National Watch 
Co. The afternoon was occupied by a ques- 
tion and answer program conducted be- 
tween the audience and panel made up of 
Frank D. Urie, Director of Economic Re- 
search, Elgin Watch Co., Moderator; P. 
Buford Harris, Southern Jeweler; W. 
Samelius, American Horologist & Jeweler; 
Henry B. Fried, National Jeweler; John J. 
Bowman, ‘JEWELERS’ CIRCULAR-KEYSTONE 
and H. I. A. Journal; James J. O’Shaugh- 
nessy, Jewelry, and J. E. Coleman, Ameri- 
can Horologist & Jeweler. 

George J. Wild, Dean of the Horological 
Department of Bradley University, Peoria, 
Ill., was elected president. 





English Silver Line Has First 
U. S. Showing in Washington 


Buckingshire silver, which is made in 
Sheffield, England, was shown for the first 
time in this country on May 14th at the 
Hotel Statler, Washington, D. C. The show- 
ing was held with the cooperation of the 
U. S. Department of Commerce, the De- 
partment of State and the British Embassy. 





Edmund R. Taylor (left), merchandise di- 
rector for Kay jewelry stores, looks on as 
Joseph Luria, president of L. Luria and Son, 
examines a piece of Buckingshire -silver. The 
Luria firm has been designated as sole U.S. 
distributor of this new silver line. 


To commemorate the occasion, a seven- 
piece Buckingshire tea and coffee service 
was presented on behalf of the citizens of 
Sheffield, England, to the American Cancer 
Society. 





AGS Guild Meets in Philadelphia 


Members of the Eastern Pennsylvania 
Guild of the American Gem Society met 
Tuesday evening, April 15th, as guests of 
S. Kind & Sons in Philadelphia. 

Guest speaker at the meeting was Wil- 
liam Collison, a former instructor at the 
Gemological Institute of America and 
presently a gem dealer in Philadelphia, 
who presented an informative talk on 
“Pricing of Precious Stones.” The group 
was allowed to examine a great many 
grades and varieties of colored gemstones 
which practically illustrated the subject 
matter of Mr. Collison’s talk. 
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NWJA Schedules Topnotch Speakers 


To Address Sessions at 45th Convention 


Topnotch speakers with messages of 
great import are scheduled to address 
business sessions at the 45th annual con- 
vention of the National Wholesale Jewel- 
ers Association. This year’s meeting will 
be held June 5 and 6 at the Drake Hotel, 
Chicago, Ill. It promises to be one of 
the most interesting and unusually in- 
structive conventions in recent years. 

The two-day conference will get under- 
way Thursday morning, June 5th, when 
J. M. Montgomery of M. A. Mead & Co., 
Chicago, IIl., will give the annual address 
of the president, and Thomas A. Fernley, 
Jr., NWJA secretary, will render his re- 
port. An address on “Business Conditions” 
will be given by George W. Cloose of the 
Federal Reserve Bank of Chicago and, 
concluding the session, James Q. DuPont, 
of E. I. duPont de Nemours & Co., Wil- 
mington, Del., will speak on “Pattern for 
Success.” 

First speaker at the Thursday after- 
noon session is G. H. Niemeyer, chairman 
of the Jewelers Vigilance Committee, who 
has chosen as his topic “What Do We 
Need?” He will be followed by A. E. 
Hasse, president of the Jewelry Industry 
Council, who will thoroughly analyze the 
JIC’s current promotional activities. Also 
scheduled to address this session is H. B. 
Sharer, sales training specialist for the 
U. S. Rubber Co., New York. His talk 
on “What Makes a Star Salesman a Star” 
promises to be one of the convention’s 
most interesting and stimulating. 

The morning session on Friday, June 
6th, will open with an address on “Retail 
Jewelers’ Trade Associations—Your Best 
Allies” by Irving J. Wolfgang, president 
of the National Association of Credit 





Jewelers. The next speaker on the pro- 
gram is Leo F. Henebry, president of the 
American National Retail Jewelers Asso- 
ciation, who will discuss “The Joint Prob- 
lems Confronting Retailers and Wholesal- 
ers.” A topic of great importance to the 
entire jewelry industry, “Fair Trade,” will 
be carefully considered in a talk by John 
W. Anderson, president of the American 
Fair Trade Council, Gary, Ind. 





L. F. HENEBRY 
ANRJA President 


I. J. WOLFGANG 
NACJ President 


A considerable part of the program at 
the final session on Friday afternoon will 
be devoted to a discussion of problems 
surrounding the distribution of individual 
lines. Presiding over their particular dis- 
cussions will be the chairmen of the 
respective committees (such as_ rings, 
watches and clocks) who will be allotted 
a period of twenty minutes each. 

Climaxing the convention will be a 
banquet in the hotel’s main dining room. 
The meal will be preceded by a cocktail 
hour and will be followed by a gala pro- 
gram of entertainment. 





Florida Jewelers Attend 
Jacksonville Convention 


This year Fred Slater, a Miami retail 
jeweler, repeated the success of last year’s 
Miami convention. Last year he was head 
of the Post City jewelers, this year presi- 
dent of the Florida Retail Jewelers Asso- 
ciation. The 1951 gathering in Miami may 
have drawn more people but this year’s 
convention in Jacksonville drew just as 
many members. The president had the 
able support of the local Jacksonville 
jewelers and particularly the substantial 
help of Herb Underwood and Leo Rosen- 
son. Underwood was called on by Slater 
on frequent occasions to fill in and act 
as m.c. at the meetings, luncheons and 
dinner. 


At the business session J. B. Smith, eff- 
cient secretary, brought his well organized 
good news on the activities and strength 
of the organization to the assembled mem- 
bers. Mrs. Helen Nicodemus accepted con- 
gratulations on her efficiency as treasurer. 
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Alvin Magnon received praise for his spe- 
cialized perennial efforts which contribute 
so much to the success of the annual con- 
ventions. 





Three of the new officers of the Florida RJA 
look over the gemological equipment used 
by E. Dillon and Lester Moon in their pres- 
entation of the merchandising values of 
gemology. Left to right: Leopold Rosenson, 
treasurer; J. B. Smith, secretary, and 


Charles G. Rhoads, Florida RJA president. 


The speakers who represented a variety 
of approaches to the problems of the 








jeweler made for a well balanced program, 

Andy Rowe, vice-president, Elgin Noa. 
tional Watch Co., and Arthur Muller, gem. 
ologist, head of the Diamond Department 
of J. R. Wood & Sons, acted as a pane] 
and presented well prepared papers, full of 
significant facts bearing upon the future 
of the industry from the standpoint of two 
of their important lines. 


Lansford F. King, Editor of JEWEtERs’ 
CIRCULAR-KEYSTONE, spoke at the morp. 
ing session. 

The Resolutions Committee expressed 
the association as being opposed to the 
present methods of operation employed by 
Post Exchanges; commended the Florida 
Watchmakers Association upon the efforts 
to elevate their standing in the trade; ap. 
pealed for legislation to control the opera. 
tion of auction sales; supported Fair Trade 
legislation and commended JEWELERS’ Cr. 
CULAR-KEYSTONE for its excellent educa- 
tional program conducted through the 
magazine. 


_-—_ —_-_ -— 


Associated Credit Jewelers 
Honor A. R. Baer at Banquet 


The Associated Credit Jewelers of New 
York and New Jersey designated their 18th 
annual dinner-dance as a tribute to Alvin 
R. Baer, the group’s first and only trea- 
surer. 

The banquet was held in the grand ball- 
room of the Hotel Biltmore on Sunday, 
April 20. The smoothly run affair was en- 
joyed by the jewelers, and festive would 
describe the air of the evening. 

Sidney Singer, of Finlay Straus, as chair- 
man of the dinner-dance committee, re- 
ceived well deserved recognition for the 
efforts of his committee. 


There were many door prizes and every 
man present received a complete A.S.R. 
gem shaving kit. Each lady was presented 
with a platinum decorated eight-cup In- 
land coffee carafe. 


This group of jewelers was organized 
eighteen years ago for the purpose of pro- 
tecting the members during a legislative 
crisis and has maintained its alertness in 
such matters affecting New York area 
jewelers ever since. Its leaders have been 
probably the best informed in the country 
on such matters throughout the years. 


The head table was occupied by H. M. 
Abelson, president of the Associated Credit 
Jewelers and Mrs. Abelson; Mr. and Mrs. 
Alvin R. Baer; Mr. and Mrs. Irving N. 
Chayken, of Armstrong Jewelers, Inc. 
Hammond, Ind.; Miss Lillian Harris; Mr. 
Sam Jacobson, Chairman of the Executive 
Board of Retail Jewelers Association of 
Greater New York; Jay C. Lighterman, 
Sidney Singer, and Simon Sunshine, associ- 
ation vice-presidents and their wives. 

William Wagner, Executive Secretary of 
the National Association of Credit Jewel- 
ers, and Mrs. Wagner were of course at 
the head table. 

The dinner was followed by excellent 
stage entertainment. Dancing continued 
until late in the evening. 
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Revised Edition 


THE STERLING FLATWARE PATTERN IN 








Actual size of book, 
iT 23% 


Teaspoons are shown 
actual size in book. 





IMMEDIATE 
DELIVERY 


All new patterns introduced since the late Summer of 1949 by the leading sterling silver flatware 
manufacturers in this country are now illustrated in the up-to-date edition now available. 


There has also been added to THE STERLING FLATWARE PATTERN INDEX, the only pub- 
lication of its kind, an entirely new and corrected alphabetical index of pattern names. This 
index lists the manufacturer and shows the current status of every pattern. 


Jewelers find THE STERLING FLATWARE binder is of rich black cowhide leather, gold 
PATTERN INDEX absolutely indispensable stamped. These pages are supplied in loose- 


for identifying patterns to be matched—and leaf form, making it convenient and econom- 
for making selling suggestions to customers. ical to insert revisions as they are published 
It contains, under one cover, full-size illustra- periodically. 


tions of more than 1300 sterling flatware pat- 


ieee In daily use by jewelers everywhere, this book 
terns—active, inactive and obsolete patterns. 


has proved its value as an essential reference 
Illustrations are beautifully done, in full size, volume, invaluable in operating a Sterling 
and printed on fine coated paper. The Silverware Department. 


With binder $20.00—Without binder $15.00 


For those who are using the INDEX we can supply the 1951 Revised Sheets at $5.00 
Prices subject to change without notice. 


All books are sold remittance with order. 
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Merchandising and Store Operation Talks 
To be Featured at NACJ Convention Sessions 


When the annual convention of the 
National Association of Credit Jewelers 
is held in Chicago at the end of July in 
conjunction with the National Jewelry 
Fair, retail jewelers will have their atten- 
tion centered on present-day conditions 
in the trade and on solving the pressing 
problems that have brought headaches to 
a large part of the industry. Included on 
the program will be such subjects as fair 
trade, destructive price cutting, Armed 
Forces Exchanges, sales-dampening excise 
taxes, and credit and collections in the 
present economy. 


The retailers’ attitude toward fair trade 
will be dealt with by Fred B. Dreifus, a 
former NACJ president. His talk will be 
followed by a period of general discussion 
in which all jewelers will be invited to 
participate. 

Destructive price cutting, especially by 
non-jewelry outlets that have been able to 
buy nationally advertised jewelry-store mer- 
chandise, will be thrown open for dis- 
cussion. 

Credit and collections in the present 
economy will be dealt with by Jay C. 
Lighterman, director-treasurer of the NACJ 
and associated with Tappin’s, Inc., of New 
York, New Jersey and Pennsylvania. As 
“Professor I. Q.,” Mr. Lighterman and his 
assistants will stage a session that will be 
interesting and informative. The aim will 
be to emphasize that in the new economy 





it is unwise to try to carry on in the 
manner of horse-and-buggy days. 

Dr. Frederick H. Pough, gem expert of 
the American Museum of Natural History, 
will tell convention delegates about the 
new synthetic gemstones. 

He also will conduct a clinic throughout 
the National Jewelry Fair. 

Selling merchandise from windows will 
be a feature presentation. Harry R. 
Holmes, window display manager for 
Square Deal Miller, Detroit, will stage a 
window display show on Tuesday evening, 
July 29th, that will be worth a trip to 
the National Jewelry Fair and Convention. 

Inaugurated at the 1951 Fair, a joint 
arrangement will again be in effect be- 
tween the National Jewelry Fair manage- 
ment and the Chicago Gift Show manage- 
ment for 1952. This cooperative venture 
provides for a joint promotional program 
and the use of registration badge from 
either show as sufficient identification for 
registration at the other. The Chicago Gift 
Show will open on Monday, July 28th, 
one day after the Fair opens, and will 
close on August 8th. The Jewelry Fair 
closes on Thursday, July 3lst. 

Show manager George E. Gayou reported 
during May that 170 manufacturers, im- 
porters and wholesalers had, as of that 
date, signed up for exhibit space at this 
year’s show. This exhibitor figure, he 
pointed out, already exceeds the 1951 ex- 
hibitor total. 





New England Jewelry Mfrs. 
Show Fall Lines in Providence 


Manufacturers of low and medium- 
priced jewelry in the Rhode Island—Attle- 
boro area are looking forward to a normal 
fall business. 

Their optimistic view is based on the 
annual visitation to the area of whole- 
salers and their representatives that started 
in the middle of May. 

On May 12th, the Sheraton-Biltmore 
hotel in Providence, was the mecca for 
manufacturers and representatives of dis- 
tributing agencies. 

The sixth and seventh floors of the hotel 
were given over to an impromptu showing 
of fall lines. More than 40 wholesalers 
were on the scene on the opening day. 
This number was increased during the 
week. 

Early reports were that lines were 
“clicking,” and that buyers—encouraged 
by an improved inventory position at the 
retail level—were buying. 

Initial sales indicated that manufactur- 
ing activity will step up shortly to a 
tempo more in line with normal fall sea- 
sons. It will better last season by at 
least 40 per cent, it was indicated. 

Particularly in demand was _ stone-set 
jewelry. This was due to a scarcity of 
stones. Conservatism marked many lines. 
Large bracelets were an exception. Neck- 
laces, earrings and scatter pins were pop- 
ular in that order. 
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Parker's Redecorated Offices 
Present Modern Appearance 
Typifying the newest trend in office fur- 
nishings, executive offices of the Parker 
Pen Co. have been completely redecorated 
—from ashtrays to zebrawood desks. Mod- 
ern in over-all appearance, individual office 
details are classic. Chairs, drapes, desks 
and cabinetwork were designed to fill spe- 
cific needs of the executives involved. 





Illustrated here is the office of Kenneth 


Parker, president of the Parker Pen Co., 
Janesville, Wis. The office is lighted in- 
directly, has walnut paneling. 


The building in which these offices are 
located was erected in 1919, and will con- 
tinue to house Parker’s top men after the 
pen company’s new manufacturing build- 
ing is completed in the fall of this year. 








OPS Takes Action Against 
Firms Violating Pricing Orders 


Some jewelry retailers will be affected 
by a Government pricing compliance pro. 
gram which began in mid-May ag the 
Office of Price Stabilization asked for jp. 
junctive actions against two chain stores 
in Los Angeles. 

Charges against the California firms 
stated that both had ignored repeated 
letters and warnings to file correct pricing 
charts, replacing incorrect charts filed 
with OPS in Washington. The agency said 
“approximately 200” similar cases were 
being processed by its enforcement office 
and sent to district offices for action. 

Chain stores concerned in this program 
sell, in addition to jewelry items, furni- 
ture, electrical appliances, radios and tele. 
vision sets, clothing, rugs, lamps, and 
notions. 

Firms alleged to have violated OPS 
orders represent only a small fraction of 
the 12,000 chain store companies required 
to file pricing charts with the agency 
under Ceiling Price Regulation 7. 





British Organizations Honor 
Secretary of Watch Collectors 


Two British organizations recently con- 
ferred honors, in absentia, on Earl T. 
Strickler, secretary of the National Asso- 
ciation of Watch and Clock Collectors. 

Mr. Strickler, who resides in Columbia, 
Pa., was elected March llth to a Fellow. 
ship in the Royal Society for the Encour- 
agement of Arts, Manufactures, and Conm- 
merce. He was also elected, on April 17th, 
to a Fellowship in the British Horological 
Institute. 
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Glickstein's to Open New 
Store on Buffalo Outskirts 


Glickstein’s Jewelers & Opticians, Inc., 
one of western New York’s largest jewelry 
chains, has signed a lease for a new store 
in the $13,000,000 Thruway Super Plaza 
now being erected on the outskirts of 
Buffalo, according to a recent announce- 
ment by David L. Glickstein, president. 

Upon completion, the Thruway Super 
Plaza will be the third largest suburban 
shopping center in the United States, with 
parking facilities for over 6000 cars. 

The new Glickstein store will be the 
largest and most complete unit of the chain 
with 6500 square feet of floor space on the 
street floor. Plans call for complete de- 
partmentalization of the store, separate 
sections being devoted to diamonds, 
watches, jewelry, sterling and _ silverplate, 
giftwares, china, luggage, television and 
appliances and an optical department. 

Opening of the store is planned for 
early fall. Glickstein’s now operates stores 
in Buffalo, Lackawanna, Tonawanda and 
Niagara Falls. It also operates a sixth 
store in North Tonawanda under the name 
of Parker Jewelers and a seventh store ex: 
clusively devoted to television and 4p 
pliances. 
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NEW COMPLETELY REVISED 
SECOND EDITION 


JEWELERS’ 


“Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised 
Second Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 


Diagrams and explanations of the many methods 
of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 


Terms in allied fields such as china and glass are also 
explained in detail in easy to understand language. 


Size 62" x 9%" 
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Selling points on karat quality, rolled gold plate and $6.00 
electroplated articles are backed up with the authority of 
the printed word, compiled by experts in these fields. Post Paid 


HARD COVER BOUND 
IN RICH BLUE CLOTH 


In one comprehensive volume, THE JEWELERS’ DIC- 
TIONARY contains an invaluable wealth of information— eaeasiia titans 
indispensable to the jeweler, watchmaker, gemologist, 
advertising man; in short, to anyone seeking information 
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Well-Balanced Program of Business and Fun 


Draws Over 300 to Texas RJA Convention 


“Outstanding” is perhaps the only word 
that can aptly describe the 46th annual 
convention of the Texas Retail Jewelers 
Association, held April 27th and 28th at 
the Shamrock Hotel in Houston. More 
than 300 members of the association, and 
their guests, attended the two-day affair. 

The first day of the convention was given 
over entirely to director’s meetings and 
committee meetings. Convention proceed- 
ings got underway officially on Monday, 
April 28th, with an address of welcome 
by L. M. Noble, president of the Houston 
Association of Retail Jewelers. 

R. J. Slagle, president of the association, 
in a talk on the “Power of the Press,” 
told the convention delegates the value of 
newspapers as “silent salesmen” for their 
products. He urged the jewelers to do 
more advertising in newspapers, and he 
pictured the great opportunities for sales 
which abound in Texas. 


W. TIM WELCH 


New President 
of Texas RJA 





Other featured speakers at the Monday 
business session included Alexander A- 
Gatto, display director of the Corrigan 
Jewelry Co., Inc., Houston, Texas; Floyd 
A. Denman of Stuttgart, Ark., vice presi- 
dent, Southwestern Region, American Na- 
tional Retail Jewelers Association, and 
Robert W. Kneebone, vice president of the 
National Bank of Commerce of Houston. 

Monday afternoon festivities for the men 
included a golf tournament at the Pine 
Forest Country Club. Members of the asso- 
ciation’s ladies auxiliary, on Monday after- 
noon, enjoyed a bus tour of Houston and 
a visit to the San Jacinto Battleground. 

A resolution opposing additional state 
consumer taxes was unanimously adopted 
at the closing business session. 

In other action taken at the convention, 
the incoming president was authorized to 
appoint a committee to work with a group 
from the Texas Watchmakers Association 
in an attempt to draft a suggested watch- 
makers’ licensing law that could be sub- 
mitted to some forthcoming session of the 
Texas Legislature. 

The convention concluded with a ban- 
quet in the Shamrock Room which drew 
an attendance of nearly 200. Attendance 
and golf prizes were awarded to lucky 
winners. 

Chosen to serve as association president 
for the ensuing year was W. Tim Welch, 
secretary-treasurer of the Arthur A. Everts 
Co., Dallas. Welch is the third member of 


156F 





the Everts organization to fill this top 
post. Before him, Arthur A. Everts, honor- 
ary board chairman of the Everts’ firm, 
and Myron Everts, president of the con- 
cern, have served the Texas RJA as 
president. 

Elected to serve with Welch as officers 
were Mrs. Stace Westmoreland of Hunts- 
ville, first vice president, and Sam Majors, 
Jr., of Colorado City, second vice president. 

Named to the board of directors were: 
Dolph Miller, Odessa; Bill Perdue, 
Crockett; R. J. Slagle, Houston; L. M. 
Noble, Houston; Tom Scapelanda, San 
Antonio; Linard Stinnet, Pharr; William 
Zale, Dallas, and Clark Wagner, Amarillo. 





Elgin Advises Shareholders of 
New Product Styling Program 


Shareholders of Elgin National Watch 
Co. were told at their annual meeting on 
April 23rd that the company has embarked 
on a product styling program as extensive 
in its scope as the effort now devoted to 
product research. 

J. G. Shennan, president, said the or- 
ganzation is applying to styling the same 
“clinical approach” used by the company’s 
research laboratories in perfecting the 
durapower mainspring, new watch lubri- 
cants, the electronic watch and a number 
of other technical developments which he 
said are still confidential. 

A central design studio at the Elgin 
plant is being supplemented by styling 
facilities for watch cases at a subsidiary 
plant, Wadsworth Watch Case Co. of Day- 
ton, Ky., and for metal attachments at 
another subsidiary, the Hadley Co. of 
Providence, R. I. 

All three design departments, Shennan 
said, are correlating their activities to cre- 
ate cases, dials and attachments which will 
result in well-integrated watch designs. 
They are also cooperating in styling of 
compacts manufactured by Wadsworth 
and men’s jewelry by Hadley. 

Consolidated net earnings of $316,354 
were reported for the first 12-week period 
of 1952, on consolidated sales of $9,055.- 
107, equal to 38 cents per share. These 
figures include Elgin, Wadsworth, Hadley 
and Canadian Elgin Watch Co., Ltd. Earn- 
ings for the comparable period last year, 
before the acquisition of Hadley, were 
$381,487 on sales of $8,798,404, equal to 
45 cents per share. Shennan attributed 
the drop in earnings to increased operat- 
ing expenses not offset by higher prices. 





Free Repair Service Offered 
To Flooded Sheaffer Dealers 


To help flood-victim writing equipment 
dealers in the midwest get back on their 
feet quickly, the Sheaffer Pen Co. offered 
free cleaning and reconditioning service 
on water-damaged Sheaffer merchandise. 

For quickest service, Sheaffer advised 
dealers in the Missouri, Minnesota and 
Mississippi river areas to send such mer- 








chandise at once to the Fort Madison, 
Iowa, plant with an authorized return 
label. 

Merchandise which required more extep. 
sive work involving parts replacement and 
repairs was examined immediately to estj. 
mate costs. Top priority was given such 
work when authorization for repair or re. 
placement was received from the dealer. 





Prominent Industry Leaders 
Accept Posts in UJA Drive 


Meeting for the first time to organize on 
behalf of the United Jewish Appeal of 
Greater New York, leaders in the jewelry 
industry recently elected five chairmen to 
direct the campaign in 1952. The five, al] 
outstanding in previous industry-wide UJA 


drives are: Albert Bookbinder, Benruys 
Watch Co.; Stephen W. Hofman, Diamond 
Distributors, Inc.; Jacob H. Schaeffer, 


Shiman Bros. & Co., and Simon C. Gershey 
and Samson Hittner, both of Bulova Watch 
Co. 


DAVE KAY 
To be Honored 
at UJA Testimonial 
on June 19th 





An industry-wide dinner to be held 
Thursday evening, June 19th, at New 
York’s Hotel Delmonico, will honor Dave 
Kay, 1951 chairman of the UJA drive in 
the jewelry field. “Mr. Kay’s exemplary 
leadership and continued devotion to the 
life-giving causes of UJA have gone too 
long unrewarded,” a joint statement by 
the chairmen said. 

Named recently to top regional posts of 
the UJA were two outstanding leaders of 
the jewelry industry. Newton Rosenzweig, 
prominent jeweler of Phoenix, Ariz., has 
been appointed Arizona State Chairman of 
the UJA, while I. J. Mnookin, jewelry 
merchant of Kansas City, Mo., has been 
named chairman for the Missouri and 
Kansas State UJA region. 

All these men will seek to mobilize sup- 
port for the Appeal’s 1952 effort, with a 
goal of $151,500,000 nationally to meet 
urgent immigration, settlement, welfare 
and rehabilitation needs in Israel, Europe, 
Moslem countries and the United States. 





Frank's Move Syracuse Store 


Frank’s Jewelry Co., which has _ been 
located at 272 N. Salina St. for many 
years, moved recently to new quarters at 
217 N. Salina St., Syracuse, N. Y. 

The new store is located in the build- 
ing recently purchased by Frank Montal- 
bano, who with his son, Ralph, have oper- 
ated the jewelry business for the last sev- 
eral years. Montalbano has been in the 
jewelry trade in Syracuse for about 30 
years. 
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New York State RJA Forms 
Fair Trade Unit at Contab 


Approximately 400 jewelers and their 
guests attended the annual convention of 
the New York State Retail Jewelers Asso- 
ciation held May 5-6 at the Ten Eyck 
Hotel in Albany. Highlight of the group’s 
annual meeting was the formation of an 
ethics committee to curb the recent in- 
crease of unfair trade practices in the 
retail jewelry field. 

Named to head the association’s watch- 
dog committee was J. Francis Thibault, 
Utica, who will supervise the statewide 
task of alerting members when bveaches 
of fair trade methods are uncovered. The 
ethics committee, which has no policing 
powers, will be subdivided into regional 
groups, which will meet frequently during 
the year to report on selling practices in 
their area. 

Featured speaker at the convention was 
Maury Ash, Eastern sales manager for 
Elgin National Watch Co., who told the 
delegates that more family “spending units” 
with yearly incomes of $7500 or over were 
headed by people between 45 and 54 than 
any other age. He said retail jewelers 
should aim their sales efforts at these age- 
brackets more often, as they, particularly, 
were falling behind in the race for the 
middle-aged consumers’ dollar. 

A special fashion luncheon was held on 
Monday and was followed by a forum on 
“The Outlook of Business” during the 
afternoon session. Another highlight of 
Monday’s program was the splitting of a 
12-carat rough diamond into two parts by 
George Kaplan of Lazare Kaplan & Son, 
Inc., New York City, cutters of the famed 
Jonker diamond. 

Re-elected as president of the associa- 
tion for the ensuing year was Harry R. 
Gerber, White Plains. Also re-elected was 
E. Lathrop Sunderlein, Rochester, secre- 
tary, and Boyd Evans, New York City, 
treasurer. 

John J. Naughter, Albany, and J. Francis 
Thibault, Utica, were among ten vice presi- 
dents re-elected for two-year terms. Newly 
elected vice presidents are Harry M. In- 
graham, Batavia, and Jack Thomson, 
Alexandria Bay. 





Wallace Stockholders 
Re-elect All Former Directors 


All of the former directors of R. Wallace 
& Sons Manufacturing Co. (Wallace Sil- 
versmiths), Wallingford, Conn., were re- 
elected recently at the annual meeting of 
stockholders. 

Those re-elected include John F. Banks, 
Charles E. Baumle, Charles L. Bromberg, 
Emery B. Danzell, Elson P. Dolliver, Rob- 
ert L. Fay, Donald W. Leach, John W. 
Leavenworth, Warren L. Mottram, William 
W. Rich, Clifford F. Thompson, Donald L. 
Wallace and Malcolm L. Wallace. Floyd 
Wallace, Jr., was elected to take the place 
of Robert Wallace, while Frederick Water- 
man of New Haven also was elected as a 
director, 
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The stockholders heard reports from 
William W. Rich, president, and Clifford 
F. Thompson, treasurer. 

Immediately following the stockholders’ 
meeting, the following officers were re- 
elected: John W. Leavenworth, chairman 
of the board of directors; William W. 
Rich, president; Donald W. Leach, vice 
president; Malcolm L. Wallace, secretary, 
and Clifford F. Thompson, treasurer. The 
following were also re-appointed: Frank 
B. Wooding, Jr., assistant treasurer, and 
Edith L. Schwink, assistant secretary. 





King-Sized Swiss Timepiece 
Shown at Michigan Convention 





The mechanism of the king-size working 
Swiss movement, handcrafted 200 times 
the size of the tiny movement in its base, 
is explained to F. E. Goldey, executive 
secretary of the Michigan Retail Jewelers 
Association (extreme left); Ray H. Her- 
rick, president of Michigan Horological 
Association (second from left); and Wil- 
liam Shumaker, retiring president of 
Michigan RJA, by Alvin Levine, trade 
relations coordinator for the Watchmakers 
of Switzerland. 

This accurate reproduction, exhibited 
for the first time to the U. S. trade at 
the joint convention of the Michigan asso- 
ciations, in Grand Rapids, was made in 
Switzerland from identical materials used 
in the creation of a normal sized quality 
Swiss jeweled-lever movement. Even the 
king-sized jewels are made from the same 
synthetics used for the tiny jewels in a 
conventional-sized timepiece. 


Oklahoma RJA Members 
Re-elect Stuhr President 


Approximately 600 state jewelers and 
watchmakers attended the 46th annual con- 
vention of the Oklahoma Retail Jewelers 
Association held April 20th and 2lst at 
the Skirvin Tower Hotel, Oklahoma City. 

Re-elected as president of the association 
was H. C. Stuhr of Oklahoma City, while 
Robert J. McCurley of Norman was again 
named to the post of secretary-treasurer. 
Named as vice presidents were: Harry 
Bowers, Lawton; Rene Pallisard, Perry; 
Jon Gard, Fairview, and Jack B. Miller, 
Muskogee. 

Key address of the convention was de- 
livered during Monday’s session by W. D. 
Evans, general sales manager for Elgin 
National Watch Co. Speakers who ad- 








dressed other convention sessions included: 
Floyd A. Denman of Stuttgart, Ark., vice 
president, Southwestern Region, American 
National Retail Jewelers Association; 
Robert H. Russell, field merchandising co- 
ordinator for the Watchmakers of Switzer- 
land, and Elbert T. Weaver, secretary of 
the Oklahoma Pharmaceutical Association. 

An entertainment program and banquet 
was held in the Venetian Room of the 
Skirvin at the close of the convention. 
An extensive display of jewelry featured 
the opening day’s sessions. Booths occupied 
the hotel’s convention hall. 

Re-elected to the board of directors of 
the Oklahoma RJA were: V. P. Hildreth, 
B. C. Clark, Jr., Jim Beatty and George 
Goldfarb, all of Oklahoma City; H. S. 
McCurley and J. T. Waugh of Norman; 
F. L. Kelley, Weatherford; George Sloan 
and Mel Klar of Tulsa; C. W. Haupt, 
Bartlesville; Hugo Kofmehl, Duncan; M. B. 
Smith, Paul Valley; N. C. McCoy, Cush- 
ing; Frank White, Guthrie; J. C. Wash- 
inka, Stillwater; Frank Crane, Holdenville; 
Odie Ditmore, Anadarko; George Holmes, 
Hennessey, and E. T. Tucker, McAlester. 

Associate board members re-elected in- 
clude: LeRoy Belt and Herb Fuhrman, 
both of Oklahoma City, and Willard Mote, 
Ponca City. 


New Catalog Issued 
By Anthony Creations 


A 12-page two-color, illustrated catalog 
showing representative numbers in the 
Anthony Creations gift jewelry line is 
available to wholesale jewelers. For free 
copies, write to Anthony Creations, 50 
Aleppo St., Providence, R. I. 





Roy's Intensive Ad Campaign 
Arouses Interest in Opening 


An intensive advertising promotion 
marked the recent removal of Geo. T. 
Roy, Inc., jewelers in Memphis (Tenn.) 
for almost half a century. The concern 
moved last January from 44 S. Main St. 
: new and larger quarters at 83 Madison 

t. 

At the time of the move, small adver- 
tisements announcing the new location 
were scattered throughout two daily news- 
papers. The major campaign promoting the 
formal opening on March Ist was insti- 
tuted during the latter half of February. 
The firm felt that by this date all remodel- 
ing would be completed and new stock 
would be ready for display. 

Stressed in the major advertising cam- 
paign was an offer inviting the public to 
register for eight grand prizes that were 
given away on opening day. During the 
two weeks before the formal opening, ap- 
proximately 6000 visitors registered for 
prizes. 

Large newspaper advertisements an- 
nouncing the formal opening were run on 
the day before and on opening day. Exten- 
sive publicity was given the store opening 
over a local radio station and through 
feature stories that appeared in two Mem- 
phis newspapers. 
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Nearly 900 Jewelers From Five States 


Attend Minnesota RJA’s 48th Convention 


Clear, sunny skies and temperatures in 
the 70’s provided a real welcome mat for 
the opening of the 48th annual convention 
of the Minnesota Retail Jewelers Associa- 
tion at the Hotel Nicollet, Minneapolis, 
on Sunday, April 20th. 

An announced registration of close to 
900 retailers from five states came to view 
the exhibits of manufacturers and whole- 
salers and take part in the business ses- 
sions and entertainment features arranged 
by the Minnesota RJA committees for the 
three-day meeting. 

The opening convention session was held 
on Monday, April 21st, with President 
Arnold S. Brophey presiding. After lunch- 
eon, Vice President William P. Stiles in- 
troduced Elliott M. Gordon, vice president 
and general manager of the Gorham Co., 
who spoke on “Our Common Problems.” 
One of the highlights of Mr. Gordon’s talk 
was his realistic treatment of installment 
plan selling. 





tained. Quoting figures on individual in- 
comes and savings, Friedman said there 
is no question about the wealth being 
available but he warned that many fields 
are competing for that wealth and the 
individual dealers who promote aggres- 
sively would get their share. 

The Monday evening sales clinic pro- 
gram was hastily revised due to the sud- 
den illness of Bert Krashes, of the Gemo- 
logical Institute of America, who was 
scheduled to talk on “How Knowing 
Diamond and Colored Stones Increases 
Sales.” Mr. Krashes was rushed to a local 
hospital where an emergency appendec- 
tomy was performed. Alex Bockstruck of 
St. Paul and Harold Kirkberg of Fort 
Dodge, Ia., regional vice president of the 
American National Retail Jewelers Asso- 
ciation, delivered talks during the time that 
had been allotted to Mr. Krashes. 

Ed Hodge, Hodge-Biederman Studios, 


gave an interesting talk on “How Window 





New officers and directors of the Minnesota RJA lined up for this photograph following their 
election at the group's annual convention. They are, left to right: W. C. Walsh, executive 
secretary; Arnold S. Brophey, retiring president; William P. Stiles, new president; Cort 6. 
Lippert, vice president; Mrs. Julia Hauberg, director; A. W. Schulz, director; Chas. Munn, 
director; H. C. Kirkberg, regional vice president of ANRJA; Clem Hillig, director; William 
Skogg, director; Morton A. Sauer, director, and William Weld, treasurer. Absent when the 
picture was taken were Secretary-Elect, Carl O. Peterson, and directors Frank Hoff, Mathew 
Miltich, R. A. Ashmun and C. F. Berger. 


Citing figures which showed the tre- 
mendous increase in installment buying 
by the public, he advised jewelers they 
must go along with this trend to maintain 
their sales volume. Using silverware as 
an example, Mr. Gordon pointed out that 
the retail jeweler is much better off to 
sell the better patterns at favorable prices 
on an installment plan than to devote 
their sales efforts to promotionally priced 
patterns on a cash basis. 

Armin Friedman, well-known sales ex- 
ecutive of the American Weekly, used as 
his theme “Retail Jewelry Volume Can be 
Maintained by Those Who Know How to 
Fight for It.” Friedman, a dynamic 
speaker, used charts and Federal Reserve 
Board figures to illustrate the high points 
of his talk. 

Pointing out that the basic industries 
of the nation, with the present exception 
of textiles, are all either holding firm or 
still expanding, he said that continued 
high employment and earning power for 
the buying public was bound to be main- 
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Displays Increase Sales,” illustrating vari- 
ous points by actually making the displays 
on the stage. 

At the business session held on Tuesday 
morning, April 22nd, the following officers 
and directors were elected for the ensuing 
year: William P. Stiles, Wells, president; 
Cort G. Lippert, Northfield, vice president; 
Carl O. Peterson, Brainerd, secretary, and 
William Weld, Minneapolis, treasurer. 

Named as directors were: A. W. Schulz, 
Clem Hillig, Morton A. Sauer, Frank Hoff, 
Carl Berger, William Skogg, Mathew Mil- 
tich, Mrs. Julia Hauberg, Chas. Munn, 
and R. A. Ashmun. 

The closing of the exhibits on Tuesday 
afternoon marked the conclusion of the 
business end of the convention but the 
social highlights were yet to come. Start- 
ing with the cocktail hour at 6:00 P. M. 
and continuing through a wonderful ban- 
quet, hundreds of conventioneers enjoyed 
the full evening which included a floor 
show and dancing in the main ballroom 


of the hotel. 








OPS Issues Pricing Order for 
Watch and Clock Assemblers 


Three methods for establishing Ceiling 
prices on clocks and watches containing 
imported movements cased in the United 
States are described in the Government’s 
new Ceiling Price Regulation 145. 


Ceiling prices for models made during 
the assembler’s base period are based op 
his highest selling price during that time, 
plus an adjustment representing the amount 
by which landed costs of imported parts 
have risen. There is no similar allowance 
for reflecting increased costs of domestic 
parts or labor. 


To determine ceilings on a new model, 
the assembler must refer to his mark-up 
over current costs for a comparative 
product. 


If he cannot compute a ceiling price by 
either of the methods named, he must apply 
to the Office of Price Stabilization for 
establishment of the price. 


OPS asserts that an assembler buying 
imported parts from foreign sources will 
have no trouble in determining the amount 
of increase in landed costs. The agency 
says an assembler buying imported parts 
in this country must use the landed cost 
of a closely competitive seller for the 
same part or apply to OPS for assistance. 


CPR 145 becomes effective on June 16, 
or at any earlier date the assembler selects. 


Harry Gamler Builds Good-Will 
Thru Post Card Mailing Plan 


Harry Gamler, prominent jeweler of 
Buffalo, N. Y., recently capitalized on a 
round-the-world tour of leading jewelry 
centers through a unique post card mail- 
ing plan which brought personal greetings 
to more than 20,000 of his customers and 
friends. 

The post card idea, a strong public rela- 
tions gesture, served to keep the Buffalo 
jeweler in personal contact with his trade 
during his absence. 

Mr. Gamler and his wife departed on 
their world-wide journey the latter part of 
March. Considerably in advance of their 
departure, Mr. Gamler laid the plans for 
the post card mailing. He had more than 
20,000 post cards printed specially for 
the occasion. The front of the card carried 
a map of the world, emphasizing stopping 
points in the Gamler itinerary. A photo of 
Mr. Gamler was superimposed on the map, 
along with this copy: 

“My 25,000 mile flight around the world 
is mainly to purchase from leading gift- 
ware manufacturers for Gamler’s new gift 
department.” 

On the mailing side of the post card 
were lines for the recipient’s name and 
address and a personal message written in 
long-hand. A variety of 20 different mes- 
sages were used so that all of the 20,000 
customers and friends would not be get- 
ting the same message. 

The 20,000 cards were pre-addressed at 
the Gamler store and sent on to Bombay, 
India, in advance of Mr. Gamler’s arrival. 
They were mailed out by Mr. Gamler dur: 
ing April. 
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Gopher Jewelry Travelers 
Choose Nelson as President 


The Gopher Jewelry Travelers Associa- 
tion, an organization composed of jewelry 
feld salesmen travelling the Northwest 
territory, recently elected the following 
oficers: Robert Nelson (Keystone Whole- 
sale Jewelry Co., Inc.), Minneapolis, 
president ; Joseph Oliver (The Ball Co.), 
Minneapolis, vice president; Hal Devine 
(Amsterdam Diamond Cutters & Importers, 
Inc.), Minneapolis, secretary, and Fred 
Bauler (Fred W. Bauler), Minneapolis, 
treasurer. 

The new officers were chosen at the 
annual meeting of the group, held in con- 
nection with the recent convention of the 
Minnesota Retail Jewelers Association in 
Minneapolis. 


Burmese Tour Gorham Plant 


U. Kaung (shown below left), leader of 
the Burma Government Educational Mis- 
sion, examines a reproduction of the “Sons 
of Liberty” bowl by Paul Revere, on a re- 
cent tour of The Gorham Co. in Providence, 
R. I. The Mission left by air from 
Mingaladon airport November 27th on an 
extensive six-months observation and study 
tour of the United Kingdom, Switzerland, 
the United States, Canada, Mexico and 


UNESCO, Paris. 





Members of the Mission are, from left 
to right: U. Kaung, Sao Siamong, U. Thein 
Hau and U. Tun Tin. 





Students from Widespread Area 
Attend GIA Gem Course in N. Y. 


In response to popular request by East- 
ern Seaboard GIA correspondence course 
students, an additional Class A Resident 
Course was conducted in New York by the 
Gemological Institute of America during 
May. These classes in laboratory practice 
and instrument technique are offered to 
those correspondents course students who 
wish to add practical application to their 
theoretical training in the science of gem- 
ology and to qualify for the diploma in the 
Theory and Practice of Gemology. Students 
who qualify for this diploma are recognized 
as Graduate Gemologists by the Gemologi- 
cal Institute. 

Students from thirteen states, one Ca- 
nadian province, and three New York cities 
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attended the three weeks class which was 
under the supervision of G. Robert Crown- 
ingshield, director of the G.LA. Eastern 
Branch in New York City. The class was 
held at New York’s Roosevelt Hotel from 
April 21st through May 9th. 

During the three weeks the class was 
given a conducted tour through the gem 
collections of the American Museum of 
Natural History and had the opportunity 
to examine the Gemological Institute’s fine 
collection of minerals and gemstones. 
Since many of them are rarely seen in the 
average jewelry store, those attending were 
able to compare them with the numerous 
imitations and substitutes, which are easily 
confused with the genuine by the unin- 





formed. A visit through the diamond cut- 
ting plant of Lazare Kaplan & Sons, Inc., 
New York, was also included in the three 
weeks’ program. 

Other Resident Classes scheduled by the 
Gemological Institute for this summer are 
Class A opening in New York and Los An- 
geles on June 16; Class B in both cities 
opening July 7, and an additional Class A 
to be given in New York only, starting 
August 4. 


Ruth Simpson, assistant curator of the 
Southwest Museum, addressed the Glendale 
(Calif.) Lapidary and Gem Society April 
28th on “Ancient Man of Our Southwest 
Deserts.” 
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The American National Retail Jewelers 
Association announced May 7th virtual 
completion of the program for its 47th an- 
nual convention and trade show, to be held 
at the Waldorf-Astoria, New York, August 
10-14 inclusive. 

Chas. M. Isaac, executive vice president 
of the association, announced that it was 
necessary for the Convention Committee to 
lease additional space in the Waldorf-As- 
toria in order to provide for the large num- 
ber of new exhibitors. A total of 207 ex- 











ANRJA’s Show Program Nears Completion; 
Over 200 Firms Reserve Exhibit Space 


hibitors and participators had, as of May 
7th, reserved display space. This figure, 
according to Mr. Isaac, already exceeds the 
total for those who exhibited at the 1951 
Trade Show. 

The convention program will include the 
following outstanding speakers, on sub- 
jects of timely interest and importance to 
retail jewelers: 

Monday, August 11. Panel discussion on 
“Unethical Merchandising Practices.” 
Speakers: Oscar Kind, Jr., vice president 
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LET US 
PROVE OUR 
POINT... 





As a result of large-scale factoring transactions 
with cutters, we are in a position to offer a wide 
selection of quality stones at truly competitive prices 
to manufacturers and wholesalers. 


We are tully prepared to completely satisfy your 
needs, no matter how varied. You will find relations 
with our principals pleasant and profitable. A new 
company, staffed by old hands in the diamond indus- 
try, with the "know how" to meet your requirements. 


Visit, Phone or Write Today: 


= ee DIAMOND CORPORATION 


Importers + Factors to the Diamond Trade 


NEW YORK—37 West 47th St. JUdson 6-0324 
CHICAGO—29 East Madison St. CEntral 6-3700 


THE SHORTEST 
DISTANCE 
BETWEEN 

TWO POINTS! 


















of ANRJA and President of S. Kind & 
Sons, Inc., Philadelphia, Pa.; L. F. Perciya} 
Jr., D. C. Percival Co., Inc., Boston, Mass - 
Howard Michaels, Michaels, Inc., Ney 
Haven, Conn.; and Lowell F. Halligan 
vice president and sales manager, Hamilton 
Watch Co., Lancaster, Pa. 

Monday Evening: Address by President 
Leo F. Henebry; also an address by an 
outstanding national figure on the subject 
“We Must Have Economy in Government.” 

Tuesday, August 12. Panel discussion on 
“What can we do About Taxes.” Speakers: 
Robert Ash, attorney at law, Washington 
D. C.; H. Victor Paul, Wiss Sons, Wty 
Newark, N. J.; Stanley Simon, vice presi. 
dent, Bulova Watch Co., New York, N. Y. 

Wednesday, August 13. Address, “Presep. 
tation at the Point of Sale” by William FE. 
Long, Tully, N. Y., past president Whole. 
sale Dry Goods Institute. Panel discussion 
on “Fair Trade.” Speakers: Carleton ¢. 
Broer, Chairman Fair Trade Committee, 
ANRJA and president of the Broer-Free. 
man Co., Toledo, Ohio; and John W. 
Anderson, president, Andersan Co., Gary, 
Ind., and president, American Fair Trade 
Council, New York, N. Y. 

Thursday, August 14. Discussion of “Cur. 
rent Auction Problems” by Sidney L, 
Stevens, vice president, ANRJA and presi- 
dent Stevens & Sons, Salem, Ore. 

Thursday Evening: Reception, annual 
banquet, entertainment, and dancing. 

Here is a list of firms that have reserved 
space for ANRJA’s 1952 Trade Show up to 
and including May 7th: 


EXHIBITORS AT ANRJA’s 
1952 TRADE SHOW 


Accro Bond Watches ........ New York, N. Y. 
Ace Auto Luggage Co. ....... New York, N. Y. 
Adams, William, Ince. ....... New York, N. Y. 
Be, TS 6:6 6406 erseseess Philadelphia, Pa. 
BEE, 66k0054 0860000000085 Philadelphia, Pa. 


Aisenstein, Louis, & Bros., Inc. 
New York, N. Y. 


Altheimer & Baer, Inc. .......... Chicago, IIl. 
Bee Pe, BO. occ seceesce New York, N. Y. 
American Safety Razor Co....Brooklyn, N. Y. 
A.S.R. Ascot Lighters ......... Brooklyn, N. Y. 
 . nceness owaesnes Providence, R. I. 
Art Paper Company ...... .-.-New York, N. Y. 
Axel Brothers, Inc. ...Long Island City, N. Y. 
Babcock Box Co., Inc......... Attleboro, Mass. 
Baden & Foss Company...... New York, N. Y. 
OS SO eee Newark, N. J. 
Ballou, B. A., & Co., Inc.....Providence, R. I. 
BOOGD,, TATOO ccocccscccccecsese Chester, Conn. 
ee Gi aiee OE ME ono cncnendes Chester, Conn. 
Beattie Jet Products, Inc.....New York, N. Y. 
Benrus Watch Company...... New York, N. Y. 
Diementein. A. TRG. ccc cccees New York, N. Y. 
> ae @ Gees Gee bc ccacocese Providence, R. I. 
Detew GCOMNOR .occccccccecs Providence, R. I. 
Bretton Watch Bands ....... New York, N. Y. 
Bristol Seamless Ring Co.....New York, N. Y. 
Brown & Gravenson, Inc.....New York, N. Y. 
Bruner-Ritter, Inc. ........: New York, N. Y. 
Buffalo Jewelry Case Co., Inc....Buffalo, N. Y. 
Bulova Watch Company ..... New York, N. Y. 
Cadie Chemical Products, Inc..New York, N. Y. 
Caplen Jewelry Display......... Buffalo, N. Y. 
Carol Manufacturing Co., Inc.. Philadelphia, Pa. 
Certina E-A Watches.........cceee. Elgin, Il. 
China Overseas........e0.- ..New York, N. Y. 
Church & Co. .cccccccces chewed Newark, N. J. 
Cohen, A., & Sons Corpn.....New York, N. Y. 
Colonial Mfg. Co., Inc....... New York, N. Y. 
Columbia Tru-Fit Diamond Rings 

Long Island City, N. Y. 
Columbia Walescraft, Ltd....New York, N. Y. 
Compass Instrument & Optical Co., Inc. 

New York, N. Y. 

Cramer-Tobias-Meyer, Inc....New York, N. Y. 
Croton Watch Co.........ee0- New York, N. Y. 
Crown Luggage Co., Inc..... ..-Baltimore, Md. 
Customized Rings ........eee0- New York, N 
Cyma Watch Company....... New York, N. Y. 
Davids, Lothar ......... ...eeNew York, N. Y. 


Davidson & Sons Jewelry Co., Inc. 

New York, N. Y. 
Dennison Mfg. Company...Framingham, Mass. 
EN OOP OE New York, N. Y 
Doxa Watch Agency...... ...New York, N. Y. 
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-Delaware Watches ..... New York, N. Y. 
etal Silversmiths .........Meriden, Conn. 
Elgin National ae Co. C a - ..--Elgin, Ill. 

i tate Glass Decorating Co. 

— New ban = = 
; Products .....-+eeeeeees New York, N. Y. 
oar of Jewels ........ .»-New York, N. 
Feature Ring Co., ee New York, N. 
Feinstein, E. S., & Co........New York, N. 
Fidelity Diamond Rings ..... New York, N. 


i Leather Goods Co....New York, N. 
Sonar, A: Edward, & Co., Inc.. New York, N. 


“at ot Dot Yo Sot Salat De 


-Let Corporation ..... ..- New York, N. 
ee. SE Be i, BMiBeccccscvess New York, N. 
Forman Family, Inc. ......... Brooklyn, N. 
Forstner Chain Corporation...Irvington, N. 
Freed, Edwin, Inc. ......-. ..New York, N. Y. 


d, Edwin, Advertising...New York, N. Y. 
eee rg Marvin J., Inc.......Buffalo, N. Y. 


Tees EO, accdeccoecs New York, N. Y. 
yearns Watch Company..Cincinnati, Ohio 
Gurwitt, Albert, & Co........ New York, N. Y. 
Hadley, The, Company ...... Providence, R. I. 
Hamilton Watch Co............ Lancaster, Pa. 
Harris, L., Co., Inc.......... New York, N. Y. 


Hartman Cutler Corp........New York, N. Y. 
Helbros Watch Company.....New York, N. Y. 


Heller, L., & Son, Inc........ New York, N. Y. 
The Herschede Hall Clock Co..Cincinnati, Ohio 
Holzer Watch Co., Inc........ New York, N. Y. 
Honora Jewelry Co. ......... New York, N. Y. 


e Space Saving Box System, Inc. 
— New Orleans, La. 


Imperial Pearl Syndicate...... New York, N. Y. 
Ingraham, E., Company ......... Bristol, Conn. 
Iskin Mfg. Co., Inc.......... Philadelphia, Pa. 
Jabel Ring Manufacturing Co...Newark, N. J. 
Jaffe, Isidore ....ccccccece ..New York, N. Y. 
Jewelers’ Circular-Keystone..New York, N. Y. 
Jewelry Magazine ........... New York, N. Y. 
Kaplan, Lazare, & Sons, Inc..New York, N. Y. 
Karp, David, & Co., Inc. ..... New York, N. Y. 


Karpeless, Maurice J., Inc.... Providence, R. I. 
Karpeles Rosary Co. ........Providence, R. I. 


Kassoy, I., Inc. ........ o--.-New York, N. Y. 
Kaufman, Bert L., Co. ......New York, N. Y. 
Kaufman, Jack L., Ine....... New York, N. Y. 
Kimberly Gem Company..... New York, N. Y. 
Kimbler & Daniel, Inc....... New York, N. Y. 
Kingston Watch Company...New York, N. Y. 
Kirk, Samuel, & Son, Inc......Baltimore, Md. 
Kocher, Walter, & Co........ New York, N. 
Korn, William, & Co.......c.sec: Buffalo, N. 
Kramer Jewelry Co. ........ New York, N. 
Kreisler, Jacques, Mfg. Company 
North Bergen, N. 

Lady Alice Pearls ...cccccces New York, 
SEE. 6 o.nn.0006400608 New York, N. 
Lamp], Walter, Inc. .........New York, N. 
Lasner Jewelry Corporation.New York, N. 
Ledo Jewelers ........c0.- ..New York, N. 
Lee Watch Corporation....... New York, N. 
Lehman Bros. Silverware Corp. 

New York, N. 
Leichter, Emil, Watch Co., Inc. 

New York, N. 
Leif Brothers .......... ..e-.-New York, N. 
Levitz, Ira, Inc...... (ehnnevenes Buffalo, N. 
Life Magazine .......ccccces New York, N. 


Lifton, Harold, Co., Inc. ..... New York, N. 
Lignum Vitae Products Corpn. 

Jersey City, N. 
Linde Air Products Corpn....New York, N. 


Linde Air Products Co....... New York, N. 
Luria, L., & Son, Inc......... New York, N. 
Manchester Silver Company.. Providence, R. 
Manhattan Novelty Corp...... New York, N. 
Mearmill Co., Ime. occ. ccccccce New York, N. 
Marvella Pearls, Inc. ......... New York, N. 


Masin Watch Co. ........... New York, N. 
Mautner, The, Company......New York, N. 
Maximillian Bonded Luggage. .New York, N. 


Mele Mfg. Co., Inc........... New York, N. 
Mercury Ring Corporation...New York, N. 
Modern Onyx Mfg. Co., Inc...Brooklyn, N. 
Multi-Facet Co. ......ccccces New York, N. 
Monarch Watch Co., Inc......New York, N. 
Napier, The, Company ...... New York, N. 
New Hermes, Inc. .......... New York, N. 
Olde Silver Classics ......... New York, N. 
Ollendorff Watch Co., Inc....New York, N. 
Otis Company ........ re Providence, R. 
P. M. Jewelry Creations, Inc..New York, N. 
Parker Pen Company ......... Janesville, Wis. 
Pereline Mfg. Co., Inc........ New York, N. Y. 
Phinney Walker Company...New York, N. Y. 
Phyllis Originals, Inc. ......Providence, R. I. 
Piccard, Lucien, Watches ...New York, N. Y. 
Pik Manufacturing .......... Brooklyn, N. Y. 


Plainville Stock Company....Plainville, Mass. 


Polumbaum, Richard, Co., Inc..New York, N. Y. 


Poole Silver Company......... Taunton, Mass. 
Prill Silver Co., Inc. ........ New York, N. Y. 
Reed & Barton .........00.00. Taunton, Mass. 
Reich, Fe, ae Buffalo, N. Y. 
Remington-Rand, TS ane eed New York, N. Y. 
Richie Premium Corpn....... New York, N. Y. 
Robbin Prodwete ..cccccccs Los Angeles, Calif. 
Robbins, J. W., Company....New York, N. Y. 
Robinson, Edward B......... New York, N. Y. 
Ronson Art Metal Works....... Newark, N. J. 
Sarkin, David, Inc. ......... New York, N. Y. 
Savoy Watch Co. ...ccccccce New York, N. Y. 
MOMEON, EMO... ccccccccceces Stamford, Conn. 


Silberman, Kohn & Wallenstein, Inc. 
New York, N. Y. 
Scope Instrument Co. ....... New York, N. Y. 
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I i I a eae New York, N. Y. 
Semcea Clock Co., Inc......... New York, N. Y. 
Semca Watch Corporation...New York, N. Y. 
Seth Thomas Clocks & Watches 

Thomaston, Conn. 
Sheaffer, Wm. A., Pen Co...Fort Madison, lowa 


Schiffman, M. W., & Co...... New York, N. Y. 
Sheridan Silver Co. ........... Taunton, Mass. 
Shiman Bros. & Co., Inc.....New York, N. Y. 
Shriro Watch, Inc. .......... New York, N. Y. 
Sickles, M., @& Sons......ce-. Philadelphia, Pa. 
Sentinel Clocks & Watches...... Bristol, Conn. 
Silver City Glass Co........... Meriden, Conn. 
eee. Be . GE cecceaces Attleboro, Mass. 
Singer, Phillip S. ...... cece: New York, N. Y. 
re, cee oe, BO. oc cccceceee Chicago, Ill. 
Solow Watch Co. ........... New York, N. Y. 
Speidel Corporation ......... Providence, R. I. 
Bhetmer, Brmest ..ccccccccecs New York, N. Y. 
Stern, Louis, Company ...... Providence, R. I. 
Stieff, The, Company.......... Baltimore, Md. 
Streicher Mfg. Co. ............ Newark, N. J. 
Surnamer, S. J., Inc......... New York, N. Y. 
Swift & Anderson, Inc. ........ Boston, Mass. 
Tanz, Phillip, Company...... New York, N. Y. 
NS i cs wae nee Ashland, wiass. 
Tissot Watches ............. New York, N. Y. 
Towle Mfg. Company..... Newburyport, Mass. 


U. S. Jewelry Co., Inc......... Baltimore, Md. 
United States Time Co....... New York, N. Y. 
We ncn cea banees New York, N. Y. 
Wadsworth Watch Case, Inc...... Dayton, Ky. 


Wallace, R., & Sons Mfg. Co. 
Wallingford, Conn. 


Waltham Watch Company..... Waltham, Mass. 
Watchmakers of Switzerland. .New York, N. Y. 
Wefferling, Berry & Co......... Newark, N. J. 


White Rose Jewelry Mfg. Co., Inc. 
New York, N. Y. 


Wiesen-Hart, 0 Cincinnati, Ohio 
Wiesner, Joseph, Inc. ....... New York, N. Y. 
Wilson Mfg. Co., Ine............ Boston, Mass. 


Wilson Specialties Co., Inc....Brooklyn, N. Y. 


Wilton Merchandise Corpn....New York, N. Y. 
I En nna sasawinedas New York, N. Y. 
Winton Watch Co., Ine....... New York, N. Y. 
Wood, J. R., & Sons, Inc. ....New York, N. Y. 

Y. 


Zippo Mfg. Company ....... New York, N. 


q “Babe” Maloney, formerly with Joseph 
J. Foley, Lowell, Mass., has opened up an 
upstairs jewelry store of his own on Cen- 
tral St., Lowell. 








ie fashion forecast for the future. 


LUCIEN PICCARD fashion authority watches 


4A MARQUISE—Set in this magnificent 14 kt. gold 
“over watch are 5 genuine amethysts and 6 © 
cultured pearls. Fine 17 jewel Lucien Piccard 
movement. Suede leather strap. Keystone $150.00. 


GRANDE BAROQUE——An exquisite original design’ 
_$ genuine amethysts and 6 cultured pearls set in 14 kt. 
gold case with mother of pearl dial. Suede leather strap. 
~ Fine 17 jewel Lucien Piccard movement. Keystone $139. ; 


Every Lucien Piccard watch is a masterpiece of design 


The incomparable original styling, ultra-smart beauty 


quality and value 


these masterpieces 


salesman or 


EMPRESS EUGENIE — 


will create great demand fos 


Watch for your 


Satie 


direct for complete information 


A. BLUMSTEIN inc 


‘ Manufuc few (Hg f* EM» 


37 WEST 47 STREET © NEW YORK 19. N. Y 


A 
LELEGANIE — 
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Tri-State Jewelers and Guests Attend 
Successful Two-Day Meeting in Baltimore 


The Maryland-Delaware-District of Co- | evening a cocktail party preceded the 
lumbia Jewelers’ Association completed a | evening program of dinner, entertainment 
very successful two-day meeting at the | and dancing. 
group’s 38th annual convention held this The Monday morning business session 
year at the Emerson Hotel in Baltimore, was opened by Walter Greenebaum, presi- 
Md., May 4 and 5. Not only were the dent of the association, who presided. First 
entertainment features of the meeting | speaker was Leo F. Henebry, president of 
heavily attended, but the business session | the American National Retail Jewelers As- 
as well, which was held on Monday, May sociation. Mr. Henebry’s subject was “Fair 
5, and included as speakers several well Trade Laws” and he outlined briefly the 
known figures in the jewelry industry. national association’s work toward the pas- 

The convention opened on Sunday after- sage of fair trade legislation. He urged the 
noon with a “Day at Monte Carlo.” Sunday “standing-room-only” audience to unite 
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The “WATCH-WORD” jor 
FINE WATCHES THE WORLD OVER 


Wwe age, a ee 4196 — Self-winding with Automatic 
a ee oe . “DATE” Window. 17 J Felsa 692 
— = » SE tae ieee ee Super-finish movement with INCA gxSTAR 
reguiator and INCABLOC shock protector. 
In 14K Gold Top, steel back water- 
resistant case . . . $89.50 fti. 














617—17 JEWEL FF 60 Super-finish 
movement with INCA¥STAR regulator 
and INCABLOC shock protector. Dust-proof 
crown. In 14K Gold Filled case, $52.50 ffi. 
In 14K Gold case. . . $59.50 ffi. 
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ACCURACY CONTROLLED | 
by INCAx STAR 


INCA¥STAR is famed the 
world over as the regulator 
that controls ‘‘time accu- 
racy” in Ernest Borel 
watches. The superiority of 
f%) INCAXSTAR and the INCA- 
BLOC shock-protecting 
mechanism is now available 
in many men’s and ladies’ 
models. 


ERNEST BOREL WATCHES are designed and created by 
artisans who have spent their lives in perfecting the finest watch 
movements and cases. Jewelers who display ERNEST BOREL WATCHES 
have a wide line of the finest watches made by the world’s largest manu- 
facturers of officially certified wrist chronometer watches with Standard 
EBAUCHES movements. They are sold, guaranteed, and serviced in 90 
countries the world over. A giant working model of INCA®STAR and 
INCABLOC is free to ERNEST BOREL DISTRIBUTORS—one of many 
sales-helps available to jewelers. Write today! 








EXCLUSIVE 


v.s. pistrisutorn JULES BOREL & COMPANY 


1015 WALNUT ST. KANSAS CITY 6E, MO. 
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individually and collectively in support of 
the Maguire Bill with the Keogh amend. 
ment which the ANRJA was backing, 

Next speaker was Delbert E. Williams, 
regional vice-president of the ANRJA, who 
spoke on the national association and what 
it stood for. Following Mr. Williams, the 
scheduled speaker was unable to appear 
and John McManemin, field merchandising 
coordinator for The Watchmakers of 
Switzerland, spoke briefly on the “Know 
Your Jeweler” campaigns which have been 
carried out by jewelers’ groups in several 
cities throughout the country. 

Concluding the morning session, Louis J. 
Berman, a _ certified public accountant 
specializing in the jewelry field, explained 
the importance and necessity of a good 
inventory system for retail jewelers, cop. 
cluding with what he termed the “ten 
commandments” of retail stock control. 

First speaker of the afternoon session 
was Albert E. Haase, president of the 
Jewelry Industry Council. Mr. Haase de. 
tailed the work of the JIC, explaining that 
the Council was preparing to help jewelers 
capitalize upon the nationwide ring and 
colored stone promotion which it was spon- 
soring. He went on to point out the vari. 
ous other promotions which the JIC spon. 
sored throughout the year and concluded 
his talk by urging all jewelers to actively 
support the Council to help it do a bigger 
and better job to benefit the industry as a 
whole. 


WILLIAM A. 
WRIGHT 


New President 
of Tri-State 
RJA 





G. H. Niemeyer, president of Handy & 
Harman and Chairman of the Jewelers’ 
Vigilance Committee, had as his subject 
“Protecting the Jeweler” but he digressed 
his opening to point up the fact that 
despite all the complaining about business, 
tax returns showed that there was more 
business done in 1951 than the year before. 

He emphasized that jewelers must be 
more aggressive in their merchandising in 
order to keep the flow of jewelry customers 
coming to their stores and not be wooed 
away to other sources of supply. As part 
of this program Mr. Niemeyer pointed out 
the importance of sales training for store 
personnel and the utilization by the jeweler 
of the important merchandising factor— 
Fashion. 

Final speaker of the afternoon session 
was Craig D. Munson, vice-president of the 
International Silver Co. Mr. Munson used 
several charts to show graphically the 
breakdown of the $323 million (1951) 
silver market which he discussed. He 
urged jewelers to concentrate more of their 
promotion efforts on silver flatware in the 
plated field which offered a tremendous 
potential still for the jeweler. To point up 


THE JEWELERS’ CIRCULAR-KEYSTONE 


naan 3 eer AoE. 








the fact that the jeweler was neglecting 
this phase of the silver flatware business, 
Mr. Munson showed a chart developed by 
his company from a study of retail jewelry 
advertising which showed that sterling ac- 
counted for 85 per cent of the retail jewel- 
er’s silver advertising dollar while plated 
ware was given only 15 per cent. On the 
other hand he showed that silverware man- 
ufacturers were allocating 57.8 per cent of 
their advertising expenditures to sterling 
and 42.2 per cent to plated ware. 

Following the speakers a panel discus- 
sion was held to answer questions from the 
floor. This developed into a discussion of 
wavs and means to combat the door-to-door 
salesmen. 

Winding up the business session was the 
reports of the officers and committees, 
selection of Washington, D. C., for next 
vears convention and the election of 
officers. These were William A. Wright, 
president: Harry Groll, 1st vice-president; 
David Lakein, 2nd vice-president; Frank 
Geraci. treasurer, and Carl Doubet, Jr., 
secretary. Tribute was paid to Harold C. 
Heiss, general convention chairman, who 
was unable to attend after completing all 
arrangements, because of an automobile 
accident in which he and his wife were 
badly hurt. It was reported that both were 
recovering and would soon be up and 
about. 

The annual banquet on Monday evening 
was followed by an excellent entertainment 
program headlined by the well known radio 
and television star, Morey Amsterdam. 


Elected 
President 
of Ronson 


ALEXANDER H. 
Aronson 





Alexander H. Aronson was elected May 
6th as president and general manager of 
Ronson Art Metal Works, Inc., Newark, 
N. J. He succeeds Alexander Harris who is 
retiring as president and general manager 
of the company. 

Mr. Aronson is the son of the late Louis 
V. Aronson, founder of the 56-year-old firm 
which makes cigarette lighters and acces- 
sories. He has been with the Ronson Co. 
and its predecessor, Art Metal Works, Inc., 
for more than 35 years in various executive 
capacities and since 1940 has been its first 
vice president, treasurer and account gen- 
eral manager. 

Mr. Harris continues as a director of 
the company. 


White Heads Newly-Formed 
Providence Jewelers Club 


For a long time it has been recognized 
that there was a need for a common meet- 
ing point for jewelers in the Providence 
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area where the facilities of a clubroom 
and meals would be available to members 
and guests. 

With this in mind, a number of prom- 
inent industry representatives met recently 
and formed the Providence Jewelers Club 
with Reginald White of J. J. White Co. 
as president; Paul Levinger of Speidel 
Corp., vice president; Albert Berghahn of 
Armbrust Chain Co., treasurer, and Joseph 
McDevitt of Handy & Harman, secretary. 

A board of governors was also ap- 
pointed as follows: Max Kestenman, Kes- 
tenman Bros.; Ben Brier, Brier Mfg. Co.; 
Robert Brennan, Speidel Corp.; Edward 
Otis, Jr., Otis Co.; Olaf Anderson, Anson, 
William Shawcross, Monroe 


Inc., and 








| 


Block & Co. Officers and the board of 
governors will serve until such time as the 
club holds a regular election. 

Headquarters for the newly-formed group 
are located at Hotel in Provi- 
dence. There has been a gcod response to 
a letter of invitation sent to prospective 
members in the area. 


the Crewn 


Evans Slashes Lighter Prices 


Across-the-board price slashes on their 
complete line of lighters was announced 
recently by the Evans Case Co., Inc., 
North Attleboro, Mass. The price reduc- 
tions, which became effective April 2lst, 
extended uv to 46 per cent. 


GET A... 


,p,] mew hermes 
| 


ne 
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AND PAY OUT OF 
PROFITS. 


10,000 PROGRESSIVE JEWELERS SAY: 
"It's the best investment we ever made.” 


Atk one whe had one! 


Send for Free Catalog G 


“How To Make Money With Tracer- Guided Engraving’ 


new hermes ENGRAVING MACHINE CORP. 
13-19 University Place, New York 3, N. Y. 


“TIME PAYMENTS HELP YOU TO PAY OUT OF PROFITS 





161 











FOR HIGHER 
UNIT SALES 








Plan now... 


to build profitable point of sale pro- 
motions around these trade messages 
from ory best-sellers in the July 


issue...of HOUSE BEAUTIFUL. 


BRADLEY sparks SUMMER LAMP SALES for you 
by featuring the most wanted, the most beautiful, 
lamps in all the world in glorious fuil color on the 
back cover of House Beautiful’s July issue. Your 
customers will be looking for these lamps in your 
store. Make sure you have them in stock. Write for 
full information and free dealer tie-ins. Bradiey 
Mfg. Co., 412 N. Odtoans sient, Chicago, Illinois. 


The new HOLLIWOOD COMBINATION BROILER- 
GRILL, made by Finders Mfg. Co., is an ideal hot 
weather cooking appliance. Super-intense Infra-red 
Ray element broils, grills, toasts, fries, or warms 
foods with a minimum of heat-escape. And it’s so 
compact it can be moved to any part of the house 
or backyard for extra-cool summer cooking. 


Sead teday 
for eye catching “Right from HOUSE 
BEAUTIFUL” ” display cards... an 
effective tie-in mat. They’re available, 
of course, free of charge. 


e@¢e?# 





For display cards, mounted with July ad- : 
vertisements you want to feature, check I 
any or all of the products on the listing 
below that are preceded by a number. 
For a mat, in which product names can J 
easily be inserted, check the square indi- gy 
cated. Fill in your name and mailing 
address, mail to: Merchandising Division, . 
House Beautiful Magazine, 572 Madison J 
Avenue, New York 22, N. Y. | 
36. BRADLEY LAMPS 
37. HOLLIWOOD COMBINATION BROILER- i 
GRILL 
18. LIBBEY-OWENS-FORD MIRRORS I 
38. WARING BLENDOR AND MIXOR 1 
39. WILL AND BAUMER CANDLES , 
t 
i 
I 
i 
i 


[] Seen in House Beautiful Magazine. 


NAME 





ADDRESS 





CITY 





JCK JULY 
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A & Z Chain Opens N. Y. Offices 
The A. & Z. Chain Co., jewelry manufac- 


turers of Providence, R. I., announced re- 
cently the opening of a showroom and 
offices in New York City. Arnold P. Abbott 
is in charge of the new quarters which are 
located in Room 711 at 389 Fifth Ave. 

Completely air-conditioned and _attrac- 
tive, A. & Z.’s New York office has been 
established for the convenience of Manhat- 
tan and incoming buyers. 

In order to expedite the handling of 
correspondence, the firm recommends that 
all mail be addressed to the A. & Z. main 
office and factory at 116 Chestnut St., 
Providence, R. I. 





Lovebright Diamond Co. is 
New Name for Fisher Concern 
A. Edward Fisher & Co., Inc., diamond 


importers and manufacturers of Registered 
Lovebright Diamond Rings, announced re- 
cently that their firm name has _ been 
changed to Lovebright Diamond Co., Inc. 





Henry Israels congratulates son, Roger B. 

Israels (left), upon his recent election as 

vice president of Lovebright Diamond Co., 
Inc. 


With offices at 580 Fifth Ave., New 
York, Lovebright furnishes their dealers 
with “Rose Petal” display boxes, window 
and counter displays, free wedding photo 
albums for customers, radio transcriptions, 
newspaper mats, direct mail pieces and 
many other sales aids. 





Westchester Jewelers Install 
Solon Reyman as President 


The duties of installing officer were 
capably handled April 22nd by Harry R. 
Gerber, president of the New York State 
Retail Jewelers Association, at the installa- 
tion dinner party of the Westchester Asso- 
ciation of Jewelers, held at Birch Brook 
Inn, Bronxville, N. Y. 

Installed as president of the association 
during the evening’s festivities was Solon 
Reyman (Reyman’s Jewelers) , Port Chester. 
Other officers installed were: Vice Presi- 
dents: Lester Beerman (Max Beerman, 
Jewelers), Yonkers; Jack Meyers (Meyers 
& Son), Mount Vernon, and M. Lewis 
Murray (Murray’s Jewelers), Port Chester; 
Treasurer, Max Tonkin, Yonkers; Finan- 
cial Secretary, Arthur Meyers, Mt. Kisco, 
and Secretary, Mrs. Victor Ross (Victor 
Ross), New Rochelle. 

Norman P. Delorier, outgoing president, 
was presented with a set of golf clubs as 
a token of esteem for services rendered 





during his tenure in office. He, in turn, 
presented the gift of a United States Say. 
ings Bond to Mrs. Victor Ross, association 
secretary. 

Guests at the evening’s festivities jp. 
cluded Sam Jacobson, chairman of the 
Executive Board of Retail Jewelers Asso. 
ciation of Greater New York, and Sam 
Zickerman, president of the Long Island 
Retail Jewelers Association, and Mrs, 
Zickerman. 





Golden Circle Club Maps 
Gala and Fun-Packed Program 


An entertaining and well-balanced sched. 
ule of events for the remainder of this 
year was outlined to members of New 
York’s Golden Circle Club at a meeting 
held at the Abbey Hotel on the evening of 
May 12th. The meeting was preceded by a 
delicious dinner and was followed by a 
gala entertainment program. 

In the absence of Sumner Wyman, chair- 
man of the entertainment and planning 
committee, Arthur J. Tuveri outlined the 
events which will be held this year and the 
names of the committee chairmen who will 
handle arrangements. 

In June the organization will hold its 
annual dance with George Kramer handling 
arrangements. Scheduled for the September 
meeting is an address by a well-known 
sports personage who will be booked by 
Harry Rodman. 

Arthur J. Tuveri has been assigned the 
job of recruiting talent from the member. 
ship ranks for an amateur night to be held 
in October. A television forum and panel, 
scheduled for November, will be handled 
by Jack Carling. As a grand finale to this 
fine program of events, Sumner Wyman 
will handle arrangements for a Christmas 
party in December. 





MLOC Committee Completes 
Plans for Outing at Pleasantdale 


A full day of fun and merriment is 
planned for the annual outing of the 
Maiden Lane Outing Club which will be 
held June 14th at Green’s Hotel, Pleasant- 
dale, N. J. 

The committee in charge of arrange- 
ments has wisely selected a wide range of 
recreational activities that will attract both 
the energetic and the sedentary. Among 
the scheduled events that will attract the 
more hardy souls are baseball, handball, 
boating, swimming and tennis. For those 
less strenuously inclined, the committee has 
also included less violent activities such as 
quoits, ping pong and sunbathing. 

To satisfy the whetted appetites that are 
likely to ensue from all this outdoor ac- 
tivity, two delicious banquet meals will be 
served in the resort’s air-conditioned dining 
room. A large number of attractive and 
valuable door prizes will be distributed 
during the customary evening dinner that 
will bring the day’s festivities to a close. 

Chairman for this year’s outing is Dave 
Levy, who is being ably assisted by Albert 
Walden, Sol Diston, Milton Cohen, Richard 
J. Bromley, Charles E. Slocum, Arthur 
King, Robert Mennerick, E. M. Belman, 
Don L. Frazier and Sheldon Parker. 
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4 Aladar Roth, vice president of Bayer, 
Pretzfelder & Mills, Inc., 11 East 48th St., 
New York, returned recently from an ex- 
tensive tour of Ulysse-Nardin facilities in 
Europe. He reported the fruition of long- 
pending negotiations to increase the im- 
port of Ulysse-Nardin watches to keep pace 
with an accelerated demand. 

4 The Concord Watch Co., Inc., importers 
of watches and clocks, announced recently 
the removal of their offices to new quarters 
at 625 Madison Ave., New York. The firm 
was formerly located at 10 W. 47th St. 

q Sailing June 11th on the S. S. Inde- 
pendence, is Max Gershberg, of the Lasko 
Strap Co., 200 Hudson St., New York. Mr. 
Gershberg, who will be accompanied by 
his wife and son, will first visit Naples, 
Italy, and will travel from there to Israel. 
They are tentatively scheduled to return 
from their ten-week tour the latter part 
of August. 

q Currently touring Europe on business is 
George E. Sands, secretary of Hammel, 
Riglander & Co., Inc., 395 Fourth Ave., 
New York, who sailed May 2lst on the 
S. S. Britannic. While abroad, he expects 
to visit England and Sweden. 

q Announcement was made recently of the 
formation of Sacks & Co., Jewelers and 
Pawnbrokers, as a successor to the jewelry 
firm of Harry Sacks and the pawnbroking 
concern of Sacks & Co. The jewelry firm 
of Harry Sacks was established in 1893 
and has, since 1905, been located at 1936 
Third Ave., New York. 

q Back from Switzerland after a _ three- 
week visit is Julian Holzer, president of 
the Holzer Watch Co., Inc., 501 Fifth Ave., 
New York. While abroad he conferred 
with officials of Chs. Tissot & Fils, S.A. 
factory in Le Locle, and asked them to 
increase their shipments of watches to this 
country. Mr. Holzer, whose firm is sole 
U. S. distributor of Tissot watches, left 
for Switzerland April 23rd and returned 
the middle of May. 

q Over 100 students and guests attended 
the May 6th meeting of the New York 
Study Group of the Gemological Institute 
of America which was held at the Hotel 
Roosevelt. Speaker at the meeting was 
G. Robert Crowningshield, director of the 
Gem Trade Laboratory, who gave an illus- 
trated lecture on “Natural and Cultured 
Pearls and Their Identification.” The June 
meeting of the group will feature a dis- 
cussion on “The Platinum Metals” by 
Harold Searle of the Platinum Metals 
Division of the International Nickel Co. 

4 Included among the long list of jewelers 
abroad is Marcus Edelstein of the Delmark 
Watch Co., 535 Fifth Ave., New York, 
who sailed for Switzerland May 21st on 
the Queen Elizabeth. He plans to remain 
Overseas until the latter part of August. 

4 Karlan & Bleicher, Inc., manufacturers 
of “Perfect” ring findings at 188 W. 4th 
St., New York, announced recently that 
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Eliot Marks has rejoined their sales staff. 
4 Back at work again after a long winter 
vacation in Florida are Mr. and Mrs. 
Hayim Sorin, diamond and watch import- 
ers at 576 Fifth Ave., New York. 

q A question and answer session on horo- 
logical subjects highlighted the April 
meeting of the Horological Society of New 
York, which was held at the Capitol Hotel. 
Serving on the technical panel which was 
appointed to answer the questions were 
such well-known horologists as Dr. A. L. 
Rawlings, James J. O’Shaughnessy, W. 
Hofsommer, Henry B. Fried and I. Liemer. 
Many interesting queries were posed and 
were answered in detail not only by the 
panel itself, but also from the floor by the 
general membership. 

q Home again after an eight-week absence 
is Jack J. Felsenfeld, well-known dis- 
tributor of cultured pearls at 9 Maiden 
Lane, New York. Mr. Felsenfeld returned 
from Japan early in May, where he 
traveled extensively and visited his prin- 
cipal pearl suppliers. 





Miss Sherwood Accepts Post 
As MLHS Honorary Historian 


In her weekly Sunday morning broadcast 
over station WOR on May 4th, Miss 
Lorraine Sherwood, noted radio commenta- 
tor of the New York Port Authority, pub- 
lically acknowledged her election as hono- 
rary historian of the Maiden Lane Histori- 
cal Society. Miss Sherwood, who has so 
often represented the Society and its aims 
in her broadcasts, was unanimously elected 
honorary historian at the group’s annual 
meeting on March 27th. 

The Sunday following the announcement 
of her election, May 11th, Miss Sherwood 
presented an interesting and dramatic ad- 
dress on little known facts about the 
Maiden Lane district. Her address, as 
usual, was enjoyed by a large number of 
MLHS members who regularly listen to 
her broadcasts. 





Bill Before House Unit Would 
Amend Excises on Timepieces 


In Washington, the House Ways and 
Means Committee is considering a_pro- 
posal to repeal federal excises that now 
apply to watches selling at retail for less 
than $65, and alarm clocks selling at retail 
for less than $5. 

A bill (H. R. 7550) sponsored by Rep. 
Noah M. Mason (Illinois Republican) to 
carry out this proposal is pending before 
the House tax-writers, but there is no 
indication that action may be anticipated 
at any early date. Unless some action is 
taken on the bill soon, the scheduled ad- 
journment or recess of both houses of 
Congress in early July will cancel the 
possibilities of these proposed excise ad- 
justments for the balance of the year. 
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No. 1/1360 is a ring of UNUSUAL DE. 
SIGN with a distinctive Masonic and 
Diamond mounting running across the 
finger. Both emblem and mounting are 
inlaid flush in either Ruby, Blue Spinel 
or Onyx. Side emblems are in relief 
and heavily modeled. 

No. 1236 is another new design, espe- 
cially appealing to those who prefer a 
small emblem. It has a diamond plate 
and a small, neatly encrusted Ruby or 
Blue Spinel. Both are available in 10K 
or 14K yellow or white gold. 

Ask to see these and others in the 
“Gran” line of fine Emblem Rings and 
Mountings. 





GRAN and COMPANY, Inc. 
546 S. Meridian St. * Indianapolis 25, Ind. 
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Diamond Guarantees Credit Forms 


DAUER PRINTING CO. 
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Obituaries 





Miss BeRTHA ADLER, who operated her 
own jewelry business at 3725 Reading 
Road, Cincinnati, Ohio, died May 3rd at 
her home in the Dale Manor. The last 
member of her family, she is survived by 
several nieces and nephews. 

SwwnEY QO. Bicney, 97, retired jewelry 
manufacturer of Attleboro, Mass., died 
May 10th. A native of Wentworth, N. S., 
he went to Attleboro at the age of 18 and 
entered the jewelry business. He founded 
the S. O. Bigney Co. in 1894 and oper- 
ated it until his retirement in 1940. Mr. 
Bigney had been active in Republican 
politics, both locally and nationally, and 
was often a delegate to national conven- 
tions. After the 1908 convention, he was a 
member of the committee which notified 
William H. Taft of his nomination for 
the presidency. 


ArtHur D. Evans, 80, a member of 
the jewelry firm of Evans & Sons, Inc., 
Utica, N. Y., died April 18th. After com- 
pleting his education in Utica schools, 
Mr. Evans became associated with his 
father and brothers in Evans & Sons 
Jewelers, carrying on the business until 
his retirement three years ago. He is sur- 
vived by his widow, Kate, a_ brother, 
Charles T. Evans, and a nephew, Boyd 


Evans, both of Mount Vernon, N. Y., 
and a niece, Mrs. Heber E. Griffith of 
Utica. 


James F. Kane, who had operated his 
own jewelry concern at 805 Main St., Hart- 
ford, Conn., died May 10th at St. Francis 
Hospital in that city. Mr. Kane _ started 
his career in the jewelry industry in 1892 
as an errand boy for Henry Kohn & Sons, 
Hartford jewelry firm. When he left 
Kohn’s to open his own store in 1949 he 
had been a jewelry salesman for many 
years. Mr. Kane served twice as an alder- 
man in Hartford and was president of the 
board during his latter term, ending in 
1924. He leaves his widow and four sisters. 


Georce L. KEARNEY, 63, president and 
a director of the Geo. Borgfeldt Corp., 
New York City, died April 27th in Bronx- 
ville, N. Y., after a long illness. Mr. 
Kearney entered the employ of Geo. Borg- 
feldt & Co. in 1902 and through untiring 
work advanced himself to buyer and man- 
ager of the Glassware Department. He 
was elected president of the corporation 
in 1950. Surviving are his widow and 
two daughters. 


Georce J. Kuinick, 67, who vunti] his 
retirement in 1947 had been a partner 
in the Heller-Hope Co., 2 West 46th St., 
New York, died May 11th at the home of 
his daughter in Woodmere, L. I. Mr. 
Klinick started his career in the jewelry 
industry at the age of 12 when he joined 





the firm of L. Heller & Son. He worked 
as an employee of the firm until 193] 
when he and Charles M. Heller formed the 
Heller-Hope Co. as partners. Long actiye 
in jewelry fraternal groups, Mr. Klinick was 
a founder and a past president of the 
Jewelers Square Club. He also was a 
past treasurer of the American Stone Im. 
porters Association and a member of the 
Twenty-Four Karat Club of New York, 


the Jewelers Fraternal Association, and the 


Golden Roosters of Chicago. His two 
daughters survive. 
LEROY PRESENT, manufacturers’ repre- 


sentative with offices at 29 E. Madison St., 
Chicago, IIl., died April 5th at the Hines 
Veteran Hospital, Hines, Ill. Mr. Present 
was the son of Phillip Present, diamond 
importer and wholesale jeweler in Roches- 
ter, N. Y., and was associated with his 
father in business for many years. He 
later operated his own diamond importing 
concern in New York City. In addition 
to his widow, he is survived by two sisters. 


IsRAEL ROSKIN, 67, president and foun- 
der of I. Roskin Co., Inc., manufacturing 
jewelers at 21 West 46th St., New York, 
died May 6th at Madison Hospital, New 
York. Mr. Roskin and a partner founded 
the firm of Bernstein & Roskin in 1918 
on Fulton Street in New York. When 
Mr. Bernstein died in 1932, the business 
was moved to its present uptown location 
and the firm name was changed to I. 
Roskin Co., Inc. Mr. Roskin was a mem: 
ber of the Chicago Jewelers Association 
and the Jewelry Crafts Association. Sur- 
viving are his widow a son and a 
daughter. 


FREDERICK J. SCHAFFNER, who until his 
retirement in 1947 was assistant vice presi- 


dent of William Wise and Son, Inc., 
jewelers at 487 Fulton St., Brooklyn, 
N. Y., died May 12th. Mr. Schaffner 


started with the firm in 1912 as an assis 
tant in the diamond department. He was 
appointed diamond buyer, elected as sec: 
retary and named store manager in 1935, 


























Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DIAMONDS—AIl Sizes and Qualities 


JOSEPH BLANK 
COrtlandt 7-3562 


87 Nassau St. New York 38, N. Y. 











> 








#11J—Sheepskin case—Black, 
Dark Brown, Dark Blue, Red, 
Tan, Green. ...Keystone $7.00 
#22) Genuine “Morocco Leather 
case—Wine, Red, Black, Blue, 
Brown, Green. Keystone $tl. 
#35J—Genuine Ecrase Leather 
with gold tooled border. Brown, 
Tan, Rose, Green and Light 
ERR: Keystone $13.00 
2%” and 2%” for Swiss and 
Waltham. Immediate Delivery. 
ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 2 
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and was elevated to the post of assistant 
yice president in 1946. His widow sur- 
vives. 

Mrs. AGNES SCHMITT SCHWARZ, 77, 
whose family had operated a gold and 
silver refining business in Cincinnati for 
three generations, died April 14 in Dea- 
coness Hospital following a short illness. 
She was the widow of William H. Schwarz, 
whose father, the late Jacob Schwarz, 
founded the Cincinnati Gold and Silver 
Refining Co. in 1880. Since the death of 
William Schwarz in 1940, the business 
has been operated by a son, William J. 
Schwarz. Other survivors are two daugh- 
ters and a grand-daughter. 


Frank W. SELIG, 61, manager of the 
jewelry firm of Louis Selig, Inc., Elizabeth 
City, N. C., died April 6th of a heart ailment. 
Mr. Selig was a director and past presi- 
dent of the North Carolina Retail Jewel- 
ers Association, a member of the board 
of directors of the North Carolina Mer- 
chants Association, a member of the board 
of directors of the Industrial Bank of 
Elizabeth City, and a member of the 
Elizabeth City Rotary Club. He was a 
leader in Chamber of Commerce work 
and at the time of his death was president 
of the merchants’ bureau of the Elizabeth 
City Chamber of Commerce. He is sur- 
vived by one daughter, one son, his 
mother and a brother. 


ALBERT L. STEARNS, 86, retired president 
and treasurer of the Roy Watch Case Co., 
died May 12th at his home in New York 
City. Born in Cayuga Lake, N. Y., Mr. 
Stearns began work for the Roy Watch 
Case Co. in 1895 and became its president 
and owner in 1904. He retired in 1929. 
Mr. Stearns was a member of the Boston 
Jewelers Club and the National Jewelers 
Board of Trade. He is survived by his 
widow. 





Mrs. Clarence J. Stone Dies 


Friends and intimates of Mrs. Clarence J. 
Stone were deeply grieved by her sudden 
and untimely death on April 28th, just 
18 days after her husband passed away. 

Mr. Stone, who was treasurer of the 
Metals and Controls Corp., Attleboro, 
Mass., died April 10th after suffering a 
sudden heart attack. His tragic death so 
affected Mrs. Stone that she too suffered 
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Make Use of Your Movements 
60 different sets of watch case dies. For all 
movements. Complete cases. Also, backs and 
bezels, for any cases made from your own 
metals, if desired. Jewelry dies made to order. 
e pe TOOL AND DIEMAKER 
Wm. Wishinsky 655 Sixth Ave., NewYork, N.Y. 
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a fatal heart attack on April 28th. 
Surviving are a son and a daughter. 





Miss Anna P. Monahan Dies; 
Worked for NEMJ&SA 32 Years 


Miss Anna P. Monahan, whose name has 
been synonymous with the New England 
Manufacturing Jewelers’ & Silversmiths’ 
Association for a decade and a half, died 
May 4th at St. Joseph’s Hospital, Provi- 
dence. 

She had been in ill health for more than 
four years, but except for periods of hos- 
pitalization and recuperation was regularly 
at her desk. 

“Nan,” as she was known to her close 
friends and to the jewelers who frequent 
the office of the association in the Sheraton- 
Biltmore Hotel, had been an office secretary 


for the NEMJ&SA for 32 years. 


MISS ANNA 
P. MONAHAN 





For many years she was the working 
arm of the association, being its only staff 
secretary. In those years she accumulated 
a wealth of information about the various 
firms and their products. Wholesalers 
leaned on her for advice constantly as they 
sought for certain types of merchandise. 
They often referred to her as a “walking 
encyclopedia” on jewelry matters. 

Miss Monahan was a native of Central 
Falls, R. I. She graduated from St. Xavier's 
Academy and Bryant College, and had had 
no employer except the jewelry association. 

Surviving are three sisters and a brother. 





Japs Agree to Stop Making 
And Selling Ronson Imitations 


stoppage of the manu- 
export of imitations of 
Ronson products is the subject of an 
agreement signed April 28th by Ronson 
Art Metal Works, Inc., Newark, N. J.. 
with four Japanese trade groups. 

The agreements were signed with the 
Tokyo Smoking Articles Industry Asso- 
ciation, composed of all Japanese lighter 
manufacturers and headed by Tomojao 
Zaima; the Tokyo Smoking Articles Whole- 
salers Association of which M. Yoshinogo 
is president; The Japanese Smoking Ar- 
ticles Export Association, of which Ken- 
karo Koh is president; and the Antimony 
Association, manufacturers of lighter hous- 
ings headed by Kinsakuo Shinohoro. 

These contracts with the Ronson Co. 
are binding on every member of the Jap- 
anese lighter industry, including manu- 
facturers, wholesalers and exporters. 


The immediate 
facture, sale and 
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Special Order Work 


WILLIAM HERTEL & CO., INC. 
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YOU CAN'T LOSE 


You can’t lose Watch Repair Sales with 
POLTOCK—the Supply House that stocks 
all ‘“‘Hard-to-Get’”? parts—Swiss and Amert- 
can. Write Dept. J for FREE Ligne Gauge, 
Catalog and Stationery. JOHN A. POL- 
TOCK & CO., 15 MAIDEN LANE, NEW 
YORK 38, N. Y. 
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Diamonds direct from Antwerp 


Your country buys yearly 35.000.000 dollars 
of diamonds from Antwerp. It is a fair bet 
the diamonds you handle, loose or mounted, are 
amongst them. The point is: do you buy them 
first hand from Antwerp or through costly 
detours. The answer to this question makes 
the difference in your profit. 


If you are already dealing with Antwerp 
and have a reliable supplier here, you are in 
the know. If not, contact me and save at least 
20%, yes 20% through Antwerp wholesale 
prices. Diamonds ‘direct from Antwerp will 
double your margin of profit. 


For full information write airmail please. 
(Diamond dealers and jewelers only.) 


JOACHIM GOLDENSTEIN 
DIAMONDCLUB-ANTWERP-BELGIUM 
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Don’t settle for less 
than the best. According to 
our customers, Alice offers the 
finest quality, styling and finish of 
any tailored earrings in the price 
range. 


Thru the wholesaler $7 00 
retail 
JEWELRY CO. 








5, be Sooum sage Prov., R. 1. ; 









. - 
POD anal 








{ 


Ask your wholesaler for 
Fisher's new sport 
charm catalog, — 
charms, medals, and 
sporting jewelry. = 


J.M. FISHER CO. , Attiobore, Mass. 
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q Greater Boston jewelers are busily flex- 
ing their muscles in preparation for the 
annual summer outing of the Boston 
Jewelers Club at the New Ocean House, 
Swampscott, on June 18, where a full pro- 
gram of sports events and entertainment 
is in store. Under the joint chairmanship 
of Herbert L. Thomae, of Charles Thomae 
& Son, Attleboro, and Albert S. Munnis, 
of Worden-Munnis, Boston, the sports com- 
mittees are headed by the following chair- 
men: Golf: J. Gould Cook, of A. Stowell 
& Co.; Soft Ball: Charles G. Thomae; 
Potato Race: Roy S. Brooks, Mauran 
Watch Co.; Bag Race: Herbert L. Thomae; 
Tape Race: John Blackinton, of R. Black- 
inton & Son, North Attleboro; Three- 
Legged Race; David C. Percival, Jr., of 
D. C. Percival Co. As usual, the afternoon 
of sports will be followed by a shore dinner 
and entertainment program. 

q At this time, too, plans are about com- 
pleted for the annual convention of the 
New Hampshire Retail Jewelers Associa- 
tion at the Hotel Wentworth-by-the-Sea, 
in Portsmouth, N. H., according to Walter 
Sawyer, of Keene, N. H., president of the 
association. This will take place on Sun- 
day and Monday, June 29 and 30, and 
plans include a Sunday golf game, fol- 
lowed by dinner and concert, with a busi- 
ness meeting on Monday, with several 
speakers for the trade, followed by the 
traditional New England clambake, com- 
plete with lobsters and everything. 

q Armand J. Lizee & Son, jewelers and 
watchmakers of Willimantic, Conn., held 
the grand opening of their new first-floor 
store at 696 Main St. on Thursday, Friday 
and Saturday, May 8-10, with the event 
well publicized in the local press and with 
hundreds of door prizes distributed to 
visitors. 

q Members of the New England Guild of 
the American Gem Society met at the 
Boston Museum of Science on May 14, 
where, due to popular requests, the entire 
meeting was devoted to “Use of Refrac- 
tometer and Dichroscope.” A committee, 
headed by Fred Gurney, Richard Chesley, 
and Quentin McCaffrey, was on hand to 
help members in using the various instru- 
ments, and stones were available for iden- 
tification. 

q The first annual banquet of the Jewelers 
Association of Greater Boston was held in 
Steuben’s Restaurant, Boston, on May 15, 
with a large attendance of members and 
their wives. Strictly social, the gathering 
featured the drawing of door prizes, fol- 
lowed by a floor show, a dinner, and 
general dancing. 

q Turco Brothers, who recently took up 
new and larger quarters in Rooms 529 and 
930 in the Province Building, have again 
expanded, adding Room 524 on the same 
floor for the display of leather goods. The 
new quarters were opened on June 1. 

q “Buy Your Diamond Unset” was the 
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way the Thomas Long Co. of Boston and 
Chestnut Hill, Mass., advertised this last 
month as it featured their expert diamond 
setter “Andy” Anderson, pictured at his 
bench, ready to set the gems speedily for 
customers. Assisted by George Haegeman, 
both of whom have been with the Long 
store for 25 years, the demonstration of 
how experts set diamonds was opened to 
the public. Customers also had an oppor- 
tunity to select the unset stones and to 
examine them under the store’s Diamond- 
scope for quality and clarity. Then, either 
Andy or George set the gems while cus- 
tomers watched. The campaign stirred wide 
interest during the week-long demonstation. 
q Among New Englanders attending the 
National Wholesale Jewelers Association 
at the Drake Hotel, Chicago, June 5-6, will 
be “Nat” Goodman of the Nathaniel I, 
Goodman Co., 1006-7 Jewelers Building, 
Boston. “Nat” also plans to represent 
veterans medical outfits of both World 
Wars at the coming Yankee Division con- 
vention at the Hawthorne Inn, Gloucester, 
Mass., June 28 and 29. 

q Harry Haselton of Haselton Co., 702 
Jewelers Building, planned to attend the 
Watch Material Distributors Association 
convention at the Edgewater Beach Hotel, 
Chicago, June 1 to 3. 

q The following New England jewelers 
and associates were among a special party 
chartering a plane to Kentucky Derby at 
Louisville, May 3 to 5: Mr. and Mrs. 
Harold Ginsburg, of Boston Jewelry & 
Loan Co., Fall River; Mr. and Mrs. George 
Allman, Quincy Jewelers, Quincy, Mass.; 
and Robert “Bob” Johnson of Parker 
Pen Co. 

q Fred DeScenza, son of Alfred F. De- 
Scenza, 609 Washington Building, was 
married on May 11, and, with his bride, 
spent their honeymoon at Sea Island, Ga. 
q A “new look” has come to the show 
windows of the Bigelow-Kennard store in 
Boston’s exclusive Back Bay area, with a 
new decorator splashing color with blue- 
bird backgrounds as a spring motif. More 
of these artistic hand-painted backgrounds 
are promised in future window displays. 
q Louis Lemay of Lemay Brothers, jewelers 
of Manchester, N. H., has been busy pre- 
paring for the opening in June of his 
Algonquin Club cocktail lounge at York 
Beach, Maine. 

q Phillip Brault of Phillips & Lucas, 
Montpelier, Vt., has completely remodeled 
—not his store—but his home. 

q A new and ultra-modern store was 
opened recently by Dudley Jewelers at 
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159 Broad St., Lynn, Mass. The firm 
operates another store in Lynn at 842 
Western Ave. 

4 Charles W. Thiery, of Belmont, Mass., 
now retired, but well-known in New En- 
gland jewelry circles for years, and who, 
with his father before him, bought old 
gold and silver, recently celebrated his 
100th birthday. A reception was given him 
by the city of Belmont. 

4 Henry Desjardins, jeweler of Beverly 


and Salem, Mass., was the only repre- 


sentative of the North Shore Rotary Inter- 
national to attend the international con- 
vention of Rotary in Mexico City, May 19. 
Henry is president of the Beverly Rotary 
Club, and flew to the Mexican capital on 
Pan American Airlines. 

q Sidney Barg, formerly with Bradley 
Watch & Jewelry Co., 27 School St., Boston, 
has moved into quarters in Room 601 
Jewelers Building. These were occupied 
until recently by Joseph DiVita, who has 
now gone to work for United Air Lines at 
Logan International Airport, Boston. 

4 L. H. Porter, watchmaker of 403 Jewel- 
ers Building, and a member of the Boston 
Jewelers Bowling League, began his long 
summer vacation with the close of the 
bowling season, and has gone to his farm 
in Liberty, Maine, planning to return some- 
time in October. 

q Elliott Engstrom, partner in the firm of 
Mahar & Engstrom, 405-410 Jewelers Build- 
ing, is building a new home in Braintree, 
Mass. 

q William M. “Bill” Selberg of Elgin 
National Watch Co., who has captained 
the Winchester Country Club bowling team 
this past season, tells of that team winning 
the league championship from 15 other 
teams in the group. 

q Ted M. Page, of Laconia, N. H., has 
completed remodeling of his store, adding 
new lights, fixtures, etc. 

q Freeman-Hascall, jewelers of Rutland, 
Vt., who have remodeled their store, held 
a grand reopening on May 19. 

q Mr. and Mrs. Arthur Wright, of the 
Mautner Co., have returned to their home 
in Needham, Mass., after a southern vaca- 
tion trip to the Carolinas and Georgia. 

q Donald Reaves is welcomed back to the 
Smith-Patterson store after a long and 
serious illness. Miss Selma Spanier is the 
new advertising manager at this store, tak- 
ing the place of Lucille Richardson who 
was married recently. 

q Harry S. Ruddock of Greenfield, Mass., 
celebrated the first anniversary in his store 
on May 1 and 2 with a festival of dia- 
monds, displaying an estimated $200,000 
worth of gems which attracted wide at- 
tention. 

q Among New Englanders participating in 
the New York State Jewelers Convention 
at the Ten Eyck Hotel, Albany, on May 
4-6, was the D. C. Percival Co. of Jewelers 
Building, Boston. On hand to greet friends 
and customers were Richard A. “Dick” 
Heerde, Elmer W. Vassar, John J. “Duke” 
Reagan, and Chester T. Wiggins. 

4 Mrs. Gray of the Falmouth Jewelry 
Shop, Falmouth, Mass., has reopened for 
the 1952 season. 
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q In anticipation of added summer vaca- 
tionists, Francis Oliver of Provincetown, 
Mass., has bought quarters adjacent to his 
store, and doubled the size of his place. 
q Miss Barbara Lewis, bookkeeper with 
the Herbert W. Stranger Co., 306 Wash- 
ington Building, left to be married on 
June 7. 

q Frederic C. Kunz, Jr., son of jeweler 
Frederic Kunz, 708 Washington Bldg., is 
taking his amphibious training in the 
Virgin Islands. 

4 Harold W. Battis, 701 Washington Build- 
ing, who has been away from his place 
because of illness for a considerable part 
of the past year, is now back on the job 
and being warmly welcomed by friends. 
q An autographed photograph of Imogene 
Coca, of television fame, graces the walls 
of the Goldland Jewelry Co., 616 Wash- 
ington Building, along with a framed letter 
to Samuel Goldstein, both presented while 
he was in charge of the firm’s store in the 
Boca Raton Club, Palm Beach, Fla., this 
past winter. 

q Mr. and Mrs. James Russell, of E. H. 
Saxton Co., where Jim heads the order 
department, are back from a Florida vaca- 
tion trip. 

q Frank Bartlett of the Wollaston area of 
Quincy, Mass., closed out his watchmaking 
and jewelry store on May 1. 

q John Quinlan and Donald O’Leary, for- 
merly with Swartchild & Co., 502-5 Wash- 
ington Building, were both home recently 
on furlough, Jack from the Army, and 
Don from the Navy. 
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q All seven Associated Barr Stores now 
carry a wide selection of china and glass- 
ware instead of the limited number of 
promotional pieces previously handled. 
In the short period of time in which these 
departments have been completed, Joseph 
Barr, whose particular province they are, 
has noticed marked trends in consumer 
purchases of this type of merchandise 
which are different from those in the 
jewelry and silverware departments. With 
many of the other departments, for in- 
stance, about 60 per cent of the purchasers 
are women, and 40 per cent men. With 


china and glassware, approximately 85 per | 


cent are women, and only 15 per cent men. 
Most china and glassware is sold through 
“eye appeal,” although requests for it has 
some part in the extension of the limited 
stock of promotional pieces to these com- 
prehensive departments. 

q Meyer Kristol, who for 15 years has 
been in the employ of Kurtz Jeweler, Inc., 
2801 Girard Ave., has purchased a store 
in Maple Shade, N. J., which re-opened 
under his management on May Ist. 

q Ellis Kurtz of Kurtz Jewelers, 2801 
Girard Ave., was guest speaker May 13th 
on the subject of retail credit checking 
on the Steve Allison program over radio 
station WPEN. 

q William J. Glatz, jeweler at 6435 Rising 
Sun Ave., will soon add merchandise sell- 
ing in the higher-priced brackets to his 
camera department which now houses 
only inexpensive equipment. The new stock 
will be in answer to requests which he has 
received for more expensive cameras since 
he added this type of merchandise to his 
stock last fall. 

q James J. McCann & Co., 5549 N. Sth 
St., is promoting watch attachment busi- 
ness with a counter card reading: “Dress 
up your watch. Twenty per cent allowance 
on your old watchband, regardless of make 
or condition, toward a new band.” 

q The Horological Guild of Philadelphia 
is continuing its meetings the second Tues- 
day of each month at the Philadelphia 
School of Engraving with enlightening 
talks on horology. At present these talks 
are given by the president of the school 
on the subject of adjusting watches. 

q Sam Weissman, Stanley Lefkoe and Dave 
Romain are busy, at this writing, making 
plans for the 30th annual picnic of the 
Retail Merchants Credit Association to be 
held June 19th at the Melrose Country 
Club. Ellis Kurtz is serving his second 
term as president of this organization. He 
reports that the annual dance sponsored 
by this group on April 29th at McAllisters 
was attended by 349 people. 

q A gimmick bringing much favorable 
comment for the James J. McCann store 
of 5549 N. Sth St. is a sign in the window 
reading: “Glasses Guaranteed—if you 
break your lenses accidentally within one 
year we replace them free of charge.” 




















* PHILADELPHIA 


q M. J. Povlow’s ads have been changed, 
ot year we reported on his policy of 
using consistent advertising in the local 
newspapers with small ads appearing jn 
each issue. He felt that he had reached 
a point of diminishing returns on this 
policy and has now changed pace to ads 
five times the original size placed about 
every other week (half as often). Direct 
mail advertising is still being used occa- 
sionally but with improved art work. The 
Povlow store is located at 6392 Castor Ave., 
Philadelphia. 

q During the early part of July those of 
us who will be stay-at-homes can envy 
Joseph Weinhofer of 5217 North 5th St, 
who will be enjoying the cooling beauty of 
Skyline Drive. Mr. Weinhofer’s Son, Joseph 
T. Weinhofer, Jr., has induced his parents 
to take this trip as he persuaded them 
last year to take a trip through New 
England—their first vacation in over 40 
years in the jewelry business. The Wein- 
hofer store will be closed at least one week 
this July while they are on vacation. 

q Al Gurwood of Gurwood Jewelers, 817 
E. Allegheny Ave., was away from his store 
for several days following the death of 
his mother, April 25th. 

q In an attempt to show wall clocks as 
they will appear in the customer’s home, 
Liebergall’s of 2902 W. Girad Ave., have 
fastened strips of kitchen wallpaper behind 
the clocks on top of the neutral tan paper 
which decorates the rest of the store. 

q Congratulations are being extended to 
Edwin H. Miller, son of Ed Miller of 
C. R. Smith & Son at 18th & Market Sts., 
who will graduate June 6th from the 
University of Cincinnati as an electrical 
engineer. He will then return to this 
area to be employed by RCA Laboratories. 
The Ed Millers are now planning a trip 
to attend the exercises. 

q George Hughes, repairman at C. R. 
Smith & Sons, and his prospective bride, 
changed their wedding date. They became 
Mr. and Mrs. Hughes on May 3lst in 
stead of the previously announced date 
in June. 

q Now that Albert Sauter has been honor- 
ably discharged from the service he will 
return to the Fred Sauter store at 2713 
W. Girard Ave., giving his father, Lester 
A. Sauter, a chance to try out that new 
simplified fishing rod holder he has m 
vented for keeping his fishing equipment 
overhead instead of underfoot while on 
board his boat. 

q Kenneth W. MacLennan who had been 
in the employ of Fulmer & Gibbons of 
214 S. 12th St., passed away Friday May 
8th. Mr. MacLennan, who lived at 8624 
Thomson Road in Elkins Park, was well 
known in jewelry circles especially for 
his active participation in the Americal 
Gem Society. He was also a Mason and 
an Artisan. He is survived by his wile 
and two brothers, Donald and Charles. 
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q The impressive twin bouquets of white 
snapdragons in the windows of Daub 
Brothers, Inc., at 5706 N. 5th St., are not 
there to designate a new store or a newly 
re-opened store, but rather as a frequently 


recurring practice to attract passers-by 
and suggest the beauty harmonious with 


jewelry. On week-ends and other frequent 
occasions, Daub’s make prominent use of 
generous amounts of fresh flowers to set 
the stage for their window displays. 


4 Several jewelers have asked Lester 
Sauter for hints on what makes his special 
sift department suc ccessful. He gladly 


passes along such information as news 
about one side wall which is covered with 
shelves showing gifts for one-dollar. The 
merchandise, such as metal ash trays and 
hammered aluminum platters, are artisti- 
cally pleasing and selected for their per- 
sonality. Some come gift boxed; others 
Sauter merely wraps in gift paper with 
his firm’s seal. Since this _ beautifully 
pine-panelled gift department is located 
in the rear of the store, the heavy cus- 
tomer traffic it attracts must walk through 
the entire store to reach it, passing other 
displays of fine jewelry. 

4 The Hermann Wild store at 7219 Rising 
Sun Ave., now operated by Mrs. Hermann 
Wild, is currently featuring a clearance 
sale of many pottery items at “half price.” 
q Burholme Jewelers of 7265 Rising Sun 
Ave., are cosponsoring with 26 other mer- 
chants a promotion which will send many 
youngsters to enjoy a free week at camp 
this summer. The well planned “contest” 
invites local residents to buy votes (one 
vote with each $1 purchase up to a maxi- 
mum of ten votes per single sale). These 
votes are cast in the stores for the cus- 
tomer’s choice of those youngsters desiring 
to win. The youngsters must be registered 
by parent or guardian to be added to the 
list of contestants at the cash register of 
each participating shop. Competition is 
being urged through local newspaper pub- 
licity and a large billboard in the center 
of the 7200 block of Rising Sun Ave. 

q Roy Ramsey and family will soon cele- 
brate quietly the second anniversary of 
Lassen’s Jewelers at 5317 Germantown 
Ave., The Lassen’s formerly operated a 
jewelry store by the same name in the 
Western Savings Fund Building in central 
Philadelphia for many years. 

q Coronet Jewelers, that ultra-modern shop 
in the new City Line Shopping Center, is 


again the scene of a dramatic innovation. 
Black, artistically curved wooden show 


cases have replaced counter space at the 
rear of the store to exhibit silver hollow- 
ware and larger gifts such as table lamps. 
The opening between two four-foot counter 
cases has been bridged with a small jewel- 
case type glass display unit showing watch 
attachments. 

4 Chas. E. Flinchbaugh, jeweler of Nor- 
wood, Pa., has re-worded the prose of his 
ads to be more poetic—i.e. “Jewelry for 
the Grad. A souvenir of the day ... they 
are sure to value always! A ring... or 
any of the other quality jewelry items .. . 
fairly priced, of course . . .” 

(George H. Lohr of 6340 Germantown 
Ave., has just completed a campaign in 
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which he gave away a one-dollar pencil as 
a souvenir to every customer bringing in 
a repair which cost five or more dollars. 
The promotion lasted between two and 
three weeks and was advertised in local 
newspapers. 

q George T. Tiehel, jewelers of 111 Lincoln 


Ave, in Prospect Park, Penna., will soon 
renew the soft gray paint which gives 
the interior of this small establishment 


much of its dignity and grace. 


Boston Jewelers Bowling League 
Fetes Winning Team at Banquet 


Nostalgic memories of the first annual 
banquet of the Boston Jewelers Bowling 
League pervaded the 29th annual ban- 
quet of the league at the Hotel Brunswick, 
Boston, on Saturday, May 3rd. For, it 
was at this same hotel, it was recalled, 
that the league had held its first get-to- 
gether just 30 years ago. 

Top honors this year—as was the case 
a year ago, and the year before that—went 
to the Mahar & Engstrom team, which won 
71 games, lost 25, and had a total pin- 


fall of 35,155. 








For the third year in succession, honors for 
winning the league championship went to 
the Mahar & Engstrom team. Left to right, 
front row: George Mullin, Elliott Engstrom, 
holding the Gorham trophy bowl; and 
Benjamin Rubin. Standing, left to right: 
Henry McGrath, and Harry Solomon. 


Second was the A. Stowell & Co. team, 
with a higher pinfall of 35,213, but with 
only 61 winning games and 35 losses. 
Third team, E. H. Saxton Co., had the 
highest total pinfall of all, 35,225, but 
won only 59 games, and lost 37. 

The hotly contested issue of the league’s 
“champ” sweater also was settled, with 
Tony Marino pinning it on Marty Walsh, 
who had topped him for the season by 
just one pin. 

Several superb 
presented during 


entertainment acts were 
the evening’s festivities. 


Danish Silver Designs 
Exhibited by Georg Jensen 


An exhibit tracing the evolution of con- 
temporary Danish design in silver during 
the past 50 years was opened recently by 
Georg Jensen, New York. 

Titled ““Nine Modern Artists in the Jen- 
sen Silver Tradition,” the exhibit included 
popular silver designs dating from 1902 to 
1952. Each piece, from flatware items to 
free form bowls, was characterized by indi- 
viduality and originality. 
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q Harry R. Valin, formerly with Royal 
Jewelers of Dallas, Texas, is now asso- 
ciated with M. Lichtenstein & Sons, Inc., 
leading department store of Corpus Christi, 
Texas. 

q Lee Roy Price, Texas sales representa- 
tive for the Hamilton Watch Co., severed 
his connections with the firm on April 25th 
in order to return to his first love—com- 
mercial aviation transportation. 

q A. M. Rosen, president of Dale’s Jewel- 
ers, Inc., 313 Texas St., Shreveport, La., 
announced recently the appointment of 
Robert M. Lewin as general manager. 
Mr. Lewin, formerly of Chicago, has had 
15 years experience in the jewelry mer- 
chandising field. 

q Gordon’s Jewelers, at 580 Pearl St., 
Beaumont, Texas, has been enlarged and 
remodelled, according to John Novosel, 
manager. The store has been extended for 
30 feet in the rear, making room for a 
new watch and jewelry repair department 
and additional storage facilities. Four 
new private booths have been constructed 
to accommodate credit customers. New 
neon lighting fixtures have been installed 
and a lounge for employees has _ been 
opened on the second floor. 

q Lewis Levy has sold the Rialto Jewelry 
Co., Alice, Texas, to Harry Laven, who 
was ‘formerly manager of McKinney Jewel- 
ers in Austin. 

q Mrs. W. J. Black and A. E. Beadle have 
purchased the jewelry store at 5148 Broad- 
way, San Antonio, Texas, which was owned 
and managed by the late Ted A. Miller. 
They will continue to operate it at that 
location. 

q The Jewel Box of Elkin, Inc., Elkin, 
N. C., has been organized with capital 
stock of $100,000 to operate a jewelry 
store. Incorporators: Sidney Stern, Jr., 
Albert Rose and Alice Bray, all of Greens- 
boro. 

q Reed’s Jewelers of Charlotte, Inc., Char- 
lotte, N. C., has been organized with 
capital stock of $100,000 to operate a 
jewelry store. Incorporators: William Zim- 
mer, Roberta Zimmer and George Caplan, 
all of Wilmington. 





Baltimore-Washington News 

q John Barlow recently purchased the 
jewelry store of C. R. Wall, who operated 
under the name of Capitol Hill Jewelers 
at 137 Independence Ave., S.E., Washing- 
ton, D. C. Mr. Barlow is a former ser- 
viceman, a graduate of the Peters School 
of Watchmaking, and is registered as a 
certified watchmaker through the Horo- 
logical Institute of America. 

q Earl L. Stites recently opened a new 
jewelry shop at 17 W. King St., Littles- 
town, Pa. Mr. Stites is a graduate of the 
Bowman Technical School, Lancaster, Pa. 
q R. E. Phillips is now operating Elton’s 
Watch Shop at 331 Carroll St., Takoma 





THE SOUTH 


Park, D. C. Mr. Phillips, who purchased 
the shop recently, specializes in fine watch 
and clock repairing. 

q Sol Lynn of the Greater Washington 
Retail Jewelers Association announced re. 
cently a successful venture in the organiza. 
tion’s second annual participation in the 
Home Builders Show, staged at the Na. 
tional Guard Armory in Washington from 
April 9th through 27th. The association, 
of which Mel Foer is president, featured 
an exhibition of jewelry, silverware and 
kindred items and stressed its slogan “Buy 
Jewelry from Your Jeweler.” Several local 
jewelers also had booths and it is felt that 
these exhibitions had a favorable effect on 
the viewing public which evidenced a great 
deal of interest in the fabulous display. 
q The firm of S. & N. Katz, Inc., leading 
Baltimore jewelers, celebrated its 50th an- 
niversary recently. A dinner was tendered 
in honor of the occasion which was at- 
tended by firm officials and employees. 





Scher Succeeds Sheppard as 
President of Arkansas RJA 


David Scher of Little Rock was elected 
president of the Arkansas Retail Jewelers 
Association at the two-day convention of 
the group held April 27-28 at the Hotel 
Marion in Little Rock. He succeeds C. S. 
Sheppard, Sr., of Russellville. 

Other new officers named were: Keathley 
Scisson of Crossett, vice president, and 
Martin Fleischner of Hot Springs, secre- 
tary-treasurer. 

Named as new directors were: John 
Stinson, Camden; Bob Elliott, El Dorado; 
A. A. Cobb, Fayetteville; E. H. Stewart, 
Hope; H. T. Purvis, Jonesboro; Selma 
Schloss, Pine Bluff; Floyd Denman, Stutt- 
gart; C. P. Coates, Batesville; Harold 
Stanley, Little Rock; K. W. Ellis, North 
Little Rock; Henry Rainwater, Walnut 
Ridge, and C. S. Sheppard, Sr., Russell- 
ville. 

Under provisions of a resolution adopted 
at the convention, the new officers and 
directors will not take office until Sep- 
tember. 


Fishel and Goldstone Head 
Trade at Denver Hospital Fete 


Carl M. Fishel, president of Trifari, 
Krussman & Fishel, and Dave Goldstone, 
vice president of Imperial Pearl Syndicate, 
Inc., served recently as chairmen of the 
Jewelry Division at the 53rd anniversary 
celebration of the National Jewish Hos- 
pital at Denver. The affair was held this 
year on May 28th at the Waldorf-Astoria 
Hotel, New York. 

A training center for tuberculosis con- 
trol specialists from all parts of the world, 
the National Jewish Hospital has provided 
free service to more than 50,000 patients 
from 6000 of the nation’s communities 
since its founding in 1899. 
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The West Coast 


4 Three leading Los Angeles jewelers have 
heen named to top posts in the Jewelry Di- 
vision of the 1952 United Jewish Welfare 
Fund Campaign. Determined to raise their 
share of the $8,000,000 goal of the overall 
campaign are: Max Wolman (Philip Wol- 
man & Co.), Cash Chairman of the Jewelry 
Division; Norman Fresco (Diamond Im- 
porters), Co-chairman of the Jewelry Divi- 
sion, and Isadore Margolin (Star Jewelry 
Mfg. Co.), Chairman of the Jewelry Manu- 
facturers Division. 

4 George Johnson, formerly covering the 
Orange County and San Diego territory 
for The Ball Co. of California, Inc., 610 
S. Broadway, Los Angeles, has been ap- 
pointed assistant manager to Wendell 
White. Sr., at the Los Angeles headquar- 
ters. Wendell White, Jr., will take over 
Johnson’s territory, and Francis Schmitt, 
formerly with the Hall Co., will represent 
the firm in Arizona and parts of the Pacific 
Southwest. Morton Reynolds is covering 
the San Joaquin Valley and Southern 
Coastal Area, with Harry Winning in the 
metropolitan Los Angeles territory. 

q Wm. Stromberg, Inc., jewelers at 6439 
Hollywood Blvd., Hollywood, have been 
appointed exclusive retail representatives 
in this Los Angeles suburb for the sterling 
lines of the Gorham Co. Plans for window 
and interior displays on this event and on 
the “Silver Fashion Parade” were halted 
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History of Gem Discoveries 
Traced at AGS Guild Meeting 


“Backyard riches” were described by Dr. 
Richard H. Johns, professor of geology at 
the California Institute of Technology, at 
the April 15th meeting of the Southern 
California Guild of the American Gem 
Society, held at the Athletic Club in Los 
Angeles. Tracing the history of California 
gem discoveries, Dr. Johns observed that 
Southern California is one of the world- 
famous sources of tourmaline, beryl, quartz, 
garnet and topaz, rivaled by only a few 
areas of the world. 

He noted, however, there have been only 
one or two discoveries of major signifi- 
cance since 1908, and there is little chance 
for the return of the frenzied days of big 
prospecting. 

California’s “gem rush” began in 1873 
with the chance finding of a pencil of 
tourmaline by a rancher. Identification of 
the stone by a visitor led to the discovery 
of the source pocket (“about the same 
luck,” Dr. Johns stated, “as winning a 50 
to one shot on a $100 bet at Santa Anita”) 
and touched off a wave of prospecting. 

Although the earliest prospectors worked 
the Riverside area, the bie discoveries 
were centered about San Diego county. 
Kunzite deposits, identified by and named 
for Dr. George Frederick Kunz of Tiffany 
& Co. and the American Museum of Nat- 
ural History in New York, led to a new 
fashion craze in gemstones. 

Dr. Johns showed slides of the areas of 
San Diego, Riverside County, Pala., Mesa 
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when a crack developed in the building in 
which the firm is located. This _necessi- 
tated building a scaffold around the store 
front until repairs could be completed. 

q Lester W. Keys, formerly with the dia- 
mond department of William E. Phillips 
Co., Los Angeles jewelers, is joining Ken- 
neth F. MacKenzie, 707 S. Hill St., Los 
Angeles, as a partner in the latter's gem 
consultant and appraisal firm. 

q Don Wight, jeweler at 141 N. Euclid Ave., 
Ontario, Calif., was featured guest star on 
“Know Your Neighbor,” a popular feature 
of Ontario’s radio station. This California 
retailer has recently added a china depart- 
ment to augment his silverware business. 
The firm carries seven sterling lines. 

q Both display windows of Hub Jewelers, 
176 N. 8th St. Colton, Calif., were 
smashed in the early hours of Saturday 
morning, April 26th, and a large amount 
of rings, watches, watch attachments and 
other jewelry was stolen. The robbery was 
discovered by a railroad employee who 
noticed one of the broken display windows 
as he, with several other co-workers, were 
on their way to breakfast shortly before 
2 A.M. Mr. and Mrs. Pere Snyder, owners 
of the jewelry store, placed the retail value 
of the stolen merchandise at $1500 before 
taxes had been added. 

q Zell Brothers, jewelers of Portland, Ore., 
recently completed a $50,000 moderniza- 
tion program. The Oregon firm is repre- 
sented in Los Angeles by Sam Kline & 
Associates, newlyformed resident buying 
office. 


Grande, and Ramona where discoveries 
have been made and, in a series of dia- 
grams explained the formation and con- 
stitution of gem pockets. Samples of Cali- 
fornia gem materials were displayed. 





Masson Acquires Huge Pearl 
During 50,000 Mile Trip 


Returning with one of the world’s 
largest pearls, J. V. Masson of the Inter- 
national Gem & Pearl Co., 220 W. 5th St., 
Los Angeles, is back in the United States 
after an extensive tour of the Tahitian 
Islands, New Zealand, Australia, China 
and Japan. Masson will fly to New York 
June Ist to display his fine collection at 
the Waldorf-Astoria Hotel. 

Outstanding acquisition of his buying 
trip was the pearl, once one of the 
treasures of the Empress Dowager of 
China, Empress T’Zu-Hsi. The size of a 
large egg, it measures 40 by 50 mm. and 
weighs over 900 grains. In Japan, he also 
attended the famous Atami auction, secur- 
ing a prize collection of large pearl neck- 
laces and loose pearls. 

Japan was the last stop on a 50,000 
mile, two-month tour through the South 
Pacific and the Orient. Recognized in 
the industry as a well-qualified and ex- 
perienced buyer, he flew from Los Angeles 
to the Cook, Samoa, Fifi and Tahitian 
Islands. On these islands he spent several 
weeks searching for genuine pearls from 
that area, which are renowned for their 
distinctive, delicate and glowing coloring. 











Cultured Pearls... “ "SiOné 


A. 14K White Gold Cultured Pearl Shortener $4.58 
8. 14K Large Baroque Cult. Pearl Bracelet $30.00 
C. 14K Claw Mtgs. 7MM Cult. Pearl Earr. $17.00 
D. 14K Cup Mtgs. 7MM Cult. Pearl Earr.. $18.00 


S. SMIGROD 


37 WEST 47 STREET, N. Y. 19, N. Y. 











Send today for your FREE copy of New 
issue of "GEMOGRAM.” A booklet which 
will aid you in selling and merchandising 
fine colored stones. 

FINE RUBIES — EMERALDS — SAPPHIRES 


GEORGE C. HOUSTON 


2720 W. Sth St. Los Angeles 13, Calif. 
MUtual 1872 














CULTURED PEARLS 


PRICE LIST ON REQUEST 


TOYO PEARL CO. 


PERMANENT FIRM BUYER IN JAPAN 
542 S. BROADWAY, LOS ANGELES 13, CAL. 











GEM TESTING LABORATORY 
Has ~*~ X-Ray equipment in the West fer 
pearl identification. Testing of all stenes. 
Appraisals for the trade. Same day retura ef 
shipments. 
KENNETH F. MacKENZIE, F.G.A. 
Gemologist 
707 Se. Hill St., Les Angeles 14, Californie 
Aporaisals and Gem Testina Exclusively 

















CULTURED PEARLS 


Illustrated brochure on request for 
line of pearl jewelry. 
EMPRESS PEARL SYNDICATE 
(registered U. 8. Patent Office) 
im porters——M frs.— 


Distributors 
315 W. Sth St. Los Angeles 13 
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SECURITY MAINSPRINGS 


NEWALL SWISS SECURITY MAINSPRINGS 
are made of the finest quality. Swedish 
Steel, and with the KNIFE EDGE TIP that 
anchors itself to the Barrel Hook without 
alteration. Each spring is HAND MADE, 
HAND POLISHED, HAND FINISHED and 
OILED before being sent to you in a chem- 
ically treated package to insure freedom 
from all moisture. 


Order Your Supply From Your Jobber Today 
EXCLUSIVELY IMPORTED BY 


THE NEWALL MFG. CO. 


Chicago 2 lilinois 











—GOLD 
—SILVER 


of G 
ae —RHODIUM 


e 
@ SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicago 3, IHinols 


This is Our Only Location 


WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 


CENTRAL WATCH CO. 


ESTABLISHED (911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
6 So. WABASH AVE., CHICAGO 3, ILL. 


Culch, Case Repairing, 


Our work costs no more 
than ordinary work ee 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 















































PEARL RESTRINGING 
Cultured ... Oriental . .. Imitation 


Nation-wide prompt service. 45¢ per strand plus 
postage. Missing pearls perfectly matched; 
clasps, clicks, etc., replaced at reasonable 
prices, All jobs guaranteed. 


B. FEINSTEIN 
31 N. State St., Chicago 2, Illinois 
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q The annual picnic of the Golden Roosters 
is scheduled for June 19 at the Acacia 
Country Club. Festivities of the day will 
include the initiation and “hatching” of 
ten new Roosters. This is a regular annual 
affair, looked forward to by Rooster mem- 
bers as a day of all around fun and merri- 
ment. 

q The Jewelers’ Club held an open club 
night for members and guests on April 29. 
One of the largest affairs of its kind in 
recent years, the occasion attracted 70 
people to the club rooms, located at 55 
E. Washington St. A buffet dinner served 
on this evening included many of the 
trimmings usually reserved for the Club’s 
annual Christmas Party. 

¢ Louis Gold, who for five years was as- 
sociated with Goldblatt Bros. as a silver- 
ware and clock buyer, left in May to go 
into business for himself as a representa- 
tive for clock and watch manufacturers. 
He will cover the Midwes. nd a partner 
will cover the East. 

q Ben Pollock, jeweler of Whiting, Ind., 
was vacationing in Arizona last month. 
q Pakula & Co., Inc.. moved to 218 S. 
Wabash Ave., reported that Robert Cross- 
white planned to spend his _ three-week 
June vacation touring the country. 

q Sympathy is extended to the family of 
Mrs. Jennie Ida Cohen, who died April 
Oth in her home, 2834 Cambridge Ave. 
Mrs. Cohen was the former proprietor of 
the Cohen Jewelry Co., 1302 S. Halsted 
St. Surviving are three daughters and 
three sons. 

q Members of the trade also offered their 
condolences to the family of Joseph Lew, 
who passed away April 15th in Michael 
Reese Hospital. Mr. Lew had been a dia- 
mond dealer for more than 30 years, with 
offices at 31 N. State St. He is survived 
by three brothers and four sisters. 

q M. M. Shur of Van Schyndle, Inc., 
wholesale jewelers at 36 S. State St., 
planned to leave the end of May to spend 
several weeks in the Eastern market get- 
ting ready for the fall and winter lines. 
Mr. Shur stated that he definite 
trend for the fall and winter season toward 
rhinestones combined with gold in_neck- 
laces and earrings. “High-styled and elabo- 
rate pieces,” he said, seem to be coming 
in very strong to be worn with the very 
high-styled creations coming out of Paris.” 
Another strong item, according to Mr. 
Shur, will be cuff bracelets. He looks 
for a very good fall season. 

q Harry D. Josephson of Josephson & Co.. 
Inc., wholesale jewelers at 29 E. Madison 
St., announced that another of his com- 
positions would be performed by _ the 
Community Symphony Orchestra of Chi- 
cago on Sunday afternoon, May 25th, at 
Thorne Hall. Entitled “Reverie,” the 
original composition is for flute solo and 
string orchestra. Mr. Josephson has been 
composing since 1935. He plays the viola. 
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PURICAGO 


Ellbogen Named CJA Presiden} 
At Meeting in Palmer House 


The Chicago Jewelers’ Association, ap 
organization of manufacturing and whole. 
sale jewelers, was scheduled to hold its 
annual meeting and election of officers on 
Thursday evening, May 15. The short busi. 
ness meeting and election were held in a 
private dining room at the Palmer House 
and ended at 7 P.M. so that members 
and guests could adjourn to the Empire 
Room for dinner and a floor show featur. 
ing the antics of Dorothy Shay. 

New officers of the association include 
the following: President: Charles D, 
Ellbogen, preseident of Stein & Ellbogen 
Co.; Vice President: James H. Swartchild, 
Swartchild & Company; Treasurer: Alvin 
Lauschke, Handy and Harman, Inc., and 
Secretary: Francis V. Healy. 

New directors. named for a_ two-year 
period, are: A. H. Greene, Longines. 
Wittnauer; Harry Pakula, Pakula & Co.; 
W. D. Evans, Elgin National Watch Co., 
and Frank Thoennissen. 

The annual golf outing of the Chicago 
Jewelers’ Association is set for the Elmhurst 
Country Club on July 10. A. H. Greene, 
chairman of the golf committee, reported 
at the group’s April 17 meeting that full- 
scale arrangements are being provided, 
including reserved starting times, caddy 
arrangements and prime rib dinners. The 
outing will be an all-day affair, including 
breakfast and lunch, with the first tee 
beginning at 8 A.M. 





Jewelers Co-op Ad Program 
Termed ‘Successful’ at Meeting 


The May 17 meeting of the Jewelers 
Association of Greater Chicago heard a 
report that the organization’s recent co- 
operative advertising watch promotion had 
been judged an outstanding success. The 
campaign was sparked by large ads in 
Chicago metropolitan papers. Individual 
store owners among members reported 4 
high volume of sales as a direct result of 
customers Coming into their stores after 
seeing the ads. This is part of a long-term 
campaign to win the watch business back 
for the retail jeweler. 

New members admitted to the JAGC 
recently are: Block Brothers Jewelers, 30 
E. Jackson Blvd.; Brisbane Jewelry, 4729 
Lincoln Ave.: Donald’s Credit Jewelers, 
34 West Washington St.; Square Jewelers, 
2737 N. Milwaukee Ave.; and Greenwald's 
Jewelry Store, 9 S. Broadway, Aurora. 

Benjamin L. Sacks, executive secretary 
and counsel of the association, reported 
that plans are all set for the group’s gala 
silver anniversary dinner-dance, to be held 
in the grand ballroom of the Palmer House 
on June 18. The affair will feature 4 
special program of entertainment, dancing, 
music and souvenirs. A special souvenll 
ad book is being put out in honor of the 
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occasion. Last minute reservations can be 
made through Mr. Sacks’ office, 100 N. 
LaSalle St. 

The June 18 affair is also the official 
annual meeting of the Jewelers’ Associa- 
tion. A short business session will feature 
the election of officers. The following have 
been nominated: President: Dave Martin, 
Martin Jewelers; Honorary President: 
Norman Kernis, Norman Jewelers; First 
Vice President: Ira Marks, Marks Brothers, 
Jewelers; Second Vice President: Charles 
Gold, L. G. Rogers Jewelers; Treasurer: 
John Baumrucker, Jones & Baumrucker, 
and Secretary: Sheldon Phillips, Phillips 
Jewelers. 

Nominees for new directors are Fred 
Halpern of Master Jewelers and James 
Marks of Marks Brothers Jewelers and 
Hamilton Jewelers. 














| Pittsburgh News 


q Hardy & Hayes Co., Inc., Pittsburgh 
jewelers at 527 Wood St., have been asking 
in a recent advertisement if the three dia- 
monds used as illustrations—all exactly the 
same size and in identical mountings— 
look alike?”. The diamonds are priced at 
$475, $375, and $275. “Why is one worth 
twice as much an another?” the company 
asks. Because, the ad informs the consumer, 
“quality much more than size, determines 
the value of a diamond.” Explained in the 
advertisement is the comparative differ- 
ences in each of the stones that makes one 
more valuable than the other. 


4M. Braun, jeweler of Braddock, Pa., has 
been selling a sizable amount of luggage 
since he installed a specially-built table 
near the store entrance to display this 
merchandise. Patrons walking into the 
store to make credit payments on jewelry 
accounts stop and inspect the luggage dis- 
play—and frequently purchase a few pieces 
on impulse for spring and summer travel. 





q An enviable record of serving the 
public as a jeweler has been chalked 
up by the father of Robert W. Burger. 
jeweler of West View, Pa. Mr. Burger’s 
father was in the jewelry business for 
43 years with the August Locke stores 
until they were sold to Kappel’s, and 
then for 19 years in his own shop in the 
Dollar Savings & Trust Bank Building, 
located in downtown Pittsburgh. 


q Alex Aubenque, who owns the A & K 
Watch Repair Shop on Washington 
Road, Mt. Lebanon, Pa., reports his 
wife surprised him recently by buying 
him a fishing license. On the evenings 
his store isn’t open, he’s going out some- 
where nearby and try his luck. 
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DIAMOND SETTING 


Gold and Platinum Jewelry Repairing 
Exclusively to the trade since 1936. 


Price list on request. 


J. J. KVIDERA 





31 N. STATE ST. CHICAGO 2, ILL. 
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q.S. H. Brenner, Pittsburgh jeweler at 
5959 N. Homewood Ave., had been ill 
during the first week in May and was, 
at this writing, convalescing at his 
home. 

q Frank W. Berkeley, jeweler at 227 
8th Ave., Homestead, Pa., believes he 
is one of the oldest credit jewelers in 
the United States. He has been in the 
jewelry business approximately 54 years, 
and has been at his present location 
45 years. 

q Nicholas Francis Farino, proprietor of 
the Broadway Jewelry & Gift Shop, Mc- 
Kee’s Rocks, Pa., is working well with 
his Admiral and _ Raytheon television 
dealerships. He operates the television 
models evenings in his store -windows 
which attracts passers-by who gather 
on the sidewalk to watch the telecasts. 
q Charles N. Blickenderfer, of Blick 
Jewelers, is promoting traffic appliances 
at his completely new store in the new 
shopping center, Frankstown Ave. & 
Laketon Road, Pittsburgh. 

q Considerable consumer interest in 
watches was aroused early in May 
through a window display devoted exclu- 
sively to timepieces which was featured 
by Davoli Bros., jewelers at 407 Straw- 
berry Way, Pittsburgh. 

qL. H. Dick, Pittsburgh watchmaker 
who for the past 22 years has been lo- 
cated at 103 S. Negley Ave., first open- 
ed in this neighborhood in 1907 under 
the ownership of his father, C. M. Dick. 
His store, the first of its type in the 
area, was then located at the corner of 
Penn Ave. and St. Clair St. 

4 Thomas J. Brehm’s major specialty of 
watch repairing has been conducted for 
the past 18 months at 539 East Ohio 
St., a heavily-travelled thoroughfare. 
4S. Malis of West Park moved recently 
from his small 9 x 17 foot watch repair 
shop, up the avenue to an 18 x 32 foot 
location and opened as S. Malis Jewelers. 
4 Nicholas Buntich, formerly a watchmaker 
with Terheyden Co., Pittsburgh jewelers 
at 530 Smithfield St., struck out for him- 
self with a home location, then expanded 
by opening on the mezzanine of the bank 
building across from Boggs & Buhl’s. 

q Ernest Sauerland, Jr., Pittsburgh jeweler 
at 2401 Arlington Ave., plans to sell out 
his part-time shop, move into a house in 
the country, and continue as a watchmaker 
for a downtown jeweler. 

4 Victor Carlson, jeweler at 4303 Butler 
St., Pittsburgh, has moved his optical de- 
partment next door and replaced it with a 
separate room of traffic appliances. 

q Buhl Jewelry Co. at 929 Penn Ave., Pitts- 
burgh, is running monthly promotions and 
advertising them in the metro Sunday 
papers, viz: King Edward flatware in the 
Pittsburgh Press. Owner of the store is 
Harry Berlin. A. M. Berlin and Dr. Lester 


Berlin are also connected with the firm. 





King Joins Wolfenden Corp. 


Erford King, formerly associated with 
the Watson Co., recently joined the J. W. 
Wolfenden Corp., silversmiths of Attleboro, 
Mass. He will head a new special service 
department at the Wolfenden Corp., in 
addition to the purchasing department. 























GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 














Wristwatch & Carmen 
Expansion Bands 


ALL TYPE 
Embraceables 
Repaired 
75¢ 


All Work Guaranteed 
M. MARTIN & CO. 


5 S. Wabash Ave. Room 611 
CHICAGO 3, ILL. 




















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 
Students moy enroll at any time of the year 











Used by Jewelers Everywhere 
Scribable Celluloid, Plastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 


ROYAL TAG & LABEL CO. 


81 Warren St. Newark 2, N. J. 
Market 3-3618 
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DIAMONDS 


LOOSE 
AND 
MOUNTED 





THE GERWE BROWN CO. 
CINCINNATI . DALLAS 














DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


SONS 


Cincinnal: 


LITWIN & 


114 Wi I 6th Street Ohare 








WE SPECIALIZE... 


in special order works Sood us your 
specifications. W. W subcnit a design 
without obligation. 


SCHUMER BROTHERS CO. 
Manufa cluring Jewelers 


5 EAST THIRD STREET + CINCINAATI, OXI0 








Exclusive ‘anal foumulibes 
WRITE TODAY for Complete Details 
A.G.SCHWAB *ixc" 


229 East Sixth Sir 


Bh ahetudecehetaltgdanchct ms OHIO. 


FULLY Sé ING THE @#tT PWELE® SINC? 








You Can Buy With Confidence From 


The Wallenstein-Mayer Co. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


We Give You SERVICE PLUS 
Write for our new 
1952 Catalogue 
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q Nineteen employees of the Wallenstein- 
Mayer Co., wholesalers at 31 E. Fourth 
St., received bequests totaling $11,250 from 
the estate of the late Albert C. Wallen- 
stein, under terms of his will filed in 
Probate Court. Six employees received 
$1,000 each, three were given $750 each, 
two received $500 each, and the others 
$250 each. The balance of Mr. Wallen- 
stein’s estate was bequeathed to relatives 
and five local charities. 

q Recent business trips were made by 
William Ford of the E. & J. Swigart Co., 
34 W. Sixth St.; A. R. Jester, manufac- 
turer, 510 Vine St.; Robert L. Williams, 
N.B.C. Mfg. Jewelers, Covington, Ky.; 
John Schira, Jr., Schira Brothers, manu- 
facturers, 530 Walnut St.; Victor Kaufman, 
Victor Corp., wholesalers, Enquirer Build- 
ing; George W. Schwab, manufacturer, 
534 Vine St.; Howard and Norman Ros- 
felder and Robert Stocker of Rosfelder 
Brothers & Co., manufacturers, 413 Race 
St., and Maury Solomon, salesman for 
D. Jacobs Sons Co., wholesalers, 811 Race 
St.. who is again on the road after a 
three months’ illness. 

q The Haberman Sales Co., wholesalers, 
104 W. Fourth St., is now represented in 
northern Ohio by H. Cliff Doan, in Indiana 
and northern Kentucky by Michael Guzy, 
in southern Kentucky and Tennessee by 
H. B. Veach, and in the Cincinnati area 
by Paul Yoakum. 

q Mrs. Judy Strauss, daughter of Elias 
Torf, retailer at 3439 Reading Road, is in 
an iron lung in Mt. Sinai Hospital, New 
York City, as the result of polio which 
she contracted last November in the State 
of Israel, where she had been a pioneer 
worker in helping to establish the new 
nation. 

q Recent Florida vacationers included Ed- 
ward Bone, shop superintendent for the 
I. B. Goodman Mfg. Co., 205 W. Fourth 
St.; Ed Karg, credit manager for the 
Gerwe Brown Co., wholesalers, 817 Main 
St., and his wife and father; Julius Spivak, 
salesman for A. G. Schwab & Sons, Inc., 
wholesalers, 229 E. Sixth St., and Walter 
Decker, watchmaker for Don Moore, re- 
tailer. 


| q Using as her subject the theme of the 


nursing profession, “No Room In the Inn,” 
Miss Virginia Goebel, daughter of Ralph 
E. Goebel, wholesaler, won first place in 
an oratory contest at the University of 
Kentucky, where she is a junior, and then 
took first place in a _ state-wide contest 
with the same oration. 

q The B. David Co., manufacturers, moved 
recently to larger and air conditioned 
quarters at 2508 Vine St. Ralph Watten 
is now representing the firm in the Dakotas. 
q Helmut Junghans, president of the Jung- 
hans Brothers Clock Co., Schramberg, 
Germany, one of the largest clock manu- 
facturing firms in Europe, visited here 
with Walter J. Herschede, president of 
the Herschede Hall Clock Co. 





CINCINNATI 


q Clarence Loeb of Litwin & Sons, Ino, 
manufacturers, 114 W. Sixth St., accom. 
panied by his wife and the widow and 
son of his late brother, Mayo Loeb, drove 
to Selma, Ala., to visit with Mr. Loeb’s 
mother, Mrs. Lee Loeb, who celebrated 
her 90th birthday on June 4. 

4 Two photographs of Miss Janet Herzog, 
modeling flower fashions at a local hotel, 
appeared in the roto section of the Enquirer 
recently. Miss Herzog is the daughter of 
Elmer T. Herzog, retailer in suburban 
Covington, Ky. 

q Julian and Herbert Schwab of A. C. 
Schwab & Sons, Inc., wholesalers, were 
on a buying trip in the East during May, 
Will Cohn, a salesman for the firm, is 
spending the summer at his cottage on 
Lake Michigan. 

q Joseph J. Vogelsang of Whitehouse 
Brothers, manufacturers, 5 E. Third St, 
and Mrs. Vogelsang, celebrated their 25th 
wedding anniversary with an open house 
at their home in nearby Fort Mitchell, Ky., 
on May ll. 

q A facsimile of a Florentine dagger, 
valued at $5,000, attracted considerable 
attention when it was exhibited for a week 
in a window of the retail store of the 
Frank Herschede Co., 8 W. Fourth St. 
q Among those viewing the Kentucky 
Derby were George E. Brown of the Gerwe 
Brown Co., who is a long-time Kentucky 
Colonel, and Jacob, Boris and Max Litwin 
of Litwin & Sons, Inc. 

q Nancy Ann Faigle, daughter of Robert 
Faigle, of Faigle Brothers, manufacturers, 
528 Walnut St., graduated recently from 
Notre Dame Academy, Covington, Ky. 

q Schira Brothers, manufacturers, 530 Wal- 
nut St., have enlarged their quarters for 
greater efficiency and to handle an in 
creased volume of business. 

q Eugene B. Schmidt is a new bookkeeper 
in the retail store of Motch, Inc., retailer 
in suburban Covington, Ky. 

q Ambrose A. Schwab, 73, father of George 
W. Schwab, manufacturer, 534 Vine St, 
died of a heart attack on April 27. 

q Miss Doris Schanz, office manager for 
Don Moore, retailer, 435 Main St., has 
returned to work after surgery. 

q Mrs. Omer Spears, office manager for 
Ralph E. Goebel, wholesaler in the Provi- 
dent Bank Building, sang with the Tri-Clef 
group of the Cincinnati Business and Pro- 
fessional Women’s Club at a tea for new 
members in the Taft Museum early in 
May, and late in the month she was 4 
delegate to the state B&WP convention in 
Dayton, O. 

q Walter W. Miller of the Miller Brothers 
Watch Strap Mfg. Co., 817 Main St., and 
Mrs. Miller, will travel to Chicago early 
in June to attend the annual conventions 
of the National Wholesale Jewelers Ass0- 
ciation and the Watch Material Distributors 
Association of America. Albert Miller, of 
the same firm, attended the Shoe and 
Leather Show in New York City. 
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Talks on Merchandising and Sales Promotion 


Highlight Wisconsin RJA’s 46th Convention 


Nearly 400 members of the Wisconsin 
Retail Jewelers Association, and their 
guests, gathered at the Pfister Hotel in Mil- 
waukee on April 27, 28 and 29, for their 


annual convention. For the ensuing year 


the ‘slate of officers selected was: Harmon 
McCarthy, Neenah, president; Harry T. 
Blum, Madison, vice president; B. W. 
Heald, Milwaukee, secretary, and Orville 
Oestreich, Horicon, treasurer. 

Named to the board of directors were: 
Cc. S. Hubbard, Kenosha (retiring presi- 
dent); L. Steller and A. Hentschel, both 
of Milwaukee; M. Anshus, Madison; Clyde 
Cauwenbergh, Green Bay; E. Waldhier, 
Beaver Dam, and M. Hupka, Appleton. 

Members this year were fortunate in 
hearing from a number of nationally fa- 
mous personalities, selected as guest speak- 
ers. William Rice of Chicago, for example, 
representing the Watchmakers of Switzer- 
land, as usual brought the association one 
of the most inspiring discourses of the 
convention. He took for his theme, “Pro- 
mote for Profit,” and explained in detail 
how the merchandising, advertising, sales 
aids, public relations and other supporting 
activities of the Watchmakers of Switzer- 
land help increase the jewelers’ prestige 
and profits. 








account executive for Bulova Watch Co., 
told his audience that as excess defense 
production levels off, disposition of surplus 
merchandise would develop into a problem. 
He urged jewelers to tie-in with every bit 
of national advertising they handle—adver- 
tising which appears in the trade press, 
newspapers, radio and television. 


H. C. Kirkberg, regional vice president 
of the American National Retail Jewelers 
Association, dwelt upon “sharp practices,” 
asking: “What chance have you got, when 
some guy up the street or down the alley 
offers a customer 50 per cent off?” Point- 
ing to the “catalog situation,” he said in- 
creasing numbers of large firms were sell- 
ing jewelry via the catalog to their em- 
ployees. Paying a special tribute to the 
various jewelry trade _ publications, he 
named THE JEWELERS’ CircULAR-KEYSTONE 
among others for its outstanding devotion 
to the industry. 


By far the most outstanding speech of 
the convention, according to numerous 
members, was that of Miss Martha Percilla, 
fashion director of the Jewelry Industry 
Council, who took for her subject, “Using 
Fashion to Sell Jewelry.” 


“Whether you like it or not,” Miss Per- 





Named as officers and directors of the Wisconsin Retail Jewelers Association for the ensuing 

year were the group pictured above. Shown in the front row, left to right, are: Martin Hupka, 

director; Harmon McCarthy, president; Harry Blum, vice president; B. W. Heald, secretary, 

and Orville Oestreich, treasurer. Directors standing in the rear are, left to right: Arthur 

Hentschel, Emerson Waldhier, LeRoy Steller, Melvin Anshus, Chester Hubbard and Clyde 
Cauwenbergh. 


E. P. Wilder, sales promotion manager 
of the Elgin National Watch Co., talked on 
the “Green Bay Story,” covering the be- 
hind-the-scenes operation of the Elgin tie-in 
promotion from its inception to its success- 
ful conclusion. He said Green Bay jewelers 
more than doubled their Christmas sales 
record during the campaign’s run. They 
tied-in with national Elgin advertising by 
running ads in local newspapers, advertis- 
ing over local radio stations, sending out 
direct mail literature, and installing win- 
dow and in-store displays. 

Terrence Clyne, vice president in charge 
of jewelry sales and merchandising for the 
Biow Advertising Agency, New York, and 
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cilla told convention delegates, “you are in 
the fashion business. The jewelry you sell, 
the watch, ring, tie clasp, etc., all are 
fashions for the man or woman to wear. 
The silver bowl, the flat silver, the crystal 
goblet or set of china in your stock are 
fashion for the home!” 


The convention wound up with the an- 
nual banquet and floor show. As usual, the 
wholesalers were on hand with glittering 
displays, and in addition, picked up the 
tab for the expense connected with oper- 
ating the “Hospitality Room,” to which 
most of the members repaired after each 
session. 





REFINERS 
SMELTERS 
7 ASSAYERS 








Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 





We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 

















SCHIRA BROS. 
PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 


LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 


530 WALNUT ST. CINCINNATI, O. 

















KNOW YOUR VIBRATOR 


@ Thousands of Jewel- k _ 
ers use our Vibrating [ae 
Service because of its 
Economy, Speed and De- 
pendability. 


HAIRSPRING VIBRATING CO. $50'35°% 32° saan ciny. 














35 mm.—Approx. 120 cts. 
First Quality Brazilian Quartz 
58 facet Brilliant Cut 


Use for demonstration of diamond facets 
Use for window display with colorless 
stones 


Order early — Supply limited 
D.P.STONE 3615 ELON SHREVEPORT, LA. 

















SELLS FAST 
Make 150° profit selling Mirac- 
ulous, Sacred Heart and other 
medals encased in transparent 
EVERLASTING Plexiglas. 18” 
gold-plated chain with lock. Gift- 
boxed. Your cost $10.80 doz. (Re- 
tails $2.50 ea.) Sample pendant 
$1.00 sent first class. Money back 
guarantee. FREE CATALOG. Send 
$1.00 for sample to get started. 
STEPHEN PRODUCTS CO. 
947 Broadway, Dept. K4, N_Y. 23 
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of on. Teacher” 
HOME STUDY 
fi) VG ses BI Jot hod 


G NY CO LH Y : 


This Entirely New Method of teaching 
Engraving is an innovation in Home 
Study Training. 


With the help of the “Silent Teacher” 
you can now learn the fine techniques 
~s Engraving at Home—in your spare 
time. 


The “Silent Teacher” enables you to 
see your own errors ... correct your 
own work... progress faster. 

The “Silent Teacher” is under the di- 


rection of GUSTAVE VAN ERP, Master 
Engraver, and originator of the method. 


Write for full information 


Kansas City School of Watchmaking 
Tracy & Admiral, Dept. E Kansas City 6, Missour! 




















ay importers of 
‘ENGLISH CHINA 
and 
EARTHENWARE 


Stock and Import 


NDEVILLE & CO., INC. 
149 Fifth Ave. New York 10, N. Y. 
AL. 4-0104 


¥, 














WEDGWOOD 


Bene China Dinnerware, Queen's Wore 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East S4th Street New York City 











EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 











TEDMAN IMPORTING CO. 


225 Fifth Ave. Suite 829 
New York 10, New Yerk 


ROYAL CHELSEA 
ENGLISH BONE CHINA—EARTHENWARE 











MADDOCh & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 

MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 

Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 














CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 

AMERICAN MADE—Stemware and Drinking Accessories 
Send for new illustrated catalog 

R. F. BRODEGAARD & CO.., Inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 


























Diamond Peacock Fete Draws Large Turnout 


Sm Sart - S 


Members of the Diamond Peacock Club, and their — ciliola the fine dance music which 
was provided for their pleasure at the group's annual dinner-dance on April 19th. The 
affair was held at the Hotel Somerset in Boston. 


A near-capacity crowd of about 250 
couples attended the annual dinner-dance 
of the Diamond Peacock Club at the Hotel 
Somerset on April 19th, where all enjoyed 
dancing and entertainment, and where each 
lady was presented with a fitted Evans 
handbag as a souvenir of the gala occasion. 

Honored guests at the head table in- 
cluded Sturgis C. Rice, president of the 
Boston Jewelers Club and Miss Mildred 
Munro; August O. Packer, past president 
of the 24-Karat Club of New York City, 
and Mrs. Packer; Walter A. Sawyer, presi- 
dent, New Hampshire Retail Jewelers As- 
sociation, and Mrs. Sawyer; C. Edward 
Cotter, president, Massachusetts and Rhode 
Island Retail Jewelers Association, and 
Mrs. Cotter; Robert Abbott, regional vice- 
president of the American National Retail 
Jewelers Association, and Mrs. Abbott; 
and Emil Fachon, vice-president of the 
New England Manufacturing Jewelers & 
Silversmiths Association, Inc., and Mrs. 
Fachon. 





Officers of the Diamond Peacock Club, 
snapped at the organization's annual dinner- 
dance, are, left to right: Michael W. 
Mahar, treasurer; David C. Percival, Jr., 
vice president; Bertil E. Dehlin, president, 
and Arthur B. Wright, secretary. 


In addition to the fine gifts, each lady 
guest received a bottle of fragrant London 
Mist perfume through the courtesy of 
Norman O. Reiffarth, New England repre- 
sentative of Volupte, Inc., and the Herb 
Farm Shop. 





Hall Jewelers Amalgamate 
With Pomona Jewelry Concern 


The amalgamation of Earl M. Wilkinson, 
Inc., pioneer jewelry concern of Pomona, 
Calif., with Hall Jewelers, Inc., was an- 
nounced April 19th by Russell V. Fergoda, 
president of the Hall organization and vice 
president and treasurer of J. Herbert Hall 
Co., Pasadena, Calif. Most of the officers 
and directors of Hall Jewelers, Inc., hold 
similar capacities with the J. Herbert Hall 
Co. 

Earl M. Wilkinson, founder of the firm 
which bears his name, will remain on as 
assistant chairman of the board of Hall 
Jewelers and will be active in the operation 
of the Pomona concern, Fergoda said. 
Walter T. Hall, chairman of the board of 
J. Herbert Hall, occupies the same position 
with Hall Jewelers for the Pomona oper- 
ation, he pointed out. 

The acquisition and expansion of the 
Pomona jewelry concern represents an in- 





vestment of more than $200,000, Fergoda 
stated. 

Approximately 1000 people attended an 
open house on April 21st welcoming Hall 
Jewelers into Pomona. During the celebra- 
tion Wilkinson introduced his new affiliates 
and operators to the Pomona area public. 

In addition to Hall, Fergoda and Wilkin- 
son, other officers and directors of Hall 
Jewelers include: Stanley L. Hahn, vice 
president and secretary, and George B. 
Curry, manager and assistant secretary. 





New York Club Elects Spisiak 


Stanley J. Spisiak of Buffalo was elected 
president of the 24-Karat Club of Western 
New York at a recent meeting of the 
organization in the Hotel Statler, Buffalo. 
The club has a membership of 145 retail- 
ers, wholesalers and manufacturers. 

Other new officers are: Harry Lipman, 
vice president; Morris Teibel, secretary, 
and Mrs. Grace Bothan Massman, treasurer. 
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June 
9.3—Watch Material Distributors Asso- 
ciation of America, Annual Convention, 
Edgewater Beach Hotel, Chicago, III. 


5.6—National Wholesale Jewelers Asso- 


Drake 


ciation, 45th Annual Convention, 
Hotel. Chicago, Il. 

8 Jewelers Association of Greater Chi- 
cago, Silver Anniversary Dinner-Dance, 
Palmer House, Chicago, Ill. 

14—Maiden Lane Outing Club, Annual 
Summer Outing, The “Greens,” Pleasant- 
dale, N. J. 

19—Golden Roosters of Chicago, Golf 
Outing and Picnic, Acacia Country Club. 

98-30—New Jersey Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Tray- 
more, Atlantic City, N. J. 

29-30—New Hampshire Retail Jewelers 
Association, Annual Convention, Hotel 
Wentworth-by-the-Sea, Portsmouth, N. H. 


July 

6-1l—New York Lamp Show, Hotel New 
Yorker, New York. 

12-14—United Horological Association 
of America, 19th Annual Convention, Hotel 
Lafayette, Long Beach, Calif. 

13-18—National China, Glass & Pottery 
Show, Hotel New Yorker, New York. 


20-23—-Southeastern China, Glass and 
Gift Show, Municipal Auditorium, At- 
lanta, Ga. 


20-25—35th California Gift Show, Mer- 
chandise Mart, Brack Shops, Biltmore and 
Alexandria Hotels and Individual Show- 
rooms, Los Angeles, Calif. 

27-30—Syracuse Gift Show, Hotel Onon- 
daga, Syracuse, N. Y. 

27-31—National Association of Credit 
Jewelers, Annual Convention and National 


Jewelry Fair, Conrad Hilton Hotel (for- 
merly The Stevens), Chicago, II. 
28-August 8—Chicago Gift Show, La- 


Salle Hotel and Palmer House, Chicago, 
Il. 
28-August 8—-Merchandise Mart Gift 
Show, Merchandise Mart, Chicago, III. 
28-August 8—Registered California Gift 
and Dinnerware Show, Hotel Morrison, 
Chicago, Til. 


August 

3-6—Buffalo Gift Show, Hotel 
Buffalo, N. Y. 

9-8—Washington Gift Show, Hotel Wil- 
lard, Washington, D. C. 

10-13—Pittsburgh Gift Show, William 
Penn Hotel, Pittsburgh, Pa. 

10-14—American National Retail Jewel- 
ers Association, Annual Convention and 
Trade Show, Waldorf Astoria Hotel, New 
York City. 

17-20—California Retail Jewelers Asso- 
ciation, Annual Convention, Biltmore Ho- 
tel, Los Angeles, Calif. 


Statler, 
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17-20 — Western Jewelry, Silverware, 
China and Glass Show, Biltmore Hotel 
and Individual Showrooms, Los Angeles, 
Calif. 

17-20—Heart of America Glass, China 
and Gift Show, Muehlbach Hotel, Kansas 
City, Mo. 

17-21—Kansas City Gift Show, Munici- 
pal Auditorium, Kansas City, Mo. 

17-22—Registered California Gift and 
Dinnerware Show, Hotel McAlpin, New 
York. 

18-21 — National Luggage & Leather 
Goods Show, Palmer House, Chicago, III. 

18-22—-_New York Gift Show, Hotels 
Statler and New Yorker, New York. 

24-26—Florida China, Glass & Gift 
Show, Hillsboro Hotel, Tampa, Fla. 

24-27 — Fall Ohio State Gift 
Deshler-Wallick Hotel, Columbus, Ohio. 

25-28—Mid-South Gift & Jewelry & 


Variety Show, Hotel Peabody, Memphis, | 


Tenn. 


31-September 3—St. Louis Gift Show, | 


Statler Hotel, St. Louis, Mo. 


31—September 4—Fall Detroit Gift Show, | 
Hotels Statler and Book-Cadillac, Detroit, 


Mich. 


Show, Hotel Adolphus, Dallas, Texas. 
31-September 5—Dallas Gift Show, Baker 
Hotel and Second Unit of the Santa Fe 
Building, Dallas, Texas. 
September 
7-10—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 





Show, | 


31-September 4—Allied Gift & Jewelry | 











7-10—Pittsburgh Jewelry Fair, William | 
Penn Hotel, Pittsburgh, Pa. | 

8-12—Boston Gift Show, Hotel Statler, | 
Boston, Mass. 

14-16—Ohio Retail Jewelers Association, | 
Annual Convention and Jewelry Show, | 
Deshler-Wallick Hotel, Columbus, Ohio. 

14-17—Cincinnati Gift Show, Netherland 
Plaza. Hotel, Cincinnati, Ohio. 

14-17—Denver Gift & Jewelry Show. | 
Hotel Albany, Denver, Colo. 

21-24—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 





Gorham Names Two New V.P.'s 


| 
| 
| 





N. T. WRIGHT H.T. BRENNER 
V.P. in Charge V.P. and 
of Manufacturing Mdse. Mgr. 


Two new vice presidents were named 
recently at the annual stockholders’ meet- 
ing of The Gorham Mfg. Co., Providence, 
R. I. They are Norman T. Wright, vice 
president in charge of manufacturing, and 
Howard T. Brenner, vice president and 
merchandise manager. 
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- BORGFELDT 


CORPORATION 

44.60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 

CHINA - GLASS TABLEWARE 

EARTHENWARE e@ GIFT and ARTWARES 

Domestic and Foreign 











Ansley 


ENGLISH 
BONE CHINA 


U.S.A. Representatives 


FISHER, BRUCE 2 Co. 











Booths 





Phila.: 221 Market St. ¢ New York: 1107 Broadway 

Hogs FINE ENGLISH 
TABLEWARE 

Send for illustrated pamphlets 


MIDHURST IMPORTING CORP. 
129 FIFTH AVENUE, NEW YORK 3, N. Y. 
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Shock Absorbing Automatic Movement 


New development by International mounts pivot jewels of the oscillating 
weight in a flexible support, thus cushioning the winding mechanism and 


its jeweled bearings against damage of sharp impacts from any direction. 


‘Two basic winding systems are generally Since a self-winding timepiece depends solely on the 
used in the manufacture of Swiss automatic self-winding arm motion of its wearer to keep it wound, the efficiency 
watches: One employs an oscillating weight which winds with which the winding system performs depends on the 


the mainspring by swing, 180° in both directions. No method used in pivoting the weight, to enable even the 
winding action takes place, however, during the return slightest motion to propel the weight, and in turn, wind 
swing of the weight to its neutral position against bumper the mainspring. It is also important that the axis on 
springs. The second method utilizes a rotor, which re- which the rotor revolves and its bearings be protected 
volves in a circle, winding the watch in both directions against wear and breakage. 

over a full 360°. That is why the first manufacturers of automatic 


watches turned to the best principle of pivoting known in 
the art of watchmaking—the hardened, fully polished 
steel pivot, working in a jewelled bearing. 
This type of pivoting, though highly efficient, was sub- 
ject to shocks and subsequent breakage of the bearing 
Fig. 1. International jewels. When the jewels were replaced by hard metal, 
ettemetc movement. bronze-gluconium and steel, friction and wear increased. 
Convinced that the hardened steel pivot turning within 
a jewelled bearing was still the best pivoting method, 
International Watch Company engineers sought a means 
of protecting the jewels against breakage from shock. 
Their solution, and a patented feature of the recently 





FIG. 2—Self-winding mechanism of Interna- 
tional Automatic Watch 

2—Heart piece 

3 & 4—Rollers 

5—Ground plate 

6 & 7—Automatic clicks 
8—Automatic wheel 

9—Automatic pinion 

10—Crown wheel 

| 1—Ratchet wheel 

12—Head of automatic click (6) 
13—Notch of automatic click (7) 

14 & 15—Points of attachment of clicks 
16—Jewelled bearing 

17—Spring 

19—Rotor arbor 

20 & 21—Shock protecting spring & spring 

arm 

22—Mainspring barrel 
23—Screw for rocking assembly 
24 & 25—Points of attachment of rollers 
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ECONOMY IN THE LONG RUN 








FREQUENCY STANDARD 


Hermetically sealed for constant 
accuracy, 1 part in 100,000 — 
at all altitudes and in all weather. 

















CLOSE ‘‘DOT’’ RECORDS 


for accurate watch-rate read- 
ing and reliable analysis of 
watch troubles. 


puts a WatchMaster 
$ on your bench. Then, 
paythe balance 


monthly with a part 
of the extra profits 
made possible by its use. It is made 
















QUALITY in every compo- 
nent part. Precision engineer- 
ing—forlonglife and exemplary 
service. 








to last a business life-time, so — pt wl ” 
BETTER BUY THE BEST Watch —Saster 
DEMONSTRATION 


More WatchMasters have been sold and are No obls 
being sold than all other watch-timing o obligation 
machines in the World, combined. There 
must be a reason. There is! It's the BEST. 


American Time Products, Inc- 


580 Fifth Avenue New York 19, N.Y. 
OPERATING UNDER PATENTS OF THE WESTERN ELECTRIC COMPANY 





FOR JUNE, 1952 179 








developed 21-jewei iniernativnal Automatic movement 
( Fig. 1), was to deviate from the accepted practice of 
securing the arbor firmly to the watch movement. In- 
stead, the jewels of the oscillating weight are mounted 
on a flexible support, similar to the springy mounting 
of the wheels of a modern automobile. As a result, the 
arbor and the jewelled bearings of the winding system 
are fully cushioned against sharp impact coming from 
any direction. 

This invention has made possible, for the first time, a 
fully protected self-winding mechanism which is fully 
jewelled. 

It also overcame the final problem in designing the In- 
ternational rotary self-winding mechanism whose free- 
swinging rotor winds itself 360° in two directions—clock- 
wise and counter-clockwise—with practically no friction. 
After being worn for a few hours, the watch becomes 
fully wound and builds up sufficient energy to keep run- 
ning for 46 hours after it is taken off. 

In the newly designed International self-winding 
mechanism (Fig. 2), the power created by the rotating 
motion of the oscillating weight is transferred to the 
automatic wheel (8), and pinion (9) transmits this 
power to crown wheel (10) then to ratchet wheel (11) 
which winds the mainspring. 

The self-winding mechanism consists of 4 parts: 

a) Oscillating weight: (rotor) underneath which 
and screwed to it is the heart piece (2). 

b) The rocking system: this is held together with a 
plate and screw (23), consisting of a ground 
plate (5), two clicks (6 and 7), spring (17) and 
rollers (3 and 4). 

c) Automatic wheel (8) with pinion (9). 

d) Shock protecting spring (20). 

All the bearings of the winding system are jewelled on 
both sides. The jewels of the oscillating weight may be 
removed for cleaning. 


FUNCTIONS 

The forward and backward motion of the oscillating 
weight and heart piece (2), rotating around ‘arbor (19). 
are transferred by way of the rollers (3 and 4) to the 
rocking system. The two clicks of the rocking system 
(6 and 7) transfer the motion alternately to the auto- 
matic wheel (8) and impel it in the winding direction. 


PROTECTION OF THE OSCILLATING WEIGHT 

The shock protection spring (20) with spring arm 
(21), on which the arbor of the rotor is mounted, does 
not allow rigid pressure of the oscillating weight on the 
arbor. In case of a shock coming from any direction, 
the rotor may be deflected until it touches the side of the 
watch case. The winding system, however, will be fully 
protected against shock when the movement remains 
cased in its original International watch case. 

The ability to release the power of the mainspring 
gives the watchmaker the advantage of not having to take 
off the automatic system, when replacing the mainspring. 
The balance or the escapement may also be removed for 
adjustment or repair. | 

Click (6) has to be pressed back until its head (12) 
enters the notch (13) of click No. (7). By doing this. 
the mainspring power may be released and the barrel 
taken out in the usual way. The balance and escapement 
may also be reached very easily. After replacing the 
barrel. and moving the rotor, the two clicks (6 and 7) 
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will automatically latch into the teeth of the automatic 
wheel (8). 


Fig. 3. Releasing main- 
spring power, click 6 
is pressed back until 
head 12 enters notch 
13. of click 7. Barrel 
is taken out in usual 
way. After replacing 
barrel and moving the 
rotor, the two clicks 
6 and 7 will automati- 
cally latch into teeth 
of automatic wheel 8. 





This unique construction simplifies repair jobs and 
saves considerable time for the watchmaker. If the rotor 
has to be removed, the screw near the center of the rotor 
is turned half way; the piece held by this screw pulled 
back and the rotor quickly taken off. To replace the 
rotor, reverse this procedure. 





Watch Innovations at Swiss Fair 


Some 12,000 timepieces, representing the latest in 
watchmaking techniques of 120 Swiss watch firms, are 
displayed at the Swiss Industries Fair, opened recently 
at Basle. The watch exhibit revealed scores of innova- 
tions, both fashion-wise and technical. 

Style trend in women’s watches is toward classical 
simplicity with the colorful use of gold, emeralds, rubies 
and sapphires sharing the spotlight with more tailored 
designs in platinum set with damonds. 

Biggest news in men’s fashions is the revival of the 
pocket watch, adapted for every occasion and with every 
special feature, including an automatic device which 
winds the watch in the pocket from the walking move- 
ment. Men’s wristwatches, unlike the pocket models are 
more rugged looking; many have wide bezels surround- 
ing the dials. A number are seen with transparent backs. 





Typical of the many innovations to be seen at the Swiss Fair 
is this custom-made pocket watch which has a Viking ship in 
platinum and diamonds decorating the unique dial. A small 
button is pressed on the side of the case and the oars rise 
to indicate the time. The case is in platinum. 
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Checks 








Westclox Assortment #400 contains: 


Cost You Sell For 


Costs y0 U *h ' 14 2 Sphinx Electric Alarm.............. $5.17 ea. | $7.95 ea. 
= gs & 8B (plain dials) 





1 Sphinx Electric Alarm.............. $5.82 ea. $8.95 ea. 

¢ 65 (luminous dial) 
Sell S for K = Piao vn seinssscccsssccsccss $3.89 ea. | $5.55 ea. 

(1 ivory, 1 black with plain dials) 
= Fe ccicuimnnensuannds $4.62 ea. $6.60 ea. 
, (1 ivory, 1 black with luminous dials) 
Wake up your clock sales with the colorful and 1 Bantam Electric Alarm............. $3.05ea. | $4.35 ea. 
compact ‘Gift-o-Time” display. Don’t miss this (plain dial) 

great opportunity to rack up increased sales of 1 Bantam Electric Alarm............. $3.40 ea. | $5.00 ea. 

Westclox. Assortment No. 400 features the ever- (luminous dial) 
popular Baby Ben; that fine little favorite, Ban- Di sick cnsmbaationcivadions $5.32 ea. | $7.60 ea. 


(1 ivory, 1 walnut with luminous dials) 


1 Moonbeam Electric Alarm........... $6.47 ea. $9.95 ea. 
(plain dial) 


tam; the unique, silent alarm, Moonbeam; the dis- 
tinctive, all-purpose, Travalarm; and the exciting 
— wood-case, Sphinx Alarm. Colorful ‘‘Gift-o- 

ime”’ three-piece display is absolutely free—and at . " 
it’s sure to catch your customers’ eyes. The clocks Plus colorful, 3 piece FREE disp lay! 
themselves will do the rest. All at a handsome 
profit to you! So be sure to fill out and send in the 


coupon today! DON’T DELAY! SEND THIS COUPON TODAY! 





























WE STC LOX a ll 1 
| 

| WESTCLOX JCK652 

Made by the makers of Big Ben | La Salle-Peru, Illinois 

| Gentlemen: Please send me through my wholesaler 

GT Westclox Assortment No. 400. | 

PRODUCTS OF CORPORATION | MY NAME IS ——_____—__-—- — 

Time | ADDRESS paar eet a 

| MY WHOLESALER iS. 2 - ‘initiaited 7 

| I... seseemnennthbtianinianstniiienleonmainmaniant " 
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EMOVING BLUING—I took the blue color off of some 

steel parts in a watch, with blue-remover liquid bought 
at our material house. A month later, when the watch 
was brought in for regulating, I noticed a thin rust on 
the steel where the liquid was removed. What should I 
have done to prevent this rusting? (Question No. 6144) 
R. L. F. 


Answer—You cannot do anything more effective in 
these cases than to scrub the parts with soap and water 
(Ivory soap is always a reliable one to use), then rinse 
well in running water or hot water, and dry the parts well 
just as you dry other watch parts after cleaning and 
rinsing them. If rust should appear after this treatment, 
we should think it would be caused by some new condi- 
tion such as damp salt air or some similar influence, 
instead of the after-effects of the blue-remover. 


664 ‘YLINDER” Escapement—A small oblong glass- 

sided clock, with an oval glass pane in top, through 
which the balance can be seen was brought to our shop 
for repairs. The staff seems to be a hollow steel tube, 
with pivots on top and bottom, and escape wheel teeth 
run inside the tube or pipe. The tube is cracked at a 
narrow part, almost coming apart. Is there any chance 
of obtaining a new staff, and where could it be obtained? 


(Question No. 6145) S. M. 


Answer—lIn this type clock, the piece that forms the 
staff is also the “cylinder” of the escapement, a hollow 
steel shell with “pallets” formed by a cut through the 
shell, and pivots formed on pieces of steel fitted into the 
ends of the cylindrical shell. These cylinders are sold 
by some dealers in imported watch material, in various 
diameters of shells, with steel blanks on which pivots 
may be turned to fit the jewels. We suggest sending the 
detachable plate on top of the movement that holds the 
entire escapement to one of the firms specializing in im- 
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ported materials, such as F. J. Boesse & Co., Inc., 6 
Maiden Lane, New York 7, N. Y.; or Buhl, Peer & Keefe, 
105 Nassau St., New York 7, N. Y., for a blank cylinder 
to be fitted in your own shop. Either of these firms 
could arrange to have the cylinder fitted for you in some 
trade-shop in New York if you prefer. 


AST-BEAT MOVEMENTS—We know how to handle 
the modern fast-beat watches, in repairing them; but 
would like to know the technical reason why some 
watches are now designed to beat 19,000 or more beats- 
per-hour? (Question No. 6146) A. G. 


Answer—aAfter watches worn as wrist or bracelet 
watches came into use and “fashion” required the move- 
ments to be made smaller and smaller, it was discovered 
that the difference in conditions of use between pocket 
watches and small watches subjected to the motions un- 
avoidable in wrist watches, placed slower-beating bal- 
ances at a disadvantage when used in wrist watches. In 
other words, a pocket watch could keep excellent time 
with the slower-moving 18,000-beat balance; but these 
slower-beat movements of the balance were interfered 
with much more by the erratic movements of a watch 
worn on a wrist. The slow-moving balance was found 
to be more sensitive to the movements of use worn on the 
wrist. So experiments were made with re-designed trains 
to yield the 19,000-plus beats per hour, and practical 
tests verified the theory that the latter kept better time 
than the slower-beat type watches that were found more 
suitable for pocket watches. 


LARM CLOCKS—What is the exact date when the 
alarm clock was invented? Who invented it? 


(Question No. 6147) E. W. 


Answer—We are obliged to say that any such date is 
not known because the earliest clocks in the 13th and 
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Look what Pittsburgh Store Fronts did for others™ 


--e AND CAN DO FOR YOU! 


“Our Pittsburgh front is bright and cheerful looking and 
has increased our business. We doubled our luncheon and 
fountain business and increased our drug business 20%.” 


Drugstore owner A. L. Saleeba, Hazelton, Pa. 





PITTSBURGH PRODUCTS 
USED: 
Pittsburgh Polished Plate 
Glass; Pittco Premier Store 
Front Metal; Forest Green 
and White Carrara Struc- 
tural Glass; Herculite Tem- 

pered Plate Glass Door. 














“Our Pittsburgh front shows the entire store to the public. 
We are well pleased with our new store and might add 
that our sales have increased 18%.” 


Flower shop owner R. F. Snyder, Pulaski, Virginia 





PITTSBURGH PRODUCTS 
USED: 
Pittsburgh Polished Plate 
Glass; Pittco Store Front 
Metal; Gray Carrara Struc- 
tural Glass; Herculite Tem- 

pered Plate Glass Door. 








“Since the completion of the modernization we have shown 
a substantial increase in business. We feel that a good 
percentage of this increase can be directly attributed to 
our Pittsburgh front.” ; 
Shoe store owner Earl W. Weber, Phoenixville, Pa. 


*K 





PITTSBURGH PRODUCTS 
USED: 
Pittsburgh Polished Plate 
Glass; Pittco Premier Store 
Front Metal; Rembrandt 
Blue (Carrara Structural 
Glass; Herculite Tempered 

Plate Glass Door. 
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PITTSBURGH 


“We are very proud and happy with our new Pittsburgh 
front in two ways. It helps create that desired first impres- 
sion and has brought a substantial increase in business.” 


Clothing store owner H. F. Green, Kirksville, Mo. 





PITTSBURGH PRODUCTS 
USED: 


Pittsburgh Polished Plate 
Glass; Pittco Premier Store 
Front Metal; Rembrandt 
Blue and Gray Carrara 
Structural Glass. 
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Pittsburgh Plate Glass Company 
2137-2 Grant Building, Pittsburgh 19, Pa. 


Without obligation on my part, please send me a FREE copy of your 
modernization booklet, ‘‘How To Give Your Store The Look That 
Sells.”’ 
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14th centuries, which were huge mechanisms, generally 
part of the structure of religious houses, monasteries, 
abbeys, etc., at first had striking and alarming mechanism 
only; dials and hands were later developments. When 
the latter were introduced, many clocks retained also the 
bells and mechanism to strike them, and the same is 
true of the later stage (in about the 16th century) of 
making small clocks for use inside of houses. So, as 
bells for striking and alarms were features of clocks from 
the very earliest times, no date can be set for the intro- 
duction of the present-day alarm clock. The evolution 
has been gradual, and has covered approximately six 
centuries. This precludes setting a definite date for the 
invention or introduction of the alarm clock. 


LD WATCH—As per your offer, we are sending 

the old watch for a report on its value, and en- 

closed is our check for the fee of $3.00. (Question 
No. 6148) P. K. 


A nswer—A technical description of the movement 
received, would be as follows: A 16-size movement, full- 
plate, with fuzee power-plant and ratchet-toothed right 
angle English type lever escapement, with enclosed pallet 
stones; undersprung hairspring; originally 15 white 
chrysolite train balance and escapement jewels (a brass 
bushing substituted for one of them); the dust-cover 
and hands missing; signed with maker’s name William 
Robinson, Liverpool, England, serial number 9137. 

This maker was in business between 1795 and 1824. 
Judging from its design-type, this movement was made 
toward the latter part of Robinson’s career, hardly before 
1820. As to value, we regret to say that this movement 
is not in any way unusual. and has no features that were 
not common to the commercial watches of its period. 
Furthermore, the movement is not in its original case, 
and the dust cap is missing. For these reasons no col- 
lector of old watches who “knows his stuff” would be 
willing to pay a worthwhile price for this movement. 


HIME RODS—Could you give us the address of a 
firm that could advise and supply us with the best 
possible metal for rods for chime clocks? (Question 


No. 6149) W. W. 


Answer—We suggest writing to J. C. Deagan Co., 
Inc., 1770 Berteau St., Chicago, Illinois. This firm has 
specialized in metals for chimes of all types and sizes 
for many years and is considered one of the best authori- 
ties. We believe they could both advise you correctly, 
and supply the best material for your purpose. 


HITE GOLD DISCOLORATION—What causes a 
white gold ring to turn yellow? Dipping it in 
Eurema does not take the color off. (Question No. 6159) 


D. G. 





Answer—tThe answer is that we cannot tell what 
causes this discoloration without knowing all about the 
ring itself, the alloy of the metal it is made of, and the 
conditions under which the customer wears the ring. 
Sometimes abnormal discoloration of jewelry metals is 
caused by the wearer working in some occupation in 
which chemicals are used. 
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If you can give us more information, as above sug. 
gested, we would be glad to write you any further opinion 
that we could form about this matter. 


ATCH KNOCKS—What can I do to take the knocks 
out of a watch, after it has been cleaned? (Ques. 


tion No. 6151) K. B. 


Answer—tThis is a very broad question and covers 
too much ground for us to be able to give you a definite 
answer, but as nearly as we can see it, what you probably 
mean by “knocks” would be sounds made by some faulty 
action in the escapement, or balance-assembly, or both. 
The best advice we can give you is to study the adjusting 
of escapements, etc., in such books as Watch Escape- 
ments, by J. C. Pellaton, $3.50; Practical Watch Repair- 
ing by Donald De carle, $5.00; and Watch Repairer’s 
Manual by H. B. Fried, $4.95. Any of these books would 
be sent you postpaid, upon receipt of your order and re- 
mittance, by Book Department, Jewelers Circular-Key- 
stone, 100 East 42nd St., New York 17, N. Y. 


EWTER SOLDERING—What kind of solder and 


flux is used on pewter silverplate? ((Question No. 


6152) F. C. 


Answer—tThis description of the material to be 
soldered is not very clear, but probably means pewter 
or Britannia ware, electro-plated with silver. 


Will say that an old much-used formula for a solder 
to be used on pewter is 4 parts (by weight) of lead, 3 
parts tin, and 2 parts bismuth, melted together and cast 
or worked otherwise into slim sticks or rods for con- 
venience in using. This solder should be applied of 
course with a soldering-iron, or one of the convenient 
electrically-heated soldering coppers, because the article 
itself cannot bé heated in soldering it. The flux can be 
the usual tinners’ rosin, or ordinary zinc chloride liquid 
soldering flux. 


ITTING CRYSTALS—What could be the cause of 

pocket watch crystals breaking in so many cases 
even after we turned out the seat in the bezels to true 
them? Could it be that the crystals are not right, too 
brittle or something? (Question No. 6153) C. E. H. 


Answer—We do not know of any general or all- 
embracing reason for this cracking, but we believe your 
trouble is probably a matter of the individual fit of the 
crystals in the bezels, so that the cracking of the crystals 
would be due either to the seat-in the bezel or the outer 
edge of the crystal being not perfectly true. About the 
only practical precaution we could suggest would be that 
in turning out the bezel-seat, the cutting tool should be 
used with a slide-rest, or, if a hand-graver is used, thai 
the tool be held very firmly against the T-rest. About 
the true roundness of the edge of crystals, this could be 
tested or corrected by using a cork-arbor chuck that may 
be obtained of some of the dealers in watchmakers’ tools. 
This is made for the purpose of rotating crystals while 
holding an abrasive stone or emery buff against the edge 
of the crystal to “cut” the glass to true off any variations 
from cylinder form that may be present. 
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Let my “Lungs” 
breathe your dusts! 


LEIMAN GRINDER-POLISHER 
DUST COLLECTOR 


““ALL-IN-ONE”’ UNIT 





Say Ss). SE 









e Protect your health 
e Keep clothing and workshop clean sk uceds only 18 x 
e Recover precious metals 29 inches floor space. Ideal 


—— 5% MODEL A. Needs only 2 x 4 
foot floor space. Top produc- 


e Get faster, better grinding 
and polishing 


HE Leiman high-suction system acts as power- 
ful “lungs”, removing all dangerous grinding 
dusts and polishing particles at the source. Sur- 


for small shop, small work or 
restricted space. Has 1/3 
h.p. motor for wheels or buffs 
up to 4"'. Also 4 h.p. in- 
terior motor, suction fans and 
dust collectors. Adjustable 
dust hoods have wet pumice 
pans and electric light sock- 
ets. Very quiet running. May 


tion machine for all classes of 
jewelry and silver work. Ac- 
commodates two wheels or 
buffs up to 8°’. Dust hoods, 
with electric light sockets. 
Available either with '/2 h.p., 
110 volt motor or 1 h.p., 220 
volt motor. Two dust collect- 
ing cabinets permit separate 





roundings are clean and safe for _ and ~— be used with your own polish- collection of gold, platinum 
workers. Put in a modern, inexpensive Leiman ing motor. Plugs into any or other dust for recovery. 
“all-in-one” unit and enjoy dependable protection standard 110 vol? outlet. 





and production for years and years. 








171 Christie St. 
Newark 5, N. J. 


WRITE FOR FREE DETAILED BULLETIN show- 
ing various models and prices. No obligation. 














WATCHMAKERS + JEWELERS 
ENGRAVERS « INSTRUMENT MAKERS 


MODERN WATCH REPAIRING TO PERFECTION 
cient—Fast—Inexpensive Service 
REQUEST TRADE PRICE LIST & FREE SHIPPING LABLES 
Also: Jewelry—Clock Repairing—Special Order Work 


WE CARRY ail tools, materials, supplies, books for watchmakers, 
jewelers and engravers; also world-famous ROSBERG BENCHES. 
Request FREE information. 




























JUST OUT! Latest enlarged new catalog on all dress and service 
watches. All clocks, cuckoo clocks, 400 day clocks, watch bracelets. 
Write for your FREE copy today! 


Request latest BARGAIN FOLDER ‘52 on imported and domestic fools j tp rson 





and materials including special sale on GRAVERS. Big Savings! Special 
sale on complete balances for all popular Swiss models. 
Simplified technical data with charts and tables, containing infor- 
mation vital in your field, through our TECHNICAL BULLETINS— 
$1 ONLY—Request special folder TB! 
Whetnegier & Gaputien-Aleadar af Aaatan meatal 
olesaler mporter—Member of Jewelers Board of Trac , 
% ist $9.90 


MODERN TECHNICAL SUPPLY CO., Dept. 6-JCK, 55 W. 42nd St., N. Y. 36, N. Y. 


electric clock 








PLUS FED. TAX 








F, 
; day in the year someone in your 
neighborhood is searching for an unusual 
gift for a wedding, birthday or anniversary. 
You can turn this search into a sale 
. . . by featuring the “Golden Hour”... . 
America’s most popular gift clock. 
24 karat gold plated .. . fully guaranteed. 





WATCHES § CLOCKS 


INC., NEW BEDFORD, MASS. | 


Call your wholesaler 


JEFFERSON ELECTRIC CO. © BELLWOOD, ILLINOIS 
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Cultured Pearls Featured 
At Easter Parade 








2 5 Re % 
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Vivian Blaine, lovely star of Broadway’s 
hit musical “Guys and Dolls,” with David 
Goldstone, vice president of the Imperial 
Pearl Syndicate, just before a stroll down 
New York’s Fifth Ave. for the Easter 
Parade. The pocketbook they are admiring 
is made of 12,000 cultured pearls, a crystal 
handle and 14% carats of carved rubies 
and baguette diamonds. 

The promotion resulted in good publicity 
including radio and television as well as 
many newspaper and magazine features. 


Sheaffer Pen Sales 
Hit All-Time High 


Sales of the W. A. Sheaffer Pen Co. 
for the fiscal year ended February 29, 
1952, reached a new all-time high of $24.,- 
122,774, compared with $21,907,876 in the 
previous year, the pen company announced 
recently in its annual report. 

Despite a sales increase of 10 per cent 
over the preceding year and a rise of 14 
per cent in profit before taxes, profit after 
taxes was down 18 per cent. 





Merchandising Aids 
Offered by Waltham 
The Waltham Watch Co., Waltham, 


Mass., is offering through authorized 
wholesalers free window display units, 
newspaper mat service, radio scripts, and 
a full color Waltham easel sign. 
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Above, a mounted window display unit 
in color, featuring Waltham watches from 
the “Riverside Series.” The unit measures 
93%,” in height, 1444” in width, and 5” 
depth. 
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Longines-Wittnauer Offers 
Unusual Counter Card Unit 


Among the many window and store dis- 
plays which jewelers are receiving from 
the Longines-Wittnauer Watch Co., there 
is now included a distinguished counter 
card bearing the following message: “Good 
will is the disposition of a pleased cus- 
tomer to return to the place where he has 
been well treated.” 

Quoting from a decision handed down 
by the Supreme Court of the United States, 
the card is one of the many original dealer 
aids created by the Sales Promotion De- 
partment of Longines-Wittnauer, under the 
direction of Roy Pruden. 


"Miss Permatex Package’ 
Greets Convention Guests 


An added attraction at the recent Michi- 
gan Horological Convention in Grand 
Rapids was Miss Permatex Package. 
Dressed in a gown made of Permatex ma- 
terial, she presented genuine four leaf 
clovers to visitors at the C. & E. Marshall 
Co. display. The clovers were sealed in 
Permatex Packages and bore the legend, 
“You always have good luck with the Per- 
oe, peal 
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Above, Miss Permatex Package with 
Howard Beehler and Forrest Peters of the 
HIA, at the Michigan Horological Associa- 
tion Convention. 


Copper-Silver Alloy 
Made by Handy & Harman 


A new high = strength  copper-silver 
bronze with high electrical conductivity is 
being produced by Handy & Harman, 82 
Fulton St., New York. This alloy, contain- 
ing 94 per cent copper and 6 per cent 
silver, is sold only in the heat treated and 
cold worked condition. 

It is produced in round wire .160 diam- 
eter down to the fine gauges of magnet 
wire and in flat wire of equivalent cross 
section area having a maximum width of 
one-half inch. It shears cleanly, cuts freely 
to give a fine finish, and has sufficient duc- 
tility to withstand some forming operations. 





Versatile Electric Display 
Available to G.E. Dealers 
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A new electric housewares display, which 
can be adapted to present any one of six 
different sales messages, has been made 
available to retailers by the General Elec- 
tric Co. 

A sturdy display base comes equipped 
with six full-color posters, adjustable to 
the appliance or gift market in which the 
dealer is most interested. Three cards are 
individual product displays: toaster, mixer, 
and irons. The other three are directed 
at gift markets: wedding, Christmas, and 
general gifts. 

Display is available at G.E. housewares 
distributors for $4.95. 


J. M. Hall Ad Campaign 
Pushes Children's Jewelry 
The J. M. Hall Co. of Providence, R. I., 


has launched a consumer advertising cam- 
paign to assist the retail sale of its “dolly- 
deb” children’s line of jewelry. The line 
includes expansion bracelet and locket sets 
from $6.50 Keystone, stone-set bracelet and 
pendant sets at $7.50, and little girls’ ex- 
pansion idents from $5.25. 

These items will be advertised in 
Parents’ Magazine, aimed at reaching the 
parents of more than two million children. 
Parents counter display cards and news: 
paper ad mats are available to aid sales 
at the local level. 





Above, an attractively packaged expan: 
sion bracelet and locket set from the 
“dolly-deb” children’s line. 
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Extensive Promotion Plans 
Prepared by A.S.R. Ascot 


A.S.R. Ascot lighters, this year, will re- 
ceive the most extensive advertising and 
sales promotion planning in the history 
of this product. To aid dealer sales A.S.R. 
has prepared a 16-page promotional kit 
for use by wholesale salesmen in present- 
ing the Ascot story to their trade. 

It offers to leading stores throughout 
the country the famous Ascot diamond 
studded one-of-a-kind bejeweled lighters 
designed and executed by Cartier of Fifth 
Ave. Included are the new $5,000 Floren- 
tine Dagger lighter, $5,000 solid gold Heri- 
tage Set with diamonds and emeralds, etc. 
To display these lighters, reservations must 
be made at least six months before the 
desired date due to the tremendous de- 
mand these lighters have. 

Also announced in the promotional kit 
is A.S.R. Ascot’s bigger than ever adver- 
tising program for 1952. Included are full 
color pages in Life magazine. Also in- 
cluded during the peak buying seasons 
are 63 full color pages in the magazine 
sections of the leading Sunday newspapers 
from coast to coast. 





Lepper and Mushey 
Form Watchband Company 


Watchbands, Inc., 380 East Washington 
St., North Attleboro, Mass., has been 
formed by John E. Lepper, president, and 
John Mushey, treasurer and _ production 
manager. Mr. Lepper was formerly with 
Foster Metal Products and Mr. Mushey 
was previously connected with Watch- 
straps, Inc., Montreal, Canada. 

They manufacture expansion bands un- 
der the brand name “Fashion Award” of 
gold filled and stainless steel for both men 
and women. In addition, they are also 
manufacturing identification stretch brace- 
lets, priced in a popular range and sold 
through wholesale jewelers. 





LeCoultre Introduces 
Motion Display Unit 





Se nena le ele MN 


A new motion display was recently un- 
veiled by Everett Mayer, vice president of 
Vacheron & Constantin-LeCoultre Watches, 
Inc. The watches parade around the pyra- 
mid on the velvet centerpiece. 

Rich in appearance, this display achieve- 
ment by LeCoultre’s Roy Pruden_ will 
assist the jeweler in tying-in effectively 
with LeCoultre’s expanded advertising 
Program, appearing in Life magazine and 
other national publications. 
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Free Window Display Unit Offered by Flex-Let 
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An attractive, easy-to-handle window display unit is now being offered to all Flex-Let watch 

band retailers at no cost to them whatsoever. The unit is 9!/44" high by 7!/4" wide, has a 

gold finish and is light but sturdy. It accommodates window display cards on which appear 
various seasonal selling messages for the retail jeweler. 





Reed & Barton Present 
New Flatware Table 








Reed & Barton, Silversmiths of Taunton, 
Mass., are now offering its franchised deal- 
ers a new display case for the sale of 
sterling flatware. The new table, it is re- 
ported, shows at least twice as many pat- 
terns as the average show case. It has more 
than double the usual flatware storage ca- 
pacity. 

In addition to a large display area and 
ten large storage drawers, the table has 12 
storage compartments at the back—ideal 
for extra flatware stock, literature, etc. Also, 
ample knee space is provided for both cus- 
tomers and salespeople. 


The table is available in light, medium 
or dark mahogany, wheat, golden oak, light 
or dark walnut, prima vera or any other 
finish. The table is also available un- 
finished. Reed & Barton is offering its new 
flatware table to its dealers for $350, f.o.b., 


Taunton, Mass. 
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Schick's First Quarter 
Sales Best in 22 Years 


Following the annual meeting of the 
board of directors of Schick, Inc., Chester 
G. Gifford, president, released sales and 
earning figures for the quarter ending 
March 31, 1952, which were the largest 
first-quarter sales figures in the firm’s 22- 
year history. 

Net sales in 1952 first quarter were 
$2,695,666. Profit before taxes in the same 
period was $571,549. 





Oster Initiates Large 
Spring Promotion Program 


With one of the heaviest advertising 
schedules ever prepared by a manufac- 
turer of electric appliances to be concen- 
trated in a local area, the John Oster Mfg. 
Co., Racine, Wis., has launched a three 
month’s promotion of its products in Phila- 
delphia. 

Weekly three-quarter page ads will ap- 
pear until July in the Philadelphia Eve- 
ning Bulletin, supplemented by national 
magazine advertising in Good Housekeep- 
ing, Saturday Evening Post and other pub- 
lications, plus local radio and television 
promotion. 

Philadelphia was selected as a test area 
from which a pattern of promotion of John 
Oster Co. products will be developed for 
other key markets throughout the country. 





Zodiac Watch Expands 
Advertising Program 


The new Zodiac watch factory at Le 
Locle, Switzerland, recently constructed, 
is ideally situated on a mountain side. 
The factory, built by Paul Davoine, archi- 
tect, is said to be the most modern in 
Switzerland. 





An interior view of Zodiac's newly con- 
structed, modern factory. 


Rene Calame, president of Zodiac, an- 
nounced recently the expansion of the com- 
pany’s advertising program to include Life 
and Esquire, and continu:ng its trade pub- 
lication program. 
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Omega Prepares Large Advertising Program 





The Norman M. Morris Corp., New York, 
U. S. distributor for the Omega Watch Co., 
has launched the largest advertising and 
promotion program in its history, it was 
announced by Norman M. Morris, presi- 
dent. 

The campaign will tie-in with the ap- 
pointment of Omega products as official 
timepieces for the summer Olympic games 
in Helsinki. Spearheading the campaign 
will be full-page and half-page ads in 
Fortune, Holiday, National Geographic 
Magazine, The Saturday Evening Post, and 
Time. 

Local newspaper advertising is to be 
placed on a 50-50 cooperative basis by 
Omega dealers throughout the country. 


| 





Omega supplies two complete mat kits a 
year to its dealers. The kits consist of one, 
two, and three-column ads. Emphasis will 
be on the Olympic tie-in, highlighted by 
the introduction of a new “Olympic” watch. 
Special material also is being made avail- 
able to Omega dealers for graduation, 
Christmas and other special holiday occa- 
sions. 

Norman M. Morris, above center, puts 
his final approval on Omega’s 1952 adver- 
tising and promotion campaign. Looking 
on are, left, Adolphe Vallat, general man- 
ager of Omega Watch Co.. Bienne, Switzer- 
land, and right, A. W. Lewin, president, 
Lewin, Williams and Saylor, New York, 
Omega’s ad agency. 





Display Unit Features 
Wyler ‘Lifeguard’ Watches 





ure | 


The new Wyler “Lifeguard Watch” 
three-dimensional window display is now 
being sent to jewelers. 

One of the many features in Wyler’s 
1952 graduation promotion, which runs 
through June, the attractive window unit 
is lithographed in full color. Made of 
heavy laminated bristol board, the display 
has steppéd-up platforms to feature three 
watches in the new Wyler “Lifeguard” 
group, which accompany the unit. Realistic 
nautical details include rope around a life- 
buoy. 

The display illustrates the  water- 
resistant feature of Wyler “Lifeguard” 
watches and ties-in closely with the firm’s 
current graduation program of national 
advertising. 
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Invicta-Seeland Announces 
‘Perma-Action’ Mainspring 


A new mainspring known as “P/A” 
(Perma-Action) is announced by Invicta- 
Seeland, Inc.. of La Chaux de Fonds, 
Switzerland, through their office at 580 
Fifth Ave., New York. 

In their “Perma-Action” 
Invicta-Seeland claims to have eliminated 
the possibility of breakage due to humidity, 
condensation, temperature change and pres- 
sure tension. The new mainspring, the re- 
sult of many years of experiment and 
development, is standard equipment in 
all Invicta-Seeland 


mainsprings, 


watches. 


Palette Display Features 
New Wadsworth Compacts 





The new palette display by Wadsworth 
Watch Case Co., Dayton, Kentucky, feat- 
ures six compacts from the "Summer Gar- 
den" series. Each compact is decorated in 
garden scenes in soft colors and retails at 


$5.95. 

















Spinl Introduces Palladium 
Watch Attachments Line 


A complete line of palladium watch at- 
tachments has been introduced by Spinl 
Mfg. Jewelers, New York. The firm is 
distributing both solid wall and _ air-line 
designs in the precious white metal to 


manufacturers, wholesalers and _ retailers 
throughout the country, states Joseph 


Spinelli, co-head of the firm. 

To merchandise its new palladium line, 
Spinl is inaugurating a national advertis- 
ing campaign in the jewelry trade press, 
and an attractive brochure is being pre- 
pared for distribution to the trade. 


Elgin Display Features 
Interchangeable Inserts 


A new display featuring five full-color 
inserts that are interchangeable to the 
season or occasion is currently being of.- 
fered jewelers by Elgin National Watch 
Co. The inserts cover such selling events 
as birthdays, which will be emphasized 


this summer, a_ back-to-school theme and 
the Watch Fashion Parade in the fall and 
winter 


anniversaries during the months 


after the holidays. 





The unit, suitable for windows or point 
of sale, comes completely assembled with 
two metal brackets attached on the up- 
rights for display of ladies’ watch boxes, 
and room enough on the base to display 
a longer box containing a man’s watch. 


Ring Roller Introduced 
By J. J. Kagan & Co. 


A new answer to an old problem of sizing 
diamond and stone-set rings has been pro- 
vided by J. J. Kagan & Co., Los Angeles, 
with the introduction of the new Kagan 
“Perfect” Ring Roller. 

Only one adjustment, the company re- 
ports, is needed to set the ring in place. 
One turn does the actual sizing and no 
physical pressure is involved at any time. 
The entire operation, it is reported, is as 
simple as bringing together two parallel 
dies, under perfect control, and rolling out 
the ring. 

Further information may be obtained by 
writing J. J. Kagan & Co., 424 South 
Broadway, Los Angeles 13, California. 
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Gruen Issues Summer 
Sales-Building Promotion 


How to pick-up sales during summer 
months is answered by the Gruen Watch 
Co. in a special vacation promotion featur- 
ing water-resistant watches. This promo- 
tion features watches with the best summer 
sales possibilities and the actual selling 
helps to promote them. 

This includes a complete selection of 
newspaper ads, free window cards and 
streamers, postal cards, letter ideas and 
plans for a vacation photo contest. 


Free Leaflets Describe 
Parker Pen Lines 


A new leaflet describing four lines of 
Parker “51” and “21” fountain pens and 
pencils, including both pocket and desk 
sets, has been prepared for dealer use by 
the Parker Pen Co. 

Space is provided on the cover for deal- 
er’s imprint, while a mail order coupon on 
the back makes the full-color, 3 x 5” leaflet 
ideal as an envelope enclosure. Leaflets 
may be obtained from Parker free without 
imprint or 90 cents a thousand imprinted. 


Unusual Watch Display 
Unveiled by Benrus 


. Bhasin 





The Benrus Watch Co. announces the 
distribution of a new display for the Ben- 
rus water resistant watch. The eye-arrest- 
ing feature of the display is a continuous 
jet of water sprouting from a “seahorse” 
onto a live Benrus, held upright by a mer- 
maid figure. The arm of the mermaid is 
adjustable to position properly the watch 
into the center of the stream of water. 
Space is also provided to show eight other 
Benrus water resistant models, in boxes 
and out. 





Tuttle Silver Relocates 
In North Attleboro 


The Tuttle Silver Co., Inc., manufac- 
turer of sterling hollowware and flatware, 
has moved to new quarters in North Attle- 
boro, Mass. The firm, which has been in 
Attleboro for over three years, has its new 
production and distribution center in the 
Manufacturers Trust building. 

The move to new quarters was prompted 
by the desire of Tuttle officials to obtain 
a more streamlined production set-up, and 
to obtain a first floor display room where 
Tuttle sterling can be shown to visitors. 
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Community Display Features Baby Silverware Gifts 








Nearly four million babies are expected 
in 1952, according to population estimators. 
This represents a vast gift market for 
jewelers, says Community, who is offering 
dealers a wide variety of baby silverware 
sets. With each $20 order at net dealer’s 














prices, Community is distributing at no 
extra charge the above display. 

The large center card measures 16” x 20” 
and shows a handsome photo of a lively 
youngster. It has an easel back and a cord 
for hanging. 





Longines Opens New 
California Offices 


Stanley Kirk, western sales manager of 
Longines-Wittnauer Watch Co., announces 
the opening of new offices at Walter P. 
Story Bldg., 610 S. Broadway, Los An- 
geles, California. 





Telechron Clocks Featured 
For Spring Promotion 


Four color, full page ads in Life and 
Saturday Evening Post during May fea- 
tured Telechron gift clocks. Headline, 
“They'll Be So Proud of Your Gift,” is 
suggested theme for spring retail promo- 
tions. 





Dealers are being offered a self-liquidat- 
ing time table display, free product mats, 
glossies, logotypes and suggested ads. 








Two-for-One Offer 
Featured on TV Show 





General Mills’ latest combination offer 
of the Betty Crocker picture cook book 
and the Tru-Heat Iron was featured on the 
Stu and June Erwin TV show, “Life with 
the Erwins,” during May. 

During the course of this offer, $14.95 
buys both a new Betty Crocker cook book 
and a Tru-Heat Iron. Ordinarily this is 
the price of the iron alone. 


Swank Completes Fall 
Promotion Program 


Swank, Inc., announces the completion 
of its Fall °52 programs, which will be 
released directly after the national sales 
meetings to be held in New York, Chicago 
and Los Angeles. 

The men’s jewelry line includes many 
features and special promotions. An addi- 
tional highlight is the new packaging 
program. 

The entire program will be supported 
by a strong national advertising campaign. 
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Watchmakers of Switzerland 
Distribute New Brochure 


A new 16-page brochure, now being dis- 
tributed to retail jewelers, gives American 
and Canadian jewelers an advance picture 
of 1952-53 plans of The Watchmakers of 
Switzerland. Titled “Preview,” the publica- 
tion is graphically designed to inform the 
trade of the new campaign that has been 
designed by the Swiss to support the 
“Quality Jeweler” during the coming year. 





Paul Tschudin, director of The Watchmakers 

of Switzerland Information Center in New 

York, shows the new "Preview" brochure to 

his two aides, Jean P. Savary (center), and 
Robert Kaempfer. 


The brochure includes a “Preview” of 
the 1952-53 advertising campaign. This 
consists of a complete set of reprints of 
the nine full-page, four-color consumer ads 
scheduled by the Swiss during the coming 
year. These are furnished to the retailer 
for use as local tie-ins with national pro- 
motions planned by the Swiss. 

Life, Look, Saturday Evening Post, and 
Farm Journal will be used in the U. S. 





Unusual Display Unit 
Features Rolex Parts 


An unusual display has been released 
to several jewelers selling Rolex watches. 
It features a transparent green bottom base 
and a movable cube on a pin showing the 
157 parts of a Rolex self-winding watch. 
This display has been shown to numerous 
advertising and promotional men and has 
received highly favorable comments. 





The finished design was created by 
DeGarmo Inc., Rolex’s agency. Experi- 
mental plans have been taken to make it 
an action display. 
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Marcel Boucher Announces 
New Fashion Jewelry Line 


Marcel Boucher, noted costume jewelry 
designer and manufacturer, announces that 
he is beginning production of a new line of 
high grade jewelry. Made of 14K and 18K 
gold with precious and_ semi-precious 
stones, the line includes rings, earrings, 
and pins. 

Mr. Boucher, owner of Marcel Boucher 
et Cie, 347 Fifth Ave., New York 16, N. Y., 
states that the new line will be keyed to 
high style and individualistic designs. Re- 
tail prices will range from $35 to $125. Mr. 
Boucher, formerly connected with leading 
jewelry firms in Paris and New York, is 
creating the designs for his own company. 
His firm was founded in 1937. 

For further details write to Marcel 
Boucher et Cie, 347 Fifth Ave., N. Y. 16, 
N. Y. 
lrons & Russell Emblems 
Featured in Gift Boxes 

Each emblem in the new Irons & Russell 
DeLuxe line is attractively packaged in a 
specially designed F. H. Noble hinged steel 
gift box. 





The new line consists of over 175 dis- 
tinctive pieces of popular selling fraternal 
emblems in a wide range of prices. Made 
of 14K white or yellow gold and palladium 
only, the line is designed to sell to the 
quality-minded buyer. 





Mosler Safe Features 
‘Counter-Spy’ Dial 


No need to bend, stoop, or squint to 
twirl the “Counter-Spy” dial of the new 
streamlined safe introduced recently by 
the Mosler Safe Co., Hamilton, Ohio. 
Called the “400 Series,” the fire-resistant 
safe was designed for Mosler by Raymond 


Loewy Associates. It marks one of the. 


most important changes in safe styling in 
more than 30 years, according to Edwin H. 
Mosler, Sr., president of the company. 

Until now, it was necessary to bend or 
stoop when trying to line up the combina- 
tion numbers on conventional safe dials, 
which are usually far below eye level. To 
eliminate this problem, Mosler shifted the 
combination numbers from the front of the 
dial to the edge. 





Easel Display Units 
Distributed by Bulova 
Bulova Watch Co., New York, is dis. 


tributing to its dealers in time for Father’s 
Day and graduation two attractive fyl]. 
color easel display units. Equally adapt. 
able for counter or window display, both 
units feature Bulova “Gift of a Lifetime.” 

In addition to displaying the watch, the 
Father’s Day display has incorporated a 
copy panel that reads, “To Father on his 
day, June 15th.” 





Shown above is the Father’s Day easel 
display unit. 
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Eterna Watch Appoints 
New Advertising Agency 


Max Templehoff, sales manager of the 
Eterna Watch Co. of America, Inc., 580 
Fifth Ave., New York, announces the re- 
cent appointment of Abbott Kimball Co., 
Inc., New York, as advertising agency for 
his firm. 

Plans for a combined trade and con- 
sumer advertising campaign, featuring 
Eterna-Matics with ballbearing mounted 
selfwinders, are now being drawn, Mr. 
Templehoff reports, and will become effec- 
tive in the early - fall. 





Gift Suggestion Display 
Offered by International 





A novel and practical gift item is being in- 
troduced by The International Silver Co., 
sterling candlesticks. Sterling bases come 
with removable plastic salt and pepper con- 
tainers. Gift package, above, includes two 
wax candles which can be substituted for 
salt and pepper containers. Retail price is 
$5, including federal tax. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Se ee 











Flex-Let Announces New 
Watch Band Guarantee 


Jack Storti, executive vice president of 
Flex-Let Corp., has announced a new 
“Double Guarantee” on all Flex-Let watch 
bands. The guarantee, mounted in plain 
yiew on the front of all carded and pack- 
aged merchandise, reads: “For two years 
from the time of purchase by the con- 
sumer, any Flex-Let watch band that 
should break or prove defective will be re- 
paired free—if it cannot be repaired, it 
will be replaced! Thereafter, for the full 
life of every Flex-Let Band—it will be 
repaired free, with never, but never a re- 
pair charge!” 

Mr. Storti stated, “Improved factory fa- 
cilities, highlighted by an enlarged and 
more efficient inspection department, have 
improved the quality of our watch bands 
far above what was previously considered 
to be the peak of perfection.” 





Question-Answer Session 
At JET 99 Demonstration 





Playing the part of consumer prospects, 
Herbert Parr (left) and Robert Kuhnheim 
of Home Products, Inc., question Landers, 
Frary & Clark’s home cleaning equipment 
district manager, Philip A. Fitts during a 
demonstration of a Universal JET 99. The 
Cincinnati distributor recently held a meet- 
ing at which 18 retailers’ sales representa- 
tives were trained in home and _ store 
demonstration techniques. 





Cimier Watch Opens New 
Offices in New York 


Irving Abelov, Chairman of the Cimier 
Watch Corp., has announced that his firm 
has moved to new offices at 1 E. 33 Street, 
New York City. 

Mr. Abelov stated that the firm will 
continue its “unconditional one year guar- 
antee.” During the guarantee period the 
consumer sends his watch to Cimier’s office 
in New York, where it is placed in perfect 
running order and returned at no charge 
to the customer. 

Cimier watches are in the low-price 
category. 


a 





Artcraft Electric Supply Co. of Wilming- 
ton, Del., has been appointed as an exclu- 
sive Arvin radio distributor for Wilmington 
and surrounding communities. 
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WILLIAM G. BAKER J. R. HILDRETH 
Arvin Arvin 


Appointment of Hildreth-Baker, Inc., 17 
Old Middlesex Path, Arlington, Mass., as 
sales representatives for Arvin Electric 
housewares in New England has been an- 
nounced by Gordon T. Ritter, director of 
sales for this division of Arvin Industries, 
Inc. 

Principals of the firm are Jack R. Hil- 
dreth and William G. Baker. 





Milton M. Stevens has been appointed 
director of the Metro Jewelry Service. An- 
nouncement of Mr. Stevens’ appointment 
was made by William Schak, general man- 
ager of Metro Associated Services, Inc., 
80 Madison Ave., New York, publishers of 
the Metro Jewelry Service and other adver- 
tising mat services for retail stores. 





MILTON STEVENS 
Metro 


MARSHALL HOUCK 
A.S.R. 


Victor P. Strite, vice president in charge 
of sales for the American Safety Razor 
Corp. of Brooklyn, N. Y., announces the 
appointment of Marshall Houck as gen- 
eral sales manager. Mr. Houck joined 
A.S.R. in 1944 as mid-west sales super- 
visor and was appointed field sales mana- 
ger in 1949. 





J. E. Hugo, manager of central district 
for the Westinghouse Electric Appliance 
Division, recently announced the appoint- 
ment of George D. Emerson as appliance 
specialties factory representative. Mr. 
Emerson will be responsible for sales pro- 
motion of Westinghouse electric house- 
wares, electric bed coverings, vacuum 
cleaners and fans in the Detroit, Michigan, 
area. 











Felch & Co., Providence, manufacturer of 
Danecraft silver jewelry, announces that 
Frank G. Erskine of Brockton, Mass., has 
been appointed New England representa- 
tive. 





Anthony Creations, Providence, R. I., has 
appointed Fred W. McKeown as its sales 
representative for the entire southern terri- 
tory from the eastern seaboard through 
Texas and Oklahoma. Mr. McKeown will 
call on wholesale distributors and make his 
home and office permanently in Dallas. 





CASEY |. HERRICK 
Marvin Sherres 


FRED W. McKEOWN 
Anthony Creations 


Mrs. Casey I. Herrick has been named 
executive vice-president of Marvin Sherres 
Advertising, Inc., New York. Mrs. Herrick 
was previously associated with A. M. 
Sneider. 





Louis Kramer, president of Kramer 
Jewelry, Inc., announces the appointment 
of Miss Jonni L. Walker to the post of 
fashion and promotion director. 





Jack Storti, executive vice president of 
Flex-Let Corp., announces the appointment 
of Sy Rosen to the newly created position 
of. advertising and display manager. Mr. 
Rosen formerly served as sales representa- 
tive for Flex-Let in the metropolitan New 
York area. 








SY ROSEN LEONARD RAVVEN 
Flex-Let 1.D. Watch Case 


I. D. Watch Case Co., Inc., Jamaica, 
N. Y., announces the appointment of 
Leonard J. Ravven as west coast repre 
sentative. Mr. Ravven, whose offices are at 
215 E. 5th St., Los Angeles, has been active 
in the jewelry trade since 1935. 


191 








Special Notices 


“Situation Wanted”—Regular type only $1.50 

25 words; additional words, 10 cents per 

word, Heavy type $6.00; additional words 25 
cents per word. 


“Help Wanted”—*“Lines Wanted” and “Side 
Lines”—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All other headings—regular type $6.00 first 
25 words; additional words, 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to he for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month, 

To avoid unnecessary correspondence mem- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads. do not enclose original 
letters of r endations 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 





WATCHMAKER: six years’ experience, 
capable of doing good work. Robert Olen 
Greene, 29 W. Main St., Cartersville, Ga. 


— CO —_—— ———_—__- —$—$ $$$ —$—$ $$ - —-§ ——— --_____ 


ENGRAVER: experienced: letter and 
monogram work, in fine stores; state top 
wages: references. Address “C., 413,’’ 
care J C-K. 


BOOKKEEPER, full charge, accounting 
background: heavy experience; highly 
efficient, above average. Address “R., 
2926,’ care J C-K. 





WATCHMAKER, age 73, good mechanic; 
had charge repair department for years; 
I got prices; don’t drink or smoke: will- 
ing worker. Address “T., 356,’ care 
J C-K. 





JEWELER, 10° 4years’ experience = on 
platinum, gold: can do light special 
orders and repairing: no setting; wishes 
position : moderate salary. Address “H., 
469,” care J C-K. 





WATCHMAKER, salesman, capable of 
managing: can repair all makes of 
watches, chronographs and clocks; ring 
sizing; B.T.S. graduate: 20 years’ ex- 
perience. Address “C., 389,” care J C-K. 





SALESMAN, buyer; young; veteran; ex- 
perienced buying and selling jewelry 
and watches, desires permanent con- 
nection with future: references. Ad- 
dress “R., 458,” care J C-K. 


AGGRESSIVE salesman seeks new posi- 
tion; fully experienced in both cash and 
credit retail jewelry: can handle spe- 
cial order work and dress windows. Ad- 
dress “‘N., 486,” care J C-K. 











WOMAN, experienced with leading dia- 
mond ring manufacturer, full charge of 
orders, repairs and general detail work; 
references. Address “R., 430,’ care 
J C-K. 





JEWELRY engraver, 26 years’ experi- 
ence, desires position in Southeast, 
South or Southwest. Address Circular 
248, Room 1415, Heyworth Blidg., Chi- 
cago 2. 








DYNAMIC salesman, seeks position bet- 
ter class credit jewelry store: peak unit 
sales assured on diamonds, watches; age 

46: bondable. Address ‘“H., 434,” care 


. 


WATCHMAKER: Elgin graduate, in June 
’52; married; 32 years old; desires posi- 
tion in Kansas or surrounding States; 
have own tools. Write to, William Wil- 
lard, Rt. 3, Box 99, Elgin, III. 





PARISIAN designer with outstanding 
creative ability, in all kinds of watch 
cases and jewelry, desires connections 
in New York; highest references. Ad- 
dress “A.F., 339,” care J C-K. 


WATCHMAKER: fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
Paix concern. Address “C., 1035,” care 








DIAMOND buyer-assorter, seeks position 
with wholesaler of loose goods or jewel- 
ry manufacturer requiring a top notch 
expert; 18 years’ experience in local 
and European buying. Address “R., 
405,”’ care J C-K. 





GENERAL manager; 25 years’ retail 
managerial experience; higher’ sales 
and more net profit without harming 
your prestige; $8,500; college graduate ; 
gemologist. Address ‘“G., 468," care 
J C-K. 


YOUNG woman desires connection relia- 
ble concern, responsible capacity; thor- 
ough, varied experience, office and mer- 
chandise ; accustomed execute important 
matters for employer. Address “R., 
349,” care J C-K. 








TOP notch diamond and precious stone 
expert, buyer-assorter-salesman, ex- 
tremely capable and personable, wishes 
permanent position with fine house: fin- 
est references. Address “R., 448,” care 
J C-K. 


EXPERIENCED diamond assorter, ring 
picker; excellent references; trust- 
worthy, versatile, adaptable and am- 
bitious; desires to connect with repu- 
table diamond jewelry concern. Address 
“K., 451,” care J C-K. 








MANAGER-salesman: retail credit jewel- 
ry: thorough knowledge all phases 
credit business, sales, display, advertis- 
ing, collections: promotional minded; 
looking for a permanent future; age 35; 
married. Address “‘B., 387,’’ care J C-K. 





BOOKKEEPER-accountant, office man- 
ager, correspondence, credits, collec- 
tions: extensive experience office, fac- 
torv: exceptionally capable, proven 
background. Address “B., 2937,’ care 
J C-K. 








JEWELRY salesman, age 26, married, 
college graduate, thorough knowledge 
in retail cash and eredit sales, and all 
phases of store operations, desires posi- 
tion with Metropolitan New York retail 
store. Address “Y., 361,” care J C-K. 








PAWNBROKER, manager, buyer: 20 
years’ experience; 36 vears old; college 
degree (night) wants interesting con- 
nection, preferably profit sharing: may 
be other line. Address “‘Kk., 436,’ care 
5 Cok. 


OPTOMETRIST desires Central or North- 


ern New Jersey employment: 12 years’ 
practical experience; jewelry sales ex- 
perience: Columbia graduate: profes- 
sional apnearance. Address ‘“TI., 476,” 
care J C-K. 





ENGRAVER, thoroughly experienced, 
elderly man, who does watch and clock 
work, plain jewelry work, waiting on 
trade and window dressing, wants posi- 
tion: reasonable salary. Address “J., 
435,’ care J C-K. 








MANAGER: 14 years’ experience in credit 
jewelry business, thorough knowledge in 
sales, collections, promotions, window 
trimming and personnel supervision; go 
anywhere: minimum guarantee $7,000. 
Address “R., 258,’ care J C-K. 





SALESMAN-manager, 20 years’ retail 
credit experience, window trim and col- 
lections; presently emploved, but wish 
to make a change: can relieve employer 
of many responsibilities; honest and 
best of references. Address “D., 388,” 
care J C-K. 


WATCHMAKER; 25 years’ experience 
desires permanent position with reliable 
business where honesty, integrity ang 
ability are appreciated and desired; jf 
you are in need of a man far above the 
average with finest reference. Addregs 
“T., 242,” care J C-K. 








INCOMPARABLE experience, sales-build- 
ing record with lease operations major 
department stores; buying, promotion, 
managerial; diamonds, watches, silver. 
ware, all jewelry, associated lines: 
presently Mid-West. Address “T., 407,” 
care J C-K. 








REPUTABLE, American gentleman; dia- 
mond expert, including practical dia- 
mond cutting; healthy; personable: 
willing and able; veteran; salary sec. 
ondary to establishment with reputable 
firm, where opportunity for permanent 
future exists. Address “B., 411,” care 
d CoB. 








SALESMAN, 34, married, 15 years’ ex- 
perience in jewelry trade; faultless ref- 
erences; have traveled Kansas, Ne- 
braska, Iowa and Missouri, also know 
Northwest territory very well; desires 
permanent position with reputable, es- 
tablished firm: will consider any terri- 
tory. Address “G., 373,” care J C-K. 





MASTER watchmaker; watch repairing 
only; 25 years’ experience; satisfaction 
guaranteed; finest references; age 50; 
must be fine store, city, employing at 
least 15 persons, and by one actually 
knowing what a master is and requires; 
salary minimum $125 weekly: perma- 
nent. Address “C., 332,” care J C-K. 





PRODUCTION manager; nine years’ ex- 
perience; at present employed; reliable, 
ambitious, capable, experienced contract 
work all phases ring manufacturing, 
special orders, personnel supervision, 
inspection; can take complete charge; 
desires contact New York firm; refer- 
ences. Address “C., 464,” care J C-K. 





WATCHMAKER: certified journeyman, 
35 years of age, desires position in 
Florida; 18 years’ experience including 
Hamilton and Waltham factory ex- 
perience; letters of recommendation 
from jewelers worked for could be fur- 
nished upon request. Contact, Joseph 
D. Rowe, 2009 E. McGraw St., Seattle, 
Wash. EA 5826. 








WATCHMAKER, wishes steady posi- 
tion in New York City or vicinity; 
graduate of N. Y. S. Technical In- 
stitute at Morrisville, N. Y.; certified 
H.1.A. graduate; young, ambitious, 
with two years of practical expe- 
rience; sterling references of char- 
acter and workmanship. Address 


“L.. 368.” care J C-K. 


WATCHMAKER: desires position with 
established concern in the East: worked 
three years part time for self: would 
like to give up present employment to 
work full time at watch repairing; will 
only accept position where they do good 
watch repairing; will work on trial: 
must have references: have own tools 
and good references. Address ‘‘H., 449,” 
care J C-K. 





——— 








PRODUCTIVE results guaranteed in sell- 
ing, collections and store management 
policies; jewelry credit store executive, 
25 years’ managerial experience in ad- 
ministration, buying, store supervision, 
promotions and advertising; now em- 
ployed; any locality, with reputable or- 
ganization; minimum guarantee, $7,000, 
plus profit sharing plan; best_refer- 
ences past employment and trade ref- 
erences. Address “K., 384,’ care J C-K. 


— 








WATCHMAKER, school trained, ex- 
cellent mechanic, desires permanent 
position with high type firm; 20 
years at bench; West or Southwest 
preferred, but go anywhere; sober, 
reliable, excellent references; mid- 
dle age; salary open; available im- 
mediately; benchwork only; capable 
close timing. Box 9554, Station §, 
Los Angeles 5, Calif. 
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SITUATIONS WANTED—Continued 


—— 


MANAGER; enjoy excellent reputation as 
a top man in the credit jewelry field as 
manager, salesman, supervisor and mer- 
chandiser; previously with top chain 
and individually owned organizations ; 
am known to many well placed people 
in the industry; 35 years of age, with 
15 years proven record; will only con- 
sider worthwhile “position with com- 
mensurate remuneration; prefer South- 
west or West Coast. Address “‘G., 419,” 
care J C-K. 











AIOE ES ES NTE RIEL SS LLL OES EES ER 


Lines Wanted 

















—_— 


SALESMAN, well Known among the fine 
jewelers throughout the East and Mid- 
west, desires outstanding gold or plati- 
num line. Address “H., 474,’ care J C-K. 








PACIFIC Coast salesman, established 15 
years, desires line promotion items for 
department stores and jobbers; can pro- 
duce volume business. Address ‘“M., 
378,” care J C-K. 





ESTABLISHED representative, with large 
following Ohio territory, wants out- 
standing costume jewelry or related 
line; commission only. Address “A., 
460,” care J C-K. 





PACIFIC COAST salesman, well known 
and established, desires line 14K jewel- 
ry, genuine stones, or platinum line for 
oa . Address “F., 2608,” care 





SALESMAN, now covering Southern 
States, selling top line of compacts, 
wants non-conflicting line; only a well 
established line will receive attention. 
Address “F., 229,” care J C-K. 





SALESMAN, experienced all types mer- 
chandise, seeks reputable line, whole- 
salers, chain stores, retailers; Midwest, 
New England, Eastern Seaboard, New 
i—_ Address “L., 452,” care 





SALESMAN ; young, veteran, college, car, 
desires sales position ; experienced, con- 
Scientious, hard worker, seeks perma- 
nent connection with future; references: 
salary or drawing vs commissions. Ad- 
dress “S., 459,” care J C-K. 








PACIFIC Coast salesman, well established 
with Post Exchange jobbers, desires line 
cigarette cases, lighters and items with 
emblems, suitable for ship services, ete. : 
can produce large volume. Address “B., 
441,” care J C-K. 








SALESMAN: young, married, desires good 
manufacturer's line to cover New .Jer- 
sey, Pennsylvania and New York States; 
1952 car; experienced, aggressive and 
ambitious ; excellent references. Address 

J., 391,” care J C-K. 








— 


MANUFACTURERS’ representative, with 
headquarters in Chicago for 18 vears, 
wants gold and platinum lines for Chi- 
cago and nearby cities, to jobbers and 
better retailers. Address, Circular 249, 
Room 1415, Heyworth Bldg., Chicago 2. 








SALESMAN : Southeastern States, now 
Selling vanities to jewelers, gift shops 
and department stores; well known to 
trade ; will only consider top line that is 
established in above territory. Address 
‘"E., 228,” care J C-K. 








EXPORT: manufacturer’s representa- 
tive in Central America will add one 
or two good lines. Write, Harry 
Jacobson, Chalet Las Rosas, 3a 
a de Tivoli, Guatemala, Guaie- 
mala. 





TOP notch salesman, well established, 
with following of over 300 active ac- 
counts in California, among department 
stores, well rated jewelers and specialty 
shops, desires medium priced line of 
costume jewelry from manufacturer di- 
rect to retailers. Address “C., 442,” 
care J C-K. 





$$$ 


LOOSE diamonds; manufacturer of a 
nation wide advertised diamond 
ring line, seeks contact with large 
supplier of fine quality loose dia- 
monds on a profit sharing basis; 
replies strictly confidential. Address 


“K., 370,” care J C-K. 





WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 





AVAILABLE immediately;  experi- 
enced sales representative covering 
Denver west; strong following 
among rated stores, seeks well de- 
signed costume jewelry line; poten- 
tial volume, substantial earnings, 
permanent connection desired; ter- 
ritory covered by car three times 
vearly; affiliated with same firm for 
six years. Address ‘“‘E., 444,” care 


J C-K. 


MANUFACTURER of fine leather watch 
straps seeks top salesmen with follow- 
ing among wholesale jobbers; all ter- 
ritories; exceptional opportunity for 
large earnings ; commissions; strict con- 
fidence. Address “M., 397,” care J C-K. 








SALESMAN, single, 20 years’ expe- 
rience (offers services to reliable 
manufacturers); well known among 
the wholesale and retail jewelry 
trade from Coast to Coast; will take 
on (beginning July 1) manufac- 
turers’ line of desirable creative 
merchandise; pay own expenses 
and travel 10 months yearly; will 
finance smaller manufacturers with 
unusual line. Address “‘N., 403,” 
care J C-K. 


Side Lines 


SALESMAN: for an established line of 
fine leather watch straps. Kobin Co., 45 
Lispenard St., New York 13, N. Y. 














MAN to carry side line silver polishes and 
tarnish inhibitors: various territories. 
Address “P., 428,” care J C-K. 





REPUTABLE watch strap manufacturer 
seeks representation, 10% commission 
basis: for the East, to call on whole- 
7: Address “A., 410, care 

C-K. 





MAN, to carry side line unusual silver 
plated table appointments, to cover 
jewelry and department stores: Michi- 
gan and Ohio territory. Address “N., 
427,”" eare J C-K. 





SALESMEN wanted by nationally known 
clock manufacturer; territory: New 
York State, New England, Midwest, 
South: commission. Erland Advertising, 
18 E. 41st St., New York 17. 





SALESMEN wanted, for imported sterling 
silver enameled pencils, toothpicks, 
cigarette holders, etc.: unusual side line 
to the best trade; 10% commission. Ad- 
dress “D., 443,” care J C-K. 








SALESMAN: commission basis: New 
York Metropolitan area, to carry better 
line of gold and platinum rings, also 
mounted: snvecial order work taken. Ad- 
dress “E., 333,” care J C-K. 





SALESMEN wanted to carry a selected 
line of billfolds or watch straps as a 
side line, selling to the retail trade ; 10% 
commission; please give full details and 
references in first letter. Silon Prod- 
ucts Co., 406 Elm St., Cincinnati, Ohio. 





SALESMEN ealling on retail jewelers, 
to sell our line of ladies’ and gents’ 
10 and 14K gold stone set rings; 
commission basis. Address ‘“M., 


402,” care J C-K. 








SALESMEN, to carry our non-conflicting 
exclusive line of stainless steel jewelry ; 
acceptance in finest stores and well re- 
ordered: 15% commission; Wisconsin, 
Minnesota, Pacific Northwest, Texas 
and Florida only. Platina Co., 21 N. 
George St., York, Pa. 





SALESMEN, with retail following, to 
earry high grade hand set and 
pronged costume jewelry, in Mid- 
west and Pacific Coast; commission 
basis; New England manufacturer. 


Address ““H., 365.” care J C-K. 





SALESMEN ; all territories; sterling sil- 
ver hollowware ; excellent side line; well 
established salesmen calling on depart- 


ment, retail jewelry stores; — good 
opportunity right men; commission 
basis: references. Address “L., 1, 


care J C-K. 











BECAUSE of expanded facilities, one of 
the foremost manufacturers in his field 
has available one New England and 
two Midwest territories: products sold 
by most department and jewelry stores ; 
protected territories. Write fully to, “B., 
100,” care J C-K. 








SALESMAN, to represent an established 
manufacturer in the Midwest, also 
another man for the Pacific Coast; we 
make a top 14Kt mounting line, includ- 
ing all kinds of ladies’ rings; if you 
have the following, we have the proper 
line for you. Address “L., 424,” care 
J C-K. 





DIAMOND salesmen, jewelry salesmen, 
watch salesmen, carry a side line; we 
have a pocket size tray of fast selling 
diamond ring sets to stores; this little 
line has proven very successful in sales 
and reorders; a real, small size, side 
line moneymaker: commission; all ter- 
ritories open. Address “E., 466,” care 
J C-K. 


a ———$ 





SALESMAN wanted to call on established 
better retail jewelry accounts through 
Kentucky, Tennessee, Carolinas and 
Virginia, with a high grade gold and 
gold filled line; non-conflicting line ac- 
ceptable; car necessary: give full de- 
tails; replies confidential. Address “B., 
15,”" eare J C-K. 





WELL established manufacturer, exclu- 
sive line of quality costume jewelry, 
attractively boxed, has opening for ac- 
tive salesmen with following, retail 
jewelers; territories open: Ohio, Michi- 
gan, South Atlantic, East South Central 
and Mountain Regions. Address “A., 
245,” eare J C-K. 





JEWELRY salesman; ladies’ well known 
gold and platinum mounting manufac- 
turer has the Boston to Washington, 
D. C., territory open for a volume pro- 
duction salesman, with following among 
wholesalers and large users; no objec- 
tion to side lines: commission basis. 
Address “L., 57,’’ care J C-K. 





(Continued on page 194) 








FOR JUNE, 1952 


193 











(Continued from page 193) 








SIDE LINES—Continued 





SALESMAN; wanted to carry side line 
of ladies’ 14K gold and platinum watch 
cases, mountings and attachments, 
covering South and Southwest whole- 
Salers and jobbers; well established 
manufacturer with excellent national 
reputation; interested only in experi- 
enced man with substantial following. 
Address “H., 337,” care J C-K. 





SALESMAN, for Mid and Southwestern 
territory, to wholesalers; ladies’ out- 
standing gold ring line, with plenty of 
active accounts open for a responsible 
representative who knows the territory 
well, and one who can produce volume 
business ; commission basis; please give 
full details in first letter. Address “F., 
467,” care J C-K. 





SALESMAN; excellent opportunity; well 
established firm desires man with fol- 
lowing among better retail, chain and 
department stores; outstanding and 
complete line of ladies’ and gent’s stone 
rings and gent’s diamond mountings; 
all territories open; draw against com- 
mission; full details in first letter. Ad- 
dress “A., 429,’’ care J C-K. 





TWO, protective territories open, New 
York State and Ohio, Michigan, 
Kentucky and Indiana, by distribu- 
tors of oné of industries’ biggest 
silver and G.F. ring lines, to pawn, 
jewelleries, specialty and depart- 
ment stores; please give full de- 
tails, references in first letter. Ad- 
dress “H., 2686,”’ care J CK, 





WE need a man with another non-con- 
fiicting line to handle our line of stone 
rings, from Virginia South, including the 
Carolinas, Georgia, Florida, and towns 
adjacent borderline cities: we have 
plenty of good active accounts in the 
territory, and will pay a liberal com- 
mission to the right man; please give 
us all necessary information in first 
letter. Address “‘A., 386,” care J C-K. 





SALESMEN wanted; experienced, to 
call on retail, credit and department 
stores; nationally known gold-filled 
costume jewelry line; no objection 
to non-conflicting line; with estab- 
lished following in New York area: 
Pennsylvania, Virginia and West 
Virginia; Alabama, Louisiana, Ten- 
nessee and Texas; send full details. 


Address “P., 348,” care J C-K. 





SEVERAL salesmen wanted after July 4 
for very small line of stone rings in 
conjunction with non-competing line; 
liberal commission; car a _ necessity; 
following territory open: Arizona, Ala- 
bama, Colorado, Florida, Georgia, Idaho, 
Tllinois, Iowa, Kansas, Kentucky, Maine, 
Maryland, Massachusetts, Michigan, 
Minnesota, Missouri, Montana, Ne- 
braska, Nevada, New Hampshire, New 
Mexico, New York (except New York 
City), North Carolina, North Dakota, 
Tennessee, Utah, Vermont, Virginia, 
West Virginia, Wisconsin, Wyoming: 
please give us full details in first Jetter. 
Address “L., 377,” care J C-K. 








Help Wanted 





WANTED: A-i1 jeweler, who can repair 
and set stones. Address “V., 1461,” care 
J 





WANTED, two A-1l watchmakers; per- 
centage basis only. Address “T., 1460,” 
eare J C-K. 


JEWELER and stone setter combined ; 
state in first letter full particulars. Ad- 
dress “X., 395,’ care J C-K. 





WANTED; experienced watchmaker with 
good references for ability, honesty and 
integrity. Cremer’s Jewelry Store, La 
Crosse, Wis. 





WANTED clockmaker; good opportunity 
for skilled man, in excellent community, 
with old established concern. Address 
“M., 426,” care J C-K. 


SUPERVISOR, for a small chain of re. 
tail credit jewelry stores in Minnesota: 
must be qualified in merchandising, 
stock control, window trimming and 
sales training; state age, experience, 
present earnings and send photo. Ad. 
dress “W., 360,” care J C-K. 








WANTED; apprentice watchmaker, in- 
terested in securing Wisconsin license; 
good training in all fields; air-condi- 
ee store. Address “K., 423,’ care 
J C-K 





SALESMAN wanted, for Western Penn. 
sylvania, Ohio and West Virginia for 
general jewelry line; compensation 
open; must have car; man with fol. 
lowing in this territory preferred, 
Address “D., 363,” care J C-K. 








SALESMAN wanted, for Ohio, Michigan, 
Wisconsin, Minnesota, Kentucky, by 
well established importing firm of na- 
tionally advertised Bavarian dinner- 
ware. Address “J., 340,” care J C-K. 





SALESMAN, diamond rings and mount- 
ings; wonderful opportunity for top 
notch salesman with strong following 
in East and Middle West, to take over 
established territory. Klebanoff & Gross. 
man, 74 W. 46th St., New York 36, N. Y, 
Luxemburg 2-4863. 











CERTIFIED master watchmaker, capable 
of doing quality repairs and close tim- 
ing on all grades of watches; send full 
information first letter. Brock’s, Inc., 
Rome, Ga. 





MANAGER-salesman; top flight  sales- 
manager, with pleasing personality; 
good basic salary, with commission on 
sales; right man can earn $10,000; 
three bedroom home available; good 
Midwest town. Address “J., 375,” care 
J C-K. 











WATCHMAKERS; A-l, progressive, well 
equipped shop specializing in repair and 
sale of watches; lake and mountains at 
your door steps. Tick-Tock Shop, Burl- 
ington, Vt. 





EXPERIENCED watchmaker, Wisconsin 
license, to work in air-conditioned jewel- 
ry store, in Southern Wisconsin; state 
qualifications, salary expected. Address 
“J., 422,” care J C-K. 





PRODUCTION manager wanted for a 
diamond ring firm; good knowledge of 
diamonds and mountings necessary; 
must be able to take full charge. Ad- 
dress “L., 483,” care J C-K. 





JEWELER; practical man, on new work, 
with experience of 10 or more years; 
excellent position for a capable me- 
chanic; give information in detail. Ad- 
dress “Q., 394,’’ care J C-K. 





ADVERTISING manager; copy writer, 
prefer artist; budget control: must 
know jewelry business; good basic sal- 
ary with commission setup; Midwest 
area. Address “K., 376,’ care J C-K. 








SALESMAN, for western Pennsylvania, 
Ohio and West Virginia, for gen- 
eral jewelry line; must have car; 
drawing against commission. Ad- 


dress “G., 364,’ care J C-K. 





WATCHMAKER, experienced: five day 
week; ideal working conditions, in 
Northern Ohio city; permanent job: 
state age, experience, salary expected in 
er letter. Address “R., 2165,” care 





SALESMAN wanted to cover Southern 
States; work on percentage basis; 
our specialty is hand-painted cloi- 
sonne enamel jewelry. F. A. Her- 
mann Co., Box 74, Melrose 77, 
Mass, 








WANTED: experienced watchmaker, ca- 
pable of looking after small jewel 
store: must be able to do light jewelry 
work: if not thoroughly experienced 
please do not apply; store in the heart 
of Eastern North Carolina. Address 
“M., 369,” care J C-K. 





SALESMEN; manufacturer of leading 
promotional line of sterling and sil- 
ver plated hollowware;_ several 
choice territories open; give resumé 
in strict confidence. Address “W., 
409,” care J C-K. 


SALESMEN; well known stone ring 
firm with long established retail 
trade following has openings in 
Midwest territories; write stating 
qualifications, references, territory; 
all replies confidential. Address 
“A,, 439,” care J C-K. 





WANTED; young man, experienced in 
selling and window display; good sal- 
ary and steady employment in retail 
jewelry store located Southern Ohio; 
give references and full details of ex- 
perience and training in first letter. Ad- 
dress “‘N., 478,” care J C-K. 








SALESMEN :; territories open for salesmen 
and manufacturers’ representatives with 
distributor, jobber, wholesaler, chain or 
department store following; popular 
line of medium-priced table lighters; 
can be carried as an additional line. 
Address “D., 331,” care J C-K. 





SALESMEN; side line with following, 
wholesale, retail jewelers; Midwest 
Pacific Coast, Southern States, includ- 
ing Pittsburgh, Baltimore and Washing- 
ton: exclusive sterling marcasite line; 
good commission; state reference. Ad- 
dress “J., 470,” care J C-K. 





A NATIONALLY Known diamond ring 
house has several territories open for 
active salesmen with established follow- 
ing; very liberal drawing against com- 
mission; all information kept in strict 
confidence; our salesmen know of this 
ad. Address “A., 122,” care J C-K. 





METAL and rubber mold maker, who can 
take charge of casting department and 
file up cast rings and assemble die 
struck rings; give references, expert- 
ence and salary desired in first letter. 
Clein Bros., 7% Edgewood Ave., S.E., 
Atlanta, Ga. 








DISSATISFIED with your present earn- 
ings and _ position; investigate this 
splendid opportunity: leading jewelry 
wholesaler of best selling brands needs 
salesman to cover West Virginia and 
surrounding territory; established ac- 
counts. Address ‘‘A., 315,” care J C-K. 








WATCH salesmen, with good retail fol- 
lowing wanted in Texas, West Coast 
and Middle West (existing accounts will 
be turned over) by established importer 
with complete low priced, fine Swiss 
watch line; commission basis; no ob- 
jection to non-conflicting line. Address 
“K., 482,’ care J C-K. 











SALESMEN, with established follow- 
ing amongst department stores and 
retail jewelers, to sell manufac- 
turer’s line of ladies’ bridge and 
dinner rings, diamond set or as 
mountings only; drawing against 
commissions. Address “A., 16,” care 


J C-K. 


—— 
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TWO salesmen wanted; South and West 
Coast, to carry the Randahl line of 
sterling hollowware; prefer men with 
established following, with one other 
non-conflicting line of comparable qual- 
ity; drawing account against commis- 
sions; please submit full details. The 
Randahl Co., Skokie, Ill. 








SALESMEN ; to carry line of silver plate 
for reputable manufacturer, including 
tea sets, bowls, baby items, etc.; set- 
ting up new Sales organization, all ter- 
ritories open; commission 10%: refer- 
ences required. Address, Armor Bronze 
& Silver Co., Sales Office, 5106 Edmond- 
son Ave., Baltimore 29, Md. 








COMBINATION watchmaker and jeweler 
to be second watchmaker and do light 
jewelry repairing ; some waiting on cus- 
tomers during rush times; state experi- 
ence, salary expected and time able to 
start work; five-day week; one night 
ee nine. Address “G., 433,” care 
J C-K. 














DIAMOND setter; experienced on rings 
and watch cases, also set synthetic 
stones; we are established manufactur- 
ers and not a trade shop; top salary 
paid for the man who can produce; 
state references and salary desired in 
first letter. Clein Bros., 714 Edgewood 
Ave., S.E., Atlanta, Ga. 





SEE — 


SALESMEN, with following, by long es- 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands; 
covering Southern and Western terri- 
tories; residing in vicinity; travel by 
car; drawing against commissions; ref- 
erences. Address ‘“R., 2622,” care J C-K. 





JEWELRY managers wanted; we have a 
large group of stores over the country 
and are interested in obtaining top 
flight jewelry men capable of managing 
stores; good salary and profit sharing 
arrangement; give full details about 
yourself, age and previous experience: 
replies confidential. Address ‘“B., 330,” 
care J C-K. 


SALESMEN wanted; profitable, non- 
competing products, imported; ex- 
cellent earning possibilities for the 
right men; also as side line; draw- 
ing against commission; following 
States open: Texas, Oklahoma, 
Kansas, North Dakota, South Da- 
kota, Colorado, Wyoming. Address 
“M., 485,” care J C-K. 














ONE of the South’s leading jewelry stores 
has an opening for a watchmaker: 
must have at least 15 years’ experience 
and ability to work on chronographs, 
Patek-Philippe and other fine and com- 
plicated watches; unless you are way 
above average, please do not answer. 
Apply: Mr. Meyers, Coleman E. Adler 
& Sons, Inc., 722 Canal St., New Or- 
leans, La. 








ESTABLISHED manufacturer of Ia- 
dies’ gold mountings, desires man 
with experience only for New York 
City, New England and South to 
Washington; we have many ac- 
counts at the present time and de- 
Sire a man with following to call 
on wholesalers, jobbers and chain 
stores. Address “M., 346,” care J 





SALESMAN wanted: our client, one of 
the major watch distributors, has im- 
portant opening for a fully qualified 
senior salesman; travel Washington, 
North Idaho and Northern Oregon: 
area trade acquaintance preferred, but 
not required; direct full details and 
past experience to Harvey Kruse, The 
Addison Lewis Co., Advertising Agency, 
2310 Stevens Ave., Minneapolis 4, Minn. 





REPRESENTATIVES wanted; Pacific 


Coast, Midwest and Southwest, by 
manufacturer of nationally known 
line fine American porcelain animal 
figures; unusual opportunity for 
high calibre men with good follow- 
ing among fine jewelry and gift 
stores; please give complete back- 
ground. Edward Marshall Boehm, 
Trenton, N. J. 


JEWELRY salesmen for medium to better 


priced, diversified line of costume jewel- 
ry; expansion program requires addi- 
tional representatives who are compe- 
tent, experienced, calling on department 
stores, specialty shops, jewelers, and 
gift stores; all territories available for 
the right man and will turn over exist- 
ing accounts; non-conflicting side line 
permissible ; commission basis with ex- 
tra bonus arrangement; give full par- 
ticulars in first letter; replies confi- 
dential. Address “H., 421,” care J C-K. 








EXCEPTIONALLY fine opening com- 


SALESMEN ; calling on retailers and de- 


partment stores, to carry a well known 
manufacturer’s line of diamond set 
watches and plain and diamond set at- 
tachments, on commission basis; no ob- 
jections to carrying a non-conflicting 
side line; prefer men traveling by auto- 
mobile; for East, South and Midwest; 
give full details in reply which will be 
kept in strict confidence. Address “A., 
329,”" care J C-K. 








mencing July 1, 1952 for Florida, 
Georgia and part of Alabama terri- 
tory, with Keepsake, America’s 
largest selling diamond ring; this 
is a full time selling job; write giv- 
ing background, references and 
former employer. A. H. Pond Co., 
Inc., 120 E. Washington St., Syra- 
cuse, N. Y. 





SALESMAN, for southwest; opportu- 


nity to connect with manufacturer 
of one of country’s accepted and 
most progressive lines of gold 
mountings and engraved wedding 
rings; we are seeking top-notch man 
only with extensive experience and 
following among wholesalers and 
chain stores; replies confidential. 
Address “B., 151,” care J C-K. 





REPRESENTATION wanted for new 


novelty lamps, Christmas wrapped, and 
Westinghouse equipped Odorout fixtures, 
nationally advertised; at exceptionally 
low prices; real money-makers; brand 
new to jewelry trade, tremendous profit 
possibilities ; smash advertising mats de- 
signed for account opening and traffic 
pullers; most territories open; write for 
samples and details. Handcraft Art 
Works, 929 Penn Ave., Pittsburgh 22, 
a. 


————— ee — — 





OUTSTANDING line of unusual and 


modern sterling silver jewelry and 
novelties offered by old established 
manufacturer; must have extensive 
following among jewelry, gift and 
department stores; all territories 
open; no objection to non-conflict- 
ing side lines; give particulars, in- 
cluding lines being carried. Address 
“M., 477,” care J C-K. 





MANAGER, with experience, capable of 


taking complete charge of a retail jewel- 
ry store; must be an A-1 salesman, 
window trimmer, collection man and 
have executive ability to delegate work ; 
this store is located in Indiana, and the 
starting salary would be based on the 
applicant’s ability and references as to 
previous experience; if you have the 


ability and experience, answer this ad 
giving us details in your first letter. 


Address “L., 345,” care J C-K. 








WATCHMAKER; 45 year old estab- 


lished firm desires the services of 
an additional watchmaker; absolute 
permanent position; individual 
should be presentable, capable of 
meeting customers; desire quality 
and not speed in work; salary de- 
pendent upon previous experience. 


Address, M. Meyer, Jeweler, Marion, 


Ind. 


SALESMAN wanted, to represent well 


known distributor of nationally ad- 
vertised flatware, clocks, electrical 
appliances, jewelry and other lines 
in Eastern Shore, Virginia, West 
Virginia, North Carolina and South 
Carolina; drawing account against 
commission; answer giving expe 
rience. Address “B., 187,” care J 


C-K. 





SALESMEN wanted, with retail jewelry 


store following, by manufacturer of 
finest domestic line Lily White pearls; 
also costume jewelry, children’s sets, 
etc.; popular priced; packaged, labeled 
and price-tagged; 15% commission ; 
gorgeous E Z sample display; terri- 
tories open: New England, Illinois, Ohio, 
Michigan, Indiana, New York, New Jer- 
sey, Pennsylvania, Maryland, Delaware, 
East Coast to Georgia and other States ; 
rush reply; references. Manufacturer, 
P. Box 365, Church St. Sta., New 
York 8. 








SALESMEN for Gotham watches; two 


territories open; Mid-West, Indiana, 
Illinois (excluding Metropolitan 
Chicago area), Missouri, Kansas, 
lowa, Nebraska; New England 
States; splendid opportunity for ex- 
perienced men with good following; 
write giving all pertinent details, 
qualifications, past experience, etc. 
Ollendorff Watch Co., Inc., 20 W. 
47th St., New York 36, N. Y. 








TWO salesmen wanted; large manufac- 


turer of popular priced line of silver 
plated hollowware and electrical table 
appliances is open for good representa- 
tion for States of Virginia, West Vir- 
ginia, North Carolina, South Carolina, 
Georgia and Florida; also for States of 
Ohio, Kentucky, Missouri, Kansas and 
Nebraska; only those who have a fol- 
lowing and can produce results need 
apply; drawing account or straight 
commission basis; no objection to one 
or two side lines. Address “F., 156,” 
eare J C-K. 





JEWELRY salesmen; if you are looking 


for a jewelry line with the real jewelry 
look in styling, craftsmanship, eye ap- 
peal, at costume jewelry prices, if you 
have an established following among 
jewelry, specialty and department 
stores; if you are a plugger and can 
give us intensive coverage, write giving 
full details, territory, etc.; we are long 
established manufacturers and whole- 
salers of smart costume jewelry retail- 
ing from $1 to $15 and have several 
good territories currently available on a 
protected basis: straight commission. 
Address “‘A., 149,’ care J C-K. 


—— 








CREDIT manager; experienced in 


credit jewelry business; to take full 
charge of collections, pass on credit 
references, credit correspondence 
and have full charge of office em- 
ploying three assistants; present sys- 
tem used is National Cash Register 
posting system; exceptional oppor- 
tunity for permanent position with 
large credit jewelers; give full par- 
ticulars, giving experience, when 
available to start working and salary 
expected; all applications will be 
kept strictly confidential. Write or 
telephone, Dales Jewelers, Ince., 
P. O. Box 1371, Tel. 3-1618, Shreve- 
port, La. 
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HELP WANTED—Continued 





SALES openings; one of the foremost 
silver organizations in America has 
openings in several territories for 
hard hitting, energetic men now 
carrying jewelry, watches, or other 
non-competitive lines; such men 
who wish to add a comprehensive 
line of top notch competitive ster- 
ling hollowware to their territory 
are invited to apply; this is not just 
another hollowware line; this is 
something that every salesman 
dreams about; if you are recognized 
in your territory as a leader we in- 
vite your application; commission 
basis; open territories in South, 
Southwest, Mid-West, Far West and 
Northwest; all communications con- 


ic. Address “V., 359,” care 








For Sale 


Stores, Stocks and Businesses 





ESTABLISHED, profitable jewelry store, 
located in downtown Houston, Texas: 
or contact. Address “D., 414,” care 





JEWELRY store, 100% location, old es- 
tablishment, modern, with or without 
stock or accounts; opportunity ; retiring. 
Address “E., 417,’”’ care J C-K. 





FOR SALE; watch repair shop, estab- 
lished 1906; fine location, downtown 
office building, Western Pennsylvania: 
28 years same room; retiring. Address 
“J., 366,” care J C-K. 





JEWELRY store, established 19 years; 
gsrowing community in Westchester 
County ; moderate rent; good watch re- 
pair business; $12,000. Address “‘L., 
393,” care J C-K. 





JEWELRY store for sale, good location, 
Phoenix, Ariz.; about $9,000: includes 
clean stock and nearly new fixtures: 
reason, other interests. Address “B., 
463,” care J C-K. 








JEWELRY repair, special order shop’ 
Setting, engraving, for the trade and 
private customers; located one of larg- 
est cities Florida. Address “P., 480,” 
care J C-K. 





JEWELRY concession; best location in 
Newark, N. J.; discount operation: un- 
limited possibilities; watch and jewelry 
repairing: under $10,000 can handle. 
Address “S., 406,” care J C-K. 





ULTRA modern jewelry, gift store; fast- 
est growing city in Southwest: over 
100,000 population; inventory, fixtures. 
$19,000; excellent reason for selling: 
ry — Address “S., 352,” care 





MODERN jewelry store in Florida: 2° 
years in same location ; air-conditioned : 
stock, fixtures, $23,500; 100% location: 
good lease; no auctioneers: owner re- 
tiring; best trade reference. Address 
“P., 399,” care J C-K. 





WELL established jewelry store: indus- 
trial city South Carolina; prominent 
corner location; leading silver, china, 
glass, watch lines; good lease, low rent, 
clean stock ; approximately $30,000. Ad- 
dress “G., 446,” care J C-K. 





FOR SALE; Southwestern Ohio credit 
jewelry store, with fine repair business ; 
A-1 location, with up-to-date fixtures; 
doing $40,000 yearly; will sacrifice: 
reason, other bus.ness interest. Address 
m 472,” care J C-K. 


at 








JEWELRY store; modern, shopping vi- 
cinity; plenty watch repairs; excellent 
sales opportunity ; owner cannot devote 
evenings; asking $3,500, plus’ small 
stock. Straus, 2300 Grand Concourse, 
New York City. 





JEWELRY store for sale; retiring; well 
established business; trade mark stock ; 
new building, moderate rental; inde- 
pendent town in heart of West Vir- 
ginia’s billion-dollar coal fields. Ad- 
dress “C., 367,” care J C-Kk. 








THE most beautiful jewelry store in the 
South for sale, with stock or without 
stock ; 100% location, on Lincoln Road, 
Miami Beach, Florida; retiring from 
business because of ill health. Address 
“G., 25,”"’ care J C-K. 


——— 


OPTOMETRIC practice; one of the 
best in Philadelphia; center city lo- 
cation; established over 20 years; 
excellent income; cash and charge 
accounts; priced for quick sale. Ad- 
dress “R., 381,” care J C-K. 











JEWELRY store for sale; excellent loca- 
tion in Alton, Ill.; new fixtures, air- 
conditioned, profitable operation for 
watchmaker or  live-wire merchant; 
purchase of inventory and accounts re- 
ceivable optional. Address “P., 380,” 
care J C-K. 





ESTABLISHED jewelry store, stocked 
with nationally advertised, franchised 
lines; price, the cost of the inventory, 
plus the fixtures; selling due to ill 
health; located on the North Shore of 
Long Island. Address “N., 347,” care 
J C-K. 








WATCH and jewelry shop, California 
Coast town, 12 miles from Los Angeles ; 
ideal climate; low rent, lease; well es- 
tablished, small store carrying leading 
brands watches, jewelry, ete. A. Gil- 
man, 1410 Montana Ave., Santa Monica, 
Calif. 


—--—— —_——- — a ED 





RETIRING; long established jewelry and 
gift store, doing good steady business; 
perfect for watchmaker and wife; mod- 
ern six room apartment; best hunting 
and fishing in Pennsylvania; approxi- 
mately $12,000 cash. Address ‘‘N., 379,” 
care J C-K. 





FOR SALE: modern, one-man store gross- 
ing $33,000, with woman selling, owner 
absent: leading sterling lines, no price 
cutting: 60 miles New York: $10,009 
(includes $4,000 active accounts re- 
ceivable) plus clean inventory. Address 
“hh... o45. Care J CHK. 





LOS ANGELES Metropolitan area, city 
of 30,000; 1951 gross, $70,000; 
recently installed modern front and 
fixtures; $40,000, plus or minus, 
buys stock, fixtures, lease and ac- 
counts. Address “H., 374.” care 


J C-K. 





MODERN jewelry store in Southern Cali- 
fornia, near Los Angeles; 19 years in 
same location; stock, fixtures and ac- 
counts receivable, about $30,000: popu- 
lation 52,000; 100% #£location, good 
lease; some terms: wish to retire. Ad- 


dress “C., 17,’’ care J C-K. 


OLD, established jewelry store, all mod- 
ern, in the heart of Hollywood, Calif. : 
low rental: all nationally advertised 
lines ; owner wishes to retire; price $30,- 
000 includes inventory, fixtures and 
equipment; some terms. Address “M., 
206,” care J C-K. 





ESTABLISHED watch and jewelry store 
with stock and fixtures; good tourist 
town on the peninsula; large Army and 
Naval training base of Fort Ord; smal] 
amount will handle same; ideal for 
good watchmaker, doing large amount 
of watch repairing. Address ‘M., 453,” 
care J C-K. 





———___. 


FOR SALE; cash jewelry store, Eastern 
Indiana; 20 years in same location: 
good fixtures and lighting; excellent 
watch repair business; inspector for 
three prominent railroads; price $13,- 
000; inventory, plus fixtures; owner 
leaving State. Address “P., 457,” care 
J C-K. 








SMALL jewelry store, good location down- 
town; $75 per month including lights, 
water and sleeping quarters in rear: 
ideal for watchmaker; good prices, 
trade and retail accounts; quick sale, 
$2,000 cash; write or telephone 6089, 
Watch Hospital, 114% N. 1st St., Las 
Vegas, Nev. 


se 








MODERN, family owned and operated 
jewelry store, in heart of prosperous, 
industrial Connecticut city; air-condi- 
tioned; reasonable rent, lease, fine clean 
stock; reputable repair business; in 
perfect financial condition; owners re- 
tiring; principals only. Address “L., 
437,” care J C-K. 











STORE, located in large Chicago suburb; 
three watchmakers, two will remain 
with store; repairing runs over $1,100 
per month, more if you can handle it; 
all nationally known lines; good, clean 
inventory which can be reduced; good 
lease with good rent; cash price, $30,- 
000, including accounts receivable. Ad- 
dress “‘G., 335,’ care J C-K. 








SSTABLISHED jewelry business, main 
street Eastern Pennsylvania industrial 
town, 35,000 population; 85,000 drawing 
area; cash business, could go credit; 
12 years present owner, 12 years previ- 
ous owner; clean, leading lines; low 
rent; good watchmaker; $15,000 takes 
all (stock worth that much); must 
sacrifice for other business interests; 
contact J. H. Borst, P. O. Box 162, 
Newport, Pa. (Store in Easton, Pa.) 





FOR SALE; established jewelry store, 
stocked with nationally advertised 
franchised lines; modern display win- 
dows and fixtures; fully equipped repair 
department doing volume business; best 
location in busy town, located north- 
western corner; state of Connecticut; 
price $24,000 cash, including accounts 
receivable. Address “B., 2886,’ care 
J C-K. 


MANUFACTURING and retail store; 
$1,200 jewelry stock at cost; new 
pneumatic drop hammer, four foot 
presses, rolling mill, lathe, enamel- 
ing and steel hardening oven, other 
odd machines; many active dies and 
tools; location one half block from 
main street, next to largest modern 
office building in New Orleans; 
large display window, low rent, four 
year lease; price $15,000 including 
jewelry stock. Crescent Metal Craft, 
130 Elk Place, New Orleans, La. 





MODERN retail jewelry business in 
Southern city with trade area popu- 
lation 75,000; established over 50 
years; purchaser may assume lease 
air-conditioned building; reasonable 
rental; stock up-to-date includes 
china, silverware, gift shop, with 
suitably designed fixtures; widely 
known and advertised trade name 
which may be used; inventory re- 
duced to suit price; information 
furnished good faith inquiries; no 
brokers, vrincipals only. Address 


“P., 404.” care J C-K. 


—O 
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For Sale 


Tools, Equipments 








CENTRIFUGAL casting system, com- 
plete, ready to use, including built-in 
tables; bargain. Morris Kaysen Co., 
740 Sansom St., Philadelphia 6, Pa. 


USED tools, benches, lathes, cleaning 
machines, staking tools, ete. R. P. 


Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 


——— ee 


IMPORTER closing out entire stock main- 
springs, staffs, stems, escapements, ete. ; 
sacriuce price: write for particulars. 
La May Watch Co., 469 Seventh Ave., 
New York City. 


NEW Hermes engraver, like new; two 
eutters, for plastic and metal; capital, 
lower letters and 20 numerals; holding 
jigs for pens and jewelry; complete, 
$200; extra tracing arm, $50. Haselton 
Branch, Box 1413, Rome, N. Y. 





Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, ete., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 


AUCTIONS: successfully and _ tactfully 
conducted anywhere in the _ country. 
Write or wire, Murray Kahn, 766 Third 
Ave., New York 17. 





LOUIS LENHOFF, auctioneer, sales 
coast to coast, 3010 W. Chicago 
Blvd., Detroit 6. Mich. Phone: Tyler 
6-0439. 





COSTUME jewelry, luggage and bag con- 
cessions now available, for the first 
time in Lincoln Road’s finest jewelry 
store, Miami Beach, Fla.; 100% location. 
Address “Kk., 392,’ care J C-K. 


ED 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
7 Blackstone Avenue, Chicago 


a 


SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 


—_—_———___ 





M. C. MAXWELL, exclusive jewelers 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920, Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 


——E 





CHAIN of five jewelry stores, and whole- 
sale business, would consider merging 
with chain of similar size for mutual 
benefit; or would consider equal part- 
nership with man able to make sub- 
stantial investment for expansion; re- 
ply giving full details of background. 
Address “V., 408,” care J C-K. 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 








INTERESTED in Canada; large manu- 
facturer discontinuing rhinestone and 
fashion jewelry, to concentrate on gold 
rings, will sell or lease equipment, space 
also available; could consider distribu- 
tion of the product through nation-wide 
sales force; only “name” lines need 
apply. Address “D., 465,” care J C-K. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 


MANUFACTURER of an old established 
firm, and well Known, manufacturing 
diamond engagement rings, mountings, 
wedding rings, emblems, ete., of the 
better kind, is interested in a partner 
who has capital to invest and possesses 
mechanical ability or business ability. 
Address “F., 418,’ care J C-K. 


AUCTIONEER: 10. successful sales 
conducted in 1951; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26. Briargate 4-7303. 








IMMEDIATE ecash for diamonds, watches 
(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures: we have un- 
limited cash for this purpose: write, 
wire or call at our expense: references: 
Jewelers Board of Trade; shipment held 
for your approval of payment: since 
1919. Harry Elkins & Co., 59 E. Madi- 
son St., Chicago 3, Ill. Randolph 6-7390. 





WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auction 
sale for you and finance any neces- 
sary funds needed for a successful 
sale; our long record in conducting 
auction sales is well-known in the 
trade. Louis Colmes, 637 Scranton 
Ave., Lynbrook, N. Y. Tel.: Lyn- 
brook 3-8044. 





WANT to sell out, raise cash, reduce 
stock, etec.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 





CASH for you immediately; R. A. Zan- 
one & Co. will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references: Dun & 
Bradstreet; Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 5-0660. 





DO YOU need cash; examine our 
guarantee sales method of. obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished this 
amazing result for over 200 jewelers 
in the past two years alone; their 
thankful letters are in our files for 
your inspection. Wire, write or tele- 
phone, Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
Pl. 7-4693. 





AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
1309, New York, N. Y. 


cone 








Wanted to Purchase 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning. machines, timing machines, 
staking tools, etc. T. D. Sweazey, 20158 
W. North Ave., Chicago 47, IIl. 








IF you have a store or stores for sale, at 
a fair price, located in the Southeast, 
we are interested in buying; all infor- 
mation confidential. Address ‘“R., 168,” 
care J C-K. 


WANTED; small established jewelry 
store: prefer Southeastern States; town 
of 6000 to 45,000 population; replies 
confidential. Address “J., 110,” care 
J 








CHAIN store operator will purchase for 
cash, a reputable cash, credit store 
doing yearly volume of $30,000 or bet- 
ter: North Carolina only. Address “C., 
2839,” care J C-K. 








WILL buy your store, if you can meet 
these conditions; your store must be 
in the East from Maine to Florida; your 
present volume must be from $50,000 to 
$150,000; your location must be tops; 
write to me in confidence; give me the 
facts and I'll give you your best offer. 
Address “B., 416,” care J C-K. 


WATCHES wanted; all brands, any 
quantity; highest market spot cash 
prices paid; we buy surplus jewelry, 
rings, diamonds, etc.; correspon- 
dence invited; references: Houston 
National Bank, Houston, Texas, Dun 
& Bradstreet, Inc. Diamond Jewelry 
Co., 6th floor M & M Bldg., Houston 


2, Texas. 


_— 








CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames. gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest prices; 
we send you a check at once and 
hold shipment intact for your ap- 
proval; references: National Bank 
of Commerce, Memphis, Tenn.; 
Jeweler’s Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 
108 Beale Ave., Memphis, Tenn. 
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Watch Work, etc., for 
the Trade 





WATCH repairing for the trade; prompt 
service and reasonable prices; work 
guaranteed. G. Edward Fleisher, P. O. 
Box 944, Lancaster, Pa. 





WATCH repairing for the trade; work 
guaranteed; five-day service; ask for 
price list. P. eo 56-13 Catalpa 
Ave., Brooklyn 27, : 2 





THIRTY-FIVE years’ experience in watch 
repairing, and prices right, satisfactory 
work; guaranteed good service. M. 
Kruse, 7219 Lake St., River Forest, Ill. 





ZEIGER BROS., watchmakers, 727 San- 
som St., Philadelphia 6, Pa.; reliable 
repairing for the trade, specializing in 
mail order; seven-day service; all work 
guaranteed; price list on request. 





COMPLICATED and regular repairs ac- 
cepted for complete or partial work; 
trade price list on request. Howard 
a Huron St., Lake Ronkonkoma, 
i Me 





BOSTON, Mass.; expert and guaran- 
teed watch repairing; prompt ser- 
vice; prices on request; mail orders 
invited. David Migdal & Co., 109-B 
Summer St., Telep. Hu 2-9547. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





KNOW your vibrator; mail direct; 
same day service; economical, de- 
pendable, vibrating service. Hair- 
spring Vibrating Co., 406 32nd St., 
Union City, N. J. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster : 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 








OVERHAULED watches oneniiians one 
year; charges cancelled or refunded if 
not completely satisfied ; quick service; 
competitive prices ; Watchmaster timed: 
Neverust protection free. H. Manes, 
1001 Chestnut St., Philadelphia 7, Pa. 





MARINE chronometers restored; re- 
pivoting, jeweling, springing, wheel 
and pinions; closely adjusted for 
temperature and daily rate. Charles 
M. Bogart, 4117 “W” St., N.W.., 
Washington 7, D.C. 





RELIABLE, fast service for out-of-town 
accounts; Watchmaster precision tim- 
ing; all work fully insured; reasonable 
prices ; references on request. Joseph F. 
Hannes, 3451-a Jerome Ave., New York 
67, N. Y. Phone Ol 4-5508 





NORTH CAROLINA; specialists in fine 
watch repairing; fast service: any 
amount of work accepted; chrono- 
graphs, automatics, calendars a special- 
ty; price list on request. Eastern Caro- 
lina Precision Works, Goldsboro, N. C. 


EXPERT watch repairing for the 
trade; reasonable prices; prompt 
service; all work guaranteed; out- 
of-town and mail orders solicited; 
price list, references on request. A. 
Guarino. P. O, Box 42, Fordham 
Station, New York 58, N. Y. Mu- 
7-6865. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs, and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 





ALL style beads restrung, plain or 
knotted; prompt service: reasonable 
prices. Mrs. Helen E. Stump, 202 State 
St., Shillington, Pa. 





LIGHTERS repaired, domestic and 
foreign; fast service; genuine parts: 
work guaranteed: estimates on request. 
Becks’ Lighter Service, 279 Sussex Rd., 
Woodridge, N. J 





PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





DIAMOND repairing and recutting. Joseph 
Hunt, 74 W. 46th St., New York City 36, 
N. Y., specialist diamond cutter, using 
good commercial judgment. 





APOLLO & Son, established 1910; dia- 
mond setting, stone setting, all types; 
finest workmanship and quality; satis- 
faction guaranteed. 185 Canal St., New 
York City. 


——= 





EASY profits; ring stone replacements; 
send the ring we will furnish the stone 
and have it set; also Titania and Opal 
loose or mounted. Ace Lapidary Co., 
Jamaica, N. Y. 








SPECIAL orders; diamond setting, jew- 
elry repairs, sizing, watch repairing, 
quality workmanship, quick service; 29 
years’ experience. John G. Cronin, Coal 
Exchange Bldg., Scranton, Penna. 





PEARLS and beads restrung, knotted, 
“woven; rosaries repaired, refinished ; 
right prices, prompt service, monthly 
billing; we specialize on mail orders ; 
our business is nation-wide. Woodman’s, 
55 B. Eddy St., Providence, R. I. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders’ accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 








HIGH grade watch repairing; all makes, 
all models; five days’ service; all re- 
pairs Watchmaster rated; guaranteed 
dependable service; price lists upon re- 
quest. Bernard’s Watch Repairing, 921 
W. Wellington Ave., Chicago 14, 





STONE encrusting, engraving and 
drilling ; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; monv- 
grams and initials; military insig- 
nias; fraternal emblems; _§ stone 
cameos up to 50 mm size; onyx 
crosses; special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 


COLORED STONES; direct importers 
at your service ; replacing, recutting, 
encrusting, repolishing, drilling; 
specializing in diamond melee, Ru- 
tile (Titania), all sizes; cameos, all 
colors and _ sizes; also cultured 
pearls, genuine pearls, synthetic al] 
colors, sizes and shapes; genuine 
rubies, sapphires, emeralds, ame. 
thyst, topaz, ete.; servicing the 
jeweler for over 35 years. Max 
Stern & Co., Inc., 17-23 John St., 
New York 38. 








To Let 








PART of office, suitable for jewelry repre- 
sentative, diamond setter or engraver; 
telephone service; corner Fifth Avenue 
and 53rd Street, N. Y. Call Plaza 8-0163. 


FOR RENT: complete, beautiful jewelry 
show room, corner office on Fifth Ave., 
New York, 46th St., seventh floor; wal- 
nut fixtures, four miniature wall cases, 
four floor display cases, two desks, 
Mosler safe, steel chest, 34 drawers, 
velvet lined, four chandeliers, etc., 
ready to do business; available at once 
for permanent tenant: references ex- 
oepeee. Call Plaza 7-4617 between 2-4 








Miscellaneous 





WATCHMAKERS’ JOURNAL: contains 
valuable information for watchmakers 
and students: : year; sample copy 20¢. 
Dean Co., 7% N. Atlantic Avenue, Day- 
tona Beach, Fla. 














Magazines 
with the 
most 
classified 
advertising 
are the top 
magazines 
in their fields. 
JC-K 
has the 
most 
classified ads 
in the jewelry 
market! 
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THINGS ARE TOUGH—OR ARE THEY? 


Probably the most trying climate any businessman 
can operate in is ours where his volume, and that of 
his industry, is neither rising nor declining appreciably. 

For, the usual companion to such economic “stabil- 
ity” is a creeping increase in operating expenses and a 
corresponding reduction in net profits. 


What to do about it? 
There is, of course, no pat answer. But, it is during 


such periods like those existing right now—when the 
trade winds are calm—that the smart merchant should 
take stock of his business; in a broad sense. It is at 
times like these that he should re-establish or revise his 
broad policies and begin the operation of plans for in- 
creasing his volume. 

Today we are faced with the paradox of a country 
full of prosperity, peopled by citizens full of fear. 

The very government business which assures us of 
industrial activity in the immediate future, results from 
an international situation that causes concern in the 


minds of the pople. 


Therefore, they are continuing to save at an unprec- 
edented peacetime rate rather than spend their dispos- 
able surplus for this and that. 

Actually, the present liquid savings of the public is 
equivalent to that which they spent for jewelry last 
vear—amultiplied by 225! 

Obviously then, the only thing wrong with the jewelry 
business today is that it is not convincing the people 
ihat jewelry store items are more desirable than hoard- 
ed money. 

Those are the conditions under which we operate to- 
day, therefore those are the conditions in which we 
must find the opportunities for increasing our volume. 
And they do exist. 


A case in point lies among those very pople we just 
mentioned, those with savings invested in liquid assets. 


Why not promote the sales of your products among 
these people on the basis that jewelry, with its high 
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intrinsic value in rare gems and precious metals, rep- 
resents an unusual combination of luxury combined 
with lasting value. 

We don’t mean to “sell diamonds as an investment,” 
but we do believe you can sell the idea, at a profit, that 
there are few types of gift merchandise where a man 
can find such a beautiful or acceptable means of con- 
veying a sentimental expression—and still have so much 
of the actual cash value of the price retained over the 
years—as is the case in fine jewelry. 2 

Then again, another means of interesting your cus- 
tomers in investing in your merchandise is by appealing 
to the many new-home owners in your community. 
They all look upon whatever they put in their home 
as an investment—not an expense. And each family 
wants its home to be the House-Beautiful of the Com- 
munity. 

You have the merchandise they need to meet this de- 
sire, merchandise with investment values—quality sil- 
verware, china and glassware—which they can use and 
live in harmony with the rest of their lives and which 
represents an investment in the artistic and cultural 
development of the family—better opportunities for the 
young ones. 

So—let’s stop “worrying about what to do” to offset 
increased costs. 

Let’s take advantage of the tailor-made opportunities 
that exist for sales of our merchandise. 


Let’s not worry. Let’s work. 


A 25-page program for the productive application 
cf that energy is in this issue, starting on page 65. 


Good luck! 
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THE JEWELERS’ CIRCULAR-KEYSTONE — 


















yp 10 50% OFF AND YOU STILL MAKE YOUR FULL PROFIT! 


—_) 

NEVE TAKEN THE BEST 

IND MADE IT BETTER' 

TH NEW IMPROVEMENTS eC 
iD NEW LOW PRICES ON jig Ze, 
SEMOVING HIGH QUALITY ZN Sy 
IMSTON 


STERLING COASTER ASHTRAYS 











20 


retail 
(incl. tax) 
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Tt 


retail 


€ 


(incl. tax) > 


ete’s real reason to buy Amston’s improved 
stal and sterling Coaster-Ashtrays at the excit- 
ty new low prices! It’s the kind of value story 
twill mean dg all-year round re-order busi- 
bs! Call your dealer for yours today — this will 


tone of the fastest-moving items in 1952! 


00 


retail 
CLD 
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AMSTON — 
IT’S NATIONALLY 
ADVERTISED! 








Towing every day 
a YOUR PROFIT OPPORTUNITIES 
WITH CHILDREN’S ITEMS IN 












Baby Spoon, 
Bent Handle 
Consumer Price 
$1.25 each 


THE FINEST SILVERPLATE 





OW Mditty 


Babies are big business (4 million are expected in 1952)— 


so be ready for your share of the gift market they represent, 


' i a , Consumer Price 
$1.00 each 






Community children items are styled right, priced right, 


Sactitbatter tien packaged right! Feature them and they'll be an ever-new 


Consumer Price 


$1.25 each source of sales for you! 


Items shown available only 
in Lady Hamilton.* Evening Sige 
and Coronation*® patterns, 







: es 3-Piece Child Set 
Consumer Pric 
$4.50 Set . 






2-Piece Food-Master Set Ke 
Consumer Price . . . $2.00 Set 
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Commanly 3-Piece Toddler Set 


Yours at scot 60Ul Oe 
a wHa ime (Cup $3.50 value subject i. 
NO MX j RA CHARGE! Es een tel 


This handsome display with each 
$20 order at dealer's cost. 





3-pe. unit consists 
of 16” x 20” easel 
back baby photo- 

or 


graph and two 7 
x 10” cards. 























6-Piece Progress Set 
Consumer Price . . . $7.50 Set 


nee 


FREE MATS! Ask your 
Community representative 
or write to Oneida Ltd. 

* TRADE MARKS OF ONEM 














